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Helene Curtis 
Buys Mathieson’s. 
Lentheric Unit 


Pays $5,000,000 for | 
Latest Acquisition in 


Its Expansion Program _ 


Holbrook 


Holmberg 


| READY—Getting together before the start of the two-day annual 


New York, Oct. 5—Olin Mathie- 
son Chemical Corp. has sold its 
Lentheric division to Helene Cur- 
tis Industries, AA was reliably in- 
formed this week. 

Curtis reportedly paid $5,000,- 
000 for Lentheric, which has mar- 
keted perfumes and toiletries in 
this country for some 30 years. 

For the Chicago hair preparation 
manufacturer, the purchase rep- 
resents another step in a bold 
program of expansion and diver- 
sification. Last February, Curtis 
absorbed “42” Products Ltd., Los 
Angeles, maker of Kings Men toi- 
letries. In April, it bought out Jules 


meeting in Chicago last week of 


Survey Showed Artist, 


the central region of the Amer- 


ican Assn. of Advertising Agencies are Robert D. Holbrook, Comp- 
ton Advertising, board chairman of the Four A’s; A. S. Black, A. S. 
Black & Co., Houston, chairman of the Southwest Council; 
rence O. Holmberg, Compton Advertising, central region chair- 

man, and Strother Cary, Leo Burnett Co., 


Artwork, Not Copy, Puts Impact in 
Ads, Burnett's Armstrong Tells 4A’s 


| vertising Agencies’ central region. 


Law- 


Chicago. 


meeting today. 


CBS, NBC TV Discounts Submitted to 


House Reveal Crazy-Quilt Pattern 


AA Reports TV Buys 

of ‘Big 15’ Among 

Top TV Ad Agencies | 

New York, Oct. 5—The discount | 
pattern on the country’s top gross- 
ing television networks is a crazy- | 
quilt affair. ° 

This is the clearest impression | 
one gets from the 1955 time dis- | 


Cunningham & Walsh 
and Mann Tieup Ups 
gee $3,500,000 | 


New York, Oct. 4—Conklin 
‘a Co. will be merged with | 
Cunningham & Walsh Nov. 1, when 
'21 members of the agency and the | 
major clients who make up its 
$3,500,000 billing move to C&W’s| 
‘offices at 260 Madison Ave. 


Montenier Inc., maker of Stopette. 


When Not Being Adman, 


Andrew F. H. Armstrong, Bur- | 


count data submitted to the House 
anti-trust subcommittee by CBS 
and NBC. The non-rate card expert 
gets the feeling that the price tag 
on some buys is better than others. 
The discounts, which are a bit more 
| variegated on NBC than CBS, 
— from nothing up to nearly 
%. 

"Cabialilats maximum discount is 
'25%—except for an _ occasional 
\freak case such as Zenith Radio 
Corp.’ S arrangement for “Omni- 
bus,” where concessions were 
made to settle a lawsuit. The range 
at NBC, particularly as relates to 


‘daytime shows and specials such 


as the Gillette sporting events that 
are discounted from 35 to 46%, is 
much wider. Both network cards 
show maximum discounts of 25%; 
the extras at NBC are called “al- 
lowances.” 


® Of course, this whole area is ex- 


|tremely complicated. So much so 


that NBC appended a nine-page 


Known chiefly for its women’s! Thinks Like Housewife 
hair shampoos and Spray Hair Net, 

Curtis has more than tripled its) CuHurcaco, Oct. 5—Leo Burnett 
business in the past five years.| Co. delved into its research waste- 
From sales of $9,500,000 in 1950,| basket and came up with a whole 


it shot up to nearly $24,000,000 in| banquet for survey gourmets at- 


1954. Its current annual sales vol-/| tending the American Assn. of Ad- 


ume is estimated at $35,000,000. 


/nett’s vp 


services, saw the new survey as 
containing “bitter tea” for the man 
who tries to com- 
municate by 
words alone and) 
“rare wine” for 
anyone who “is| 


in charge of creative | 


Mr. Mann's decision had the ap- 


proval of his clients: American|explanatory footnote to its cost 
Cyanamid Co.’s fine chemicals and table to guide the committee and 
agricultural chemical divisions; | its staff. CBS gave the committee 
Goodrich Rubber’s sponge product | time costs for advertisers for the 


division; George W. Helme Co.| 
(snuff); W. F. Allen Co. (straw- | 
berry plants); Bristol Motors divi- | 
sion of Vocaline Co. of America, 


first half of 1956, as well as for the 
1955 calendar year. 

Columbia’s data was furnished 
on the basis of an average weekly 


@ The company has made the as- 
cent with a hard-hitting advertis- 
ing program, which also has ex- 
panded steadily. In 1955, Curtis 
was working on a $7,000,000 ad 
budget. Weiss & Geller, Earle Lud- 
gin & Co. and Gordon Best Co. 
share the Curtis accounts. 

For Olin Mathieson, the sale of 
Lentheric represents no great loss. 
The division has been in trouble 
for many years. It contributed 
about $7,000,000 to the corpora- 
tion’s 1955 sales volume of $560,- 
000,000, and subtracted rather than 
added to the $44,000,000 net profit. 

In the perfume business, Len- 


at home with pic-_ 
tures.” But the 
study could pro- 
vide food for al- 
most any turn of 
thought. 

As Art Director 
Andy Armstrong 
described it, the 
Burnett survey was simple enough 
in conception: 


BBDO Gets Philco 
Nod, Bows Out of 


Zenith and Easy 


PHILADELPHIA, Oct. 4—Philco 
|Corp. has named Batten, Barton, | 
Durstine & Osborn, New York, to 
handle its entire consumer product; 
line, including collateral work, ef- : 
fective Jan. 1, 1957. prehension and motivation were 

BBDO cleared a path for the ac- brushed aside in favor of an, 
count by resigning Zenith Radio| “esthetic response,” as provoked | 
Corp.’s radio-tv receiver account| by the single question, “Which ad 


Andrew Armstrong 


Such things as) 


readership, impact, retention, com-|0PMent. Mr. Mann and his son, this time cost data. 


|Richard Mann, vp of the agency, 


and Delmarva Poultry Industry. (gross for average number of sta- 
The Mann agency was founded | tions with an average discount. 
in 1944, and American Cyanamid’s|Extended market stations were 
business (perhaps 60% of the listed separately; since they have 
agency’s total billing) has been in|a different discount setup and 
the Mann shop since that year. ‘ap they do not change the over- 
The move, Mr. Mann said, in-/|all picture, extended market buys 
sured his clients of broad-gauge/| are excluded in the figures in this 
service, particularly in research, | story. 
marketing and new product devel-| ABC was not asked to supply 


| 


| will become vps of Cunningham & # From talking to network execu- 
Walsh. Another son, Conklin Mann | tives it appears that the discounts 
(Continued on Page 104) (Continued on Page 105) 


and the Easy Washing Machine 
division of Murray Corp., Syra- 


do you like best—and least?” 
This was asked of 94 housewives 


cuse. The agency had handled the 


theric tried to have its cake and 
(Continued on Page 8) 


(Continued on Page 105) | 


Revamp Cost $300,000,000... 


Chrysler Plans Massive Ad Drives to 
Get Greater Share of ‘57 Car Market 


in Chicago as they peered at 40 
print ads—four in each of ten 
categories. All except one category, 
incidentally, were in color. 

The same question was then 
asked of 100 creative people in 
nine Chicago agencies—67 copy- 
writers and 33 art directors. In ad- 


dition, these experts were asked to_ 
predict which ads the housewives 
‘the annual Direct Mail Advertising 


(Continued on Page 101) 


|mail users concede that postal|tude seemed to be, 


Mail Users Cheer ‘AA’ for Efforts to 
Obtain Improved U.S. Postal Service 


New York, Oct. 3—Large direct; Assn. convention, where the atti- 
“But I can’t 


service is lousy, according to an) 
AA spot check survey made at 


American Motors Sees 
Good Year; Buick, Olds 
Unveil Their ‘57 Plans 


By Miller Hollingsworth 

Derroir, Oct. 4—Chrysler Corp. | 
is betting $300,000,000, 
and its future, figuratively, on its 
1957 model automobiles. The cars 
will go on sale Oct. 30. 

Never before in the history of 
the industry has a company spent 
so much money in bringing out a 
line of new cars, as completely 
changed or with so much at stake 
in an ever-tightening market. 

The Chrysler announcement 
was the latest—and most spectac- 
ular—bit of news to come out of 
this new-model-happy city in re- 
cent weeks. Last week, AA re- 
ported Ford and Chevrolet plans 


literally, | 


|for introduction of their °57 mod- 


jels (AA, Oct. 1). 

In addition to these three an- 
'nouncements, other developments 
'on automobile row this week in- 
‘cluded: 


e@ Oldsmobile announced it will 
kick off advertising for its new 
models with its co-sponsorship of 
election night tv coverage over 
145 NBC stations. 


e Buick predicted that it would 
sell 675,000 of its 57 line, or 100,- 
000 more units than it has sold 
for ’56. 


e American Motors expects to 
sell 160,000 of its new models— 
a 25% rise over sales of '56 cars. 


® Chrysler President L. L. Col- 


(Continued on Page 101) 


‘Standard Outdoor Disbands; Members Join OAl 


bert predicted that 1957 would ap-| 45 agency for Monsanto’s Rez wood finishes and “all” liquid starch. 


Last Minute News Flashes 


New York, Oct. 5—Standard Outdoor Advertising Inc., comprising 
about 30 member outdoor operating plants, is disbanding as of Nov. 
1, and major SOA members will join Outdoor Advertising Ine., the 
medium’s national sales organization. This action will unite about 
90% of the industry. OAI will absorb the promotional activities for- 
merly performed by Standard, which was formed in 1946. Ownership 
of Standard passes to John Donnelly Sons, Boston, for that company’s 
sole use. Parker James, exec vp of Standard, resigned Oct. 1. He will 
announce his future plans within a few weeks. OAI was organized 
in 1931 and operates sales offices throughout the country. 


Gardner Resigns Monsanto's Dishwasher ‘all’ 


Sr. Louis, Oct. 5—Gardner Advertising Co. has resigned as agency 
for dishwasher “all,” a detergent for electric dishwashers produced by| 
the consumer products division of Monsanto Chemical Co. As of Jan.| 
1, Needham, Louis & Brorby, Chicago, which handles “all” for auto- 
matic washers, will take over the dishwasher “all.” Gardner continues 


(Additional News Flashes on Page 105) | 


afford to speak out against it.” 

Recent editorials in ADVERTISING 
Ace calling attention to poor 
postal service, and such material 
as that reprinted from Collier’s, 
pointing out how same-day mail 
service is common in European 
cities, drew plaudits from mail 
users attending the convention, 
even though relatively few were 
willing to comment for publica- 
tion. 

Those who did speak out when 
asked, “What do you think about 
our postal service—and especially 
first class mail?” mentioned in- 
stances of slow delivery in both 
long-distance and short-haul first 
class. One mentioned poor delivery 
of not only third class mail but also 
registered mail. 


® The consensus appeared to be 
| that air mail delivery is generally 
good but erratic, and that the post- 
al service will ultimately have to be 


| set up as either a public service or 


(Continued on Page 104) 
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Wakeman’s ‘Hucksters’ Sets Pace... 


Novels of Past Decade | 
Paint Lurid Ad World | 


By Milton Moskowitz 

New York, Oct. 

Wakeman’s “The Hucksters,” pub- 

lished in 1946, set the tone for the 
advertising novel. 


Mr. Wakeman, an ex-adman, not novelists who have delighted in re-| 


Celler Group Calls 
Author of ‘Pitchman’ 
to Testify on Nets 


New York, Oct. 2—Robin 
Moore, author of “Pitchman,” was 
called last week to testify before 
the Celler committee on what he 
knows about network domination 
of television shows. 

This is one of the themes of Mr. 
Moore’s novel. It is also one of the 
themes of the current House in- 
vestigation into monopoly and the 
television industry. 

With “Pitchman” scheduled for 
publication this Thursday, Mr. 
Moore’s appearance before the 
committee was a press agent’s 
dream-come-true. 

In one of the episodes in 
“Pitchman,” independent packager 
Benton March tries to sel] a pro- 
gram to a network, explaining that 
he has already interested an ad- 
vertiser in it. The network simply 
proceeds to steal the show, pre- 
senting it to the advertiser as its 
own. 


= March points the moral: 

“I should have been experienced 
enough to spot the trap laid out so 
neatly, but in the flush of triumph 
at getting close to a network radio 
show on the air, I failed to sense 
what was in the back of Winsten’s 
mind. Afterwards, when it was too 
late, I realized that men like Irving 
Winsten don’t keep major posi- 
tions at the networks, no matter 
how they got them, by sheer 
charm, relatives and -persuasive 
personality alone. They keep the 
big jobs by ruthlessly and effi- 
ciently producing results. 

“I knew that Winsten was try- 
ing to ‘clean up’ the network. By 
this he meant get rid of all inde- 
pendent productions in which he 
or the network didn’t have a sub- 
stantial financial interest. By the 
fall of the year, he had predicted, 
the network should be about 80% 
cleaned up.” 


|only coined a word that has stuck 


|standing—but he painted a lurid 


i 
} 


3—Frederic to the. industry—denials notwith-| 


| picture that has also adhered tight- | 


| ly, thanks in part to a succession of 


|painting the same picture. 

| There have been a flock of ad- 
| vertising novels written and pub- 
lished in the past 10 years, and 
they have by and large brought 
forth an image quite consistent 
| with the cut-throat, high-pressure, 
|amoral world which Mr. Wakeman 
|saw as the advertising business. 

| The latest representation of this 
|species is Robin Moore’s “Pitch- 
man,” to be published by Coward- 
McCann on Oct. 4 (AA, Oct. 1). 


® Depiction of the business man 
in unflattering terms is, of course, 
not a new phenomenon in Ameri- 
can literature; on the contrary, it 
is one of the most persistent themes 
in modern American writing, right 
| down through Frank Norris, Upton 
Sinclair, Theodore Dreiser and 
Sinclair Lewis. 

In recent years, however, critics 
have noticed a softening of the 
cudgel. The business man seems to 
be drawing more favorable treat- 
ment in novels, short stories and 
films. The William Holden and 
Van Heflin portrayals in “Execu- 
tive Suite” and “Patterns” are be- 
coming, if not commonplace, at 
least more frequent. 

This trend, if it is a trend, hasn’t 
caught up with the advertising 
novel yet. Here unmitigated vil- 
lainy continues unabated. 

The fictionalized adman is es- 
sentially a mercenary character. 
He would doublecross his grand- 
mother for ai. account. He has the 
morals of an alley cat. He is a 
first-rate conniver. He also has a 
hollow leg, judging from his capac- 
ity for Martinis. 


@ On the distaff side, the adver- 
tising woman is almost always 
beautiful and generally blonde- 
headed. She has no compunctions 
about using her body to advance 
her career. She tends to be hard- 
boiled. As a conniver, she is the 
match for any adman. 

An unwholesome picture, but 
familiar if you have read the liter- 
‘ature. Not all of the admen por- 
(Continued on Page 96) 


Railroads Spent $1,000,000 in ‘52 on PR 
Drive to Raise Truckers’ Costs, Byoir Says 


PuILaApe.Lputa, Oct. 2—Gerald F. 
Swinehart, board chairman of Carl 
Byoir & Associates, which handled 
the public relations for the Eastern 
Railroad Presidents Conference 
during the period for which the 
railroads have been accused of 
anti-trust violations by the truck- 


ers, admitted here in U. S. district | 


court that his clients were spend- 
ing $1,000,000 a vear in 1952. 

He testified that the money was 
being spent in a railroad campaign 
to make truckers pay more than 
they do for using state highways. 

He said that through the Byoir 
company, the railroads sought the 
aid of motorists, taxpayers’ groups, 
State granges and women’s clubs 
to win legislation against the 
truckers. 


® This testimony was given at the 
beginning of the trial of treble 
damage suits the truckers and the 
railroads have filed against each 
other for a combined total of $370,- 
000,000. It is the largest such ac- 
tion ever heard in federal courts 
here. 

The Pennsylvania Motor Truck 


Assn. and 37 trucking companies 


first sued the railroad conference 


and 30 railroads for $250,000,000 
for violation of the Sherman Anti- 
| Trust Act. The latter then coun- 
| tered with a similar suit for $120,- 
000,000, alleging restraint of trade. 
| Both suits are being heard simul- 
| taneously. 

The Byoir organization is a co- 
defendant with the railroads in the 
suit filed by the truckers. 

Under questioning by Harold 
'E. Kohn, counsel for the truck- 
ers, and Philip Price, attorney 
for the Pennsylvania Railroad, Mr. 
Swinehart explained that the $1,- 
000,000 figure covered two con- 
tracts. 

One was concerned with the 
truckers and the other with the 
general public relations committee 
of ERPC. General public relations 
activity was designed to build a 
climate of public opinion favorable 
to less regulation of the railroads. 

The other contract was “against 


tion of its new El Dorado airplane | Stamps called them “sound promo- 


trucks.” Mr. Price drew from the! 


witness the fact that the object of 
the campaign in connection with 


trucks was to obtain laws in legis- | 


latures in New Jersey, New York 
and Ohio which would require 
trucks to pay more for using state 
highways. 


| 
| 
| 


Retailers, Stamp 
Planners Tangle 
‘in State Hearing 


ene 
~ ‘ ns 


ALBANny, Oct. 3—Trading stamps | 
were praised and damned here 
yesterday at a public hearing 
called by Dr. Persia Campbell, 
consumer counsel to Gov. Harri- 


«the world’s 


ME OR SEWARE WASHINGTON ORAS BAN ANTON © 


man. Purpose of the meeting was 
to “get more factual information” 

oo about trading stamps. 
hiiene? Opponents castigated trading 
BRANIFF «c--AIRWAYS stamps as “nothing but a racket,” | 


as “creeping cancer in retail busi- | 
ness,” and as “economically un- | 
sound.” 


EL DORADO—Braniff International 
Those who believe 


Airways is announcing the addi- 


| 
in trading | 


in this ad in the Oct. 6 issue of |i0nal tools,” and declared they 


The Saturday Evening Post. | have replaced 


the sugar bowl 
Braniff Conducts oe listened to both 
3-Media Ad Push 

For New Airplane 


sides but gave no indication of 
Dattas, Oct. 2—Braniff Inter- 


whether or not she would recom- 
mend that the governor seek legis- 
national Airways is conducting a 
campaign in magazines, trade pub- 


lation to control the use of stamps 
lications and newspapers to an- 


at the next session of the state 
legislature in January. 
nounce that a new plane, the “El 
Dorado,” has been added to the 
company’s fleet. 
A page ad is running in the Oct. 
6 issue of The Saturday Evening 
Post and a horizontal half-page is 
scheduled for Oct. 20 in the same 
publication. During the next two 
months, “E] Dorado” ads also will 
appear in Newsweek and Time. 
Two ads have appeared in 
American Aviation, ASTA Travel 
News, Travel Agent, Travel Items 
and Travel Trade, with two more 
ads planned in each of the publi- 


cations. Ads also will be run in|s . 
newspapers in = eaten Dallas. | Railway Age’ Marks 
First 100 Years with 


Houston, New York, San Antonio | 
and Washington. | 
Inc., Kansas * ° one 
‘Train-Size Edition 
| CuHrceaco, Oct. 3—Almost 100 


“the piggy bank and 
as symbols of 


# William G. Hillenbrand, execu- 
tive secretary, New York State 
Food Merchants’ Assn., who 
asserted he was speaking for 
5,400 independent food store op- 
erators, argued that trading 
stamps are “economically unsound | 
and have no place in food mer- 
chandising.” 

Participation in stamp plans, he 
said, raises prices charged to con- 
sumers and lowers merchants’ net 
profits. Stamps, he said, cost a 
grocer between 2% and 3% of his 

(Continued on Page 106) 


Potts-Woodbury 


City, is the agency. 
KNX Issues Big Directory "years ago, on Nov. 15, 1856, West- 
KNX, Los Angeles, has issued its ern Railroad Gazette, the oldest 
annual advertising directory in a/ ancestor of Railway Age, made its 
substantially expanded form. The first appearance. 
number of Los Angeles advertising| Railway Age is celebrating this 
agencies listed has been increased | first 100 years with a super-edition 
from 232 to 357. As in the past, the of 396 pages, fat with 280 pages of 
directory shows names, addresses advertising. A summary of the 
and phone numbers of radio and | first 100 years reveals that the 
television networks and stations,|forerunner “wasn’t much of a 
and radio and television station| paper, to put it bluntly.” It con- 
representatives. Added for the first | sidered it its duty to tout the routes 
time are Los Angeles area newspa-| and services of advertisers and to 
per representatives, daily newspa- tell “horrendous” tales of non- 
pers, foreign language newspapers, | advertisers. The paper was edited 
negro newspapers, publishers’ rep- for the traveling public until 1870, 
resentatives, and weekly newspa- when it acquired a new owner and 
pers. ‘a new name, Railroad Gazette. It 
|was then directed to the railroad 
| officer. 
The centennial edition includes 
“The Opportunity 


‘Chicago’ Ceases Publication 
Chicago, monthly magazine con- | 
cerned primarily with Chicago a section on 


scenes, stories and history, ceased Ahead,” a series of articles on the 
publication with the October issue, leconomic future of railroading, 
just out, according to an an-/and “A Look Back, A Look 
nouncement by its editor and pub-| Around, A Look Ahead,” which 
e mag-| includes discussions of equipment, 
operations and communications. 


lisher, Maurice English. 
azine made its bow Feb. 26, 1954. 


SEWED UP—White Sewing Machine Corp., Cleveland, will embark on 
an outdoor campaign Nov. 1 when 318 of these posters will go up. 
They will constitute a test campaign which will be confined to 
Ohio. The “Dreaming” theme ties in with White’s national consum- 


er advertising. Weber, Geiger & Kalat, Dayton, is the agency. 
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Hear the actual voice 
of every President since 1896 
on « history-making new 12° LP record. 
Yours, only at your Hotpoint TV dealer! 


EXCLUSIVE! ASK YOUR HOTPOINT Mv TY DEALER FOR OFTAKS! 


CL EVEN PREBOENTS Brean 


exci vews - 


1 te hen 
> ote wo waive 

wameareo : 

. YOu HOTHOuNT | 

See and hear a new concept in TV pleasure— 


HOTPOINT Hi-Vi TV 
Woo 


Prees trom omy 608 06. 


YOUR NAME HERE 


ELECTION SPECIAL—This is one of the 

newspaper ads made available to 

dealers for Hotpoint’s “Eleven 

Presidents Speak” promotion. 

Needham, Louis & Brorby is the 
agency. 


11 U.S. Presidents 
Speak via Disc for 
Hotpoint Candidacy 


Cuicaco, Oct. 3—Hotpoint Co. 
is using special 12” long-playing 
recordings of speeches by the last 
11 U.S. Presidents as a promotion 
piece to push its tv line during the 
fall political season. 

The recording, titled “Eleven 
Presidents Speak” and*running 42 
minutes, carries excerpts of famous 
speeches made by Presidents 
Cleveland, McKinley, Theodore 
Roosevelt, Taft, Wilson, Harding, 
Coolidge, Hoover, Franklin D. 
Roosevelt, Truman and Eisenhow- 
er. Charles Collingwood of Colum- 
bia Broadcasting System narrates 
with a musical background. The 
record is made exclusively for Hot- 
point by Columbia Transcription 
Productions Co. 

Hotpoint dealers can offer the 
records either as an incentive to 
come in for a demonstration of a 
Hotpoint tv set or as a tie-in with 
any Hotpoint tv. Dealers can also 
use a combination of the two: of- 
fering free records to the first 25 
people who come in on a given 
day, and assuring prospects who 
arrive too late that they too can 
have a record when they purchase 
a Hotpoint tv. 

After the election Hotpoint will 
distribute any remaining records to 
libraries and schools for their his- 
toric value. 


Bernstein Joins Michigan 
State as Visiting Lecturer 
Sidney R. Bernstein, editor and 
vp of ADVERTISING AGE, has joined 
the advertising faculty of the 
school of journalism at Michigan 
State University as a visiting lec- 
turer. Mr. Bernstein will go to the 
MSU campus twice a year to keep 
both students and faculty versed 
on the newest developments and 
trends in advertising. His first visit 
will be made this fall, probably 
in late October. 


Fetter Heads ABC-TV Unit 

Ted Fetter joined American 
Broadcasting Co. Oct. 1, as director 
of the program department of the 
ABC-TV network. Mr. Fetter has 
been in the broadcasting field for 
the past 20 years. He has recently 
been associated with CBS-TV as 
a producer. From 1950-53, he was 
co-producer of “Your Hit Parade” 
on NBC-TV for Batten, Barton, 
Durstine & Osborn. Before that he 
was with Scott-Cunningham as a~ 
producer-director. 


| eee Wn HOPE 3, SS aaraks SM Dede Ne a 0 Re TS ge oe SN Pee he Ete Bees 2 a pees. 
1 SR a ee = cee a 
a ae SS et aM BE OS qe <5 ae 

Sn MEER Saks pss ole has RE ee) tk. as Cet ang Reamer te eee a j ase - oo Mees ar ue 3 Fs eee che eat ee ’ 
ee) ons SELES pS A nan Pats TS ey “ee. eS ee a. : gee a Doe ae : eae ee Cll a ae fv Saeee 
wei? (1c) oH mg Se aes ' Se re A ; Bags hi 4, i i : i at kee i Eg a a ‘ere ES My 
i it 
ae . 
i a 
Py 1 eel 
el 2a 
OAs Se : | 
ee | 
A cet: oF 
bn “ae wie "S October 20th | 
Os ae “Fie “beer 
eS + 2% “2 eo lee is a 
eee : ea - a4 4 " 
we: seh is, fe ) 
2 Ae / eine ee ee 

mae ee ew a 

peat ate ~ e ‘co. :.. 
ae a ere : a ES 
cds eee ‘ : ite: a Nae 
Dyan my ie sory + 5 - _ 
gd ee se ys - as wt 
a : : | & 
2 aya a | . 
peel Wee. ' 
es by in a ca ert 
oat pa Broniffs fabu : pe-7c is 
| tale es +e ; 
as . ee er 2 | Reta = 
hte o. 
i td cl Ds 
Nas ——— y 
i ar 
eee aan AM Caen >A aren 
ae ag oi, 
aL Be 
ge ae ae 
eee 
ae 

aie. 
we | | oe 

‘ as ise 
he 
re af eae 
Pages 
sc gt hoe 
yee ee as 
ae 
AO 50... . a -4- 
A lei — Porn 
ja 8 meet SS 
3 

"ee 

Sy ae 
igre es 
tow hans 
Sy) le 
et ae 
ee cei ee ’ 
pe Oe 
oY ae 
Pha cate 
Bonn 
Pap 
Bc! Se Be iy, 
ieee hee é 
Ler panes 
eC 
ee | oe oe 
ee | Seg 
Sot 
Bie hak cea” 

Paes 
maple 
ay ug fe 
oe ae 
ae oe 
Hao 
(Sia uaee 
Se 

‘ei poe 
ms BRS %, 
Ss ho 
i ho 
ee 
ee 
<> ae 
yest ae 1, 
Lal Bets 
at 
cae 
er ee ae 
Me ¢ 
on, SE 
St 
‘a 
Delaney 
ee 
aa! a. 4 
: a 
oot eae 
ey eae 
ig ear 
oyeA gee 
eet 
a aN: 
pane. 
ae be 
Pee a ae 
2 ie 
Be 
ka AR 
ce 
es 
y sys ne 
oo 
a: Ve 
Mn Mia ks. 

em 

oy pits 

Pit A 
ee 

ie eee 
eo cen 
s : 
a 
7 
Mair 
me. | 
Some | 
es 
iy, a 
Haro 
oe Bee 
a 
ays: 
-. 
Dee se. 
ih tet 
i een ~ 
oe 
og 
as 
Pie ss: 
ae 
me 
A 2 at, 
is es i 
roe 
Sa 

Rae. | 
i le Z : : 
ee : a + a " Ren, ier j 
oe : —  . 
tae “o Ceuiaaee . a —— a ee: 
a ep a. 4 - <a 
- Seen i. ee i a a oe “58 
: : us a. © : a 
= i oes iB ha re op: aoaee 
a -  ——n g 0] ae 
i : Re Pe = pt Ve ea 
ree -‘ahessh ih Taam ee 
) eae ee — | ¥ ae i> ae i 
bees. hm rs ’ gee * eee © Be 
ae Se oe rs 
veh: 7 ae ae Se : P Pe) ae ea 
a hee : -_  -e a, z ' SE NN ae 
eae y ak. + > , "< Vae ‘id ; Reyihe see oS ee 
ee a ae ee me ee 
ee /; tm % > Wee trees wicca 
=e ee 2<_r wre « : 
ae i ~ 2. ie — ”” | 

he 
ares 
= fone 

pet 

tee 
Ms a 
sort 

rar 
“oe ee 
re 
Rak. ms ° 
3 es 
es.” 0 te ee Be Se 


o 
oO, 


October 


Age, 


TV Networks and — 
Stations Unite— 
Against UHF Band 


WASHINGTON, Oct. 3—Networks 
and owners of vhf stations pre- 
sented a united front today in op- 
posing FCC proposals to move 
television to the uhf band. 

In scores of briefs filed with the 
commission they expressed fear 
that the switch would deprive 
many viewers of the quality re- 
ception currently available. Most 


\dvertising 1956 


argued that both bands are needed. | 
is not considering | 


While FCC 
the shift at the present time, the 
commission issued a statement last 
June pointing out that drastic 
steps may be necessary in order to 
encourage the use of the uhf chan- 
nels. 


8 In its statement, FCC said it 
feels the use of the uhf channels 
must be promoted in order to as- 
sure nationwide competitive serv- 


ice. Today was the deadline for) 


comments. 

Typical of the answers. today 
was the statement by Philco, cau- 
tioning against any step “which| 
would disrupt or degrade the serv- 
ice already available to the pub- 
lic.” Philco said any major move | 
toward de-intermixture, the drop- | 
ping in of additional stations, or a 


shift to uhf would inevitably re-| 


sult in’ denial or degradation of 
service. 

Many uhf broadcasters filed 
statements approving of FCC’s ap- 
proach. But the National Assn. of 
Radio & Television Broadcasters 


(Continued on Page 6) 


‘Times Lashes at 
‘Lurid’ and False 
Movie Advertising 


New York, Oct. 2—Advertising 
of two new movies, “The Bad 
Seed” and “Lust for Life,” was 
characterized by the New York 
Times last week as “lurid, sugges- 
tive and false.” 

Bosley Crowther, the newspa- 
per’s motion picture reviewer, de- 
clared that advertisements for “The 
Bad Seed” have “strongly and 
teasingly implied that there is 
something unwholesomely sexy 
and possibly degenerate in it.” 

The ads, he went on in a column 
titled “Who's Kidding?” have 
carried “drawings that show things 
that don’t appear in the film” and 
the text around the drawings has 
been equally misleading. 


® “Actually, ‘The Bad Seed’ is a 


morbid but thoroughly clean hor- 
ror film that may be morally of- 


(Continued on Page 32) 


CLARENCE L. STROCK has been named 
copy chief of Alfred Colle Co., 
Minneapolis. He formerly was copy 
manager of grocery products ad- 
vertising at General Mills. 


|New plastic sheet offered for use 


ue 5 gee = bets range) 


— 


NEIGHBORS—ZInternational Salt Co. is using cartoon ads like this one 
for Sterling Halite, mineral rock salt product for melting ice and 
snow. Starting the end of November, consumer ads will run in 51 
newspapers north of Philadelphia and east of Chicago. Trade ads 


are now appearing in 11 magazines. Batten, Barton, Durstine & 
Osborn, New York, is the agency. 


People Find Pork More ‘Acceptable’ Than 
They Did in ‘53, Roper Tells Meat Institute 


Cuicaco, Oct. 2—The American views with 3,000 persons in urban 
| people have taken a more kindly communities throughout the U. S. 
‘attitude toward pork—the most It also showed that women are 
|misjudged meat in the U. S—in|more critical toward pork than 
| the last three years, Elmo Roper, | men, young persons are the meat’s 
| marketing consultant and pollster, best boosters, the biggest pork eat- 
reported yesterday. ers are in the Midwest and South 
| Mr. Roper, who spoke at a panel and college graduates hold just as 
|session at the 50th anniversary| many misconceptions about pork 
meeting of the American Meat as non-college people. 

Institute, said that a new survey | 

taken by his company for the AMI ® Private label meat products will 
showed that 23% of the people) |not replace nationally advertised 
interviewed thought perk was less| packers’ brands, it was agreed by 
{nutritious than other meats, as|a panel at the meeting. Panel 
compared with 32% in a 1953) members were H. V. McNamara, 
survey. (Continued on Page 28) 

In addition, the new study dis- 
closed that 52% felt that pork was 
less digestible than other meats, a 
marked improvement over the 64% 
who said they had trouble eating 
pork in 1953, Mr. Roper said. 


Promotion Fund for 
Lamb & Wool Now 
Amounts to $3,000,000 


= The three main objections the| WasHincTon, Oct. 3—The De- 
public had against “fresh” pork| partment of Agriculture reported 
(ham and bacon not included) |today that a $3,000,000 fund has 
were that pork is fattening, pork | accumulated to back up the newly 
looks fatty and pork is greasy, the | organized promotions for lamb and 
study disclosed. About 71% of} wool products. 
|those interviewed said they tried| The fund was established after 
to avoid fattening foods, and half, sheep growers voted last year to 
of these people mentioned pork asset aside a portion of their govern- 
one of those foods. | ment incentive payments in an 
Other objections were: Pork has effort to develop wider markets 
|a low social status; you get less|for their products. 
value for your money with pork) Under the program, authorized 
than other meats, and pork is less by the National Wool Act of 1954, 
digestible, less safe and less nour- | the Department of Agriculture de- 
ishing than other meats. ducts 1¢ per pound from payments 
Despite the objections, Mr. Rop-| for shorn wool, and 5¢ per hun- 
er said, most people seem to like | dredweight for incentive payments 
pork and 44% of the people can /for lambs. The promotion is carried 
be considered “good pork eaters.” | out by American Sheep Producers 
He added that new lean hogs and |Council, under the supervision of 
leaner pork cuts are helping to the Secretary of Agriculture. 


clear up some of the misconcep- During a recent meeting in Den- 
tions about the meat. |ver, Gale Smith, ASPC’s lamb 


The study was based on inter-| (Continued on Page 6) 


CBC Is Bulwark Against U.S. Video 


‘Ideas,’ Fowler Commission Is Told 


Strengthen the Net by 
Letting It Own Stations, 
Labor Group Suggests 


Ottawa, OnrT., Oct. 4—A sug- 
gestion that the Canadian Broad- 
|easting Corp.’s finances could be 
‘improved by its taking over some 


| lucrative private broadcasting sta- 


tions was placed before the Royal 


week. 
It came from Leslie Wismer, leg- | 


islative director of the Canadian | 
/mission opened its final series of 


|hearings before settling down to 
| write its report recommending the 
{course of Canadian radio-tv 
| the next 10 years or so, The three- 
/man commission, under Chairman 


World Series Stanza 
Infects Madison Ave. 


with Acute Clientitis 


New York, Oct. 
most loyal Dodger rooters along 
Madison Ave. shamefacedly ad- 
mitted to susceptibility to a 
strange kind of baseball schizo- 
phrenia during the closing weeks 
of the hectic National League pen- 
nant race. ‘ 

Their mental malady? They 
were pulling for Milwaukee to 
win. 

An all-New York World Series 
puts the pressure on all along ad- 
vertising row. Clients, as usual, 
were calling their agencies this 
week, but not to discuss media, 
copy or layout. Advertiser after 
advertiser raised the single de- 
mand with their creative promo- 
tional representatives: “See what 
you can do to get me a couple of 
good seats for the Series.” 

Not just seats, mind you, but 
good seats. Because the sought- 
after tickets are always for the 
client’s top brass, or for the west- 
ern sales manager, or for a guy 
who played first base on a Three- 
I club a few years back, but who is 
now the client’s leading distributor 
in Muncie. 


® With the entire struggle sched- 
uled to be waged in Gotham’s 
backyard, the New York agency 
executive bears the full brunt of 
this nationwide campaign. It’s as- 
sumed that because he moves 
among the stratospheric characters 
that inhabit New York’s commu- 
nications world (if you have any 
doubts about that, just read any 
of the latest novels), the agency 
man is buddy-buddy with George 
Weiss, palsy-walsy with Walter 
O'Malley, or at the very least en- 
joys a good quid pro quod relation- 
ship with that guy whose office 
is on the sidewalk outside that 
little cigar store on W. 47th St. 
If only Adcock hadn’t struck out 
last Saturday night, if only Her- 
(Continued on Page 106) 


Cigaret output in ’56 will be’ market Page og 
slightly ahead of ’55, Agricul- Food retailers, government dis- | 
ture Dept. says agree on effect of weekend 

Sedaquil, new competitor for as- prices Page 54, 
pirin, is being tested in Cleve- Gamble-Skogmo finds first 
land national promotion success- 

Canada uses outdoor advertising | ful 
to promote fresh milk ..Page 24 Hoffman-LaRoche wins 1956 Gold 

No newsprint shortage in °56,! Mailbox award 
Commerce Department tells; Boston adman applies physics the- 
Congress ory to advertising Page 64 

14 advertising leaders join to pro- Hi. K. Porter switches six of its 
mote peace in the world Page 42, divisions to St. Georges & 
Keyes 70 

Pay tv proposal gets cool recep- 
tion in Canada Page 74 

West Coast adman says eastern 
agencies raid West for “fresh”, 
personnel ......... ...-Page 78 


er 


ee 


eee eee 2S. | ee) Be Pe ee eee 


in outdoor advertising ..Page 43 
Langston issues second edition 
of book containing its own 
WOW. iivingitn ds Mageiw des 
Campbell Soup introduces own 


vending machines to Canadian|Harvard students foresee’ 


Highlights of This Week's Issue 


revolution in marketing by 
1966 
Testing ads helps take the conceit 
out of copywriters, says Jim 
Woolf ; 


REGULAR FEATURES 
Advertising Market Place 
Coming Conventions 
Creative Man’s Corner 
Drawthinks 
Editorials 
Employe Communications _.................... 
Getting Personal 
Just Looking .......... aibpseigeiinshoeseccahpalagi 
Looking at Radio a ‘tv - 

Looking at Retail Ads oo... 
| Obituaries 
| On the Merchandising Front 
Photographic Review 
| Rough Proofs 
| Salesense in Ads 
This Week in Washi 
‘Voice of the Advertiser SS + Ee 
What They're Saying 
Vou Ought to Bmw ncccccccccccce es 


ry 


3—Even the 


Labor Congress, in replying to a 
private broadcaster's brief chal- 
lenging some earlier proposals of 
the 1,000,000-member Congress be- 
fore the commission. 

Mr. Wismer said the tough prob- 
lem of financing the CBC “might 
be eased if it owned some of the 
profitable private stations.” 

However, he said the congress is 
not thinking of trying to “make _ 


Commission on Broadcasting last | things difficult” for private busi- 
— in the broadcasting industry. 


8 Mr. Wismer testified as the com- 


for 


, Robert Fowler, of Montreal, began 
by hearing from the Canadian 
Assn. of Radio & Television Broad- 
casters, representing most of the 
private radio and tv operators. It 
will hear finally from the CBC. 
The CBC and the private broad- 
casters’ group are at odds on a 
number of points, notably on the 
CARTB’s proposal that CBC 
should give up its regulatory func- 
tions and submit with the private 
stations to an independent board. 
On the question of financing 
broadcasting in Canada, the Labor 
Congress proposed in its brief to- 


(Continued on Page 103) 


Positions of Ads in 
Dailies Vital, 92% 
of ANA Members Say 


New York, Oct. 3—Positioning 
of newspaper ads is important to 
most national advertisers, accord- 
ing to a survey by the Assn. of 
National Advertisers. The impor- 
tance was described as “great” or 
“moderate” by 92% of 133 mem- 
ber companies of the ANA. 

These findings appear in a 43- 
page study titled “Positioning of 
National Advertisements in News- 
papers,” available to non-members 
of the ANA at $10. 

The study showed that 88% of 
the companies make position re- 
quests on “all” or “most” of the 
advertising they place in newspa- 
pers. And in 71% of the cases the 
requests are specific rather than 
general. 

Readership findings from Ad- 
vertising Research Foundation 
studies which supplement those of 


(Continued on Page 81) 


Well pay you 250 
So Libbys Wave 


CASH OFFER—Libby, McNeill & Lib- 
by is using this 25¢ refund offer 
for its Vim on a test basis in four 
markets: Kansas City, Pittsburgh, 
Chicago and Minneapolis-St. Paul. 


rod Fe Walter Thompson Co. is the 


agency. 
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SOHLOOOEEESEOOEOEEEEEEE | Bl antin Chote Seve New dneeuats * & G 
: Martin Co., Chicago, has added Weiss eller 


NEW YORK $500,000 in new business with the, : 
OFFICE REPRESENTATION acquisition of Willard Tablet Co.) G S th ‘a 
FOR YOUR and Monark Silver King Inc. First | ets wee earl 
AGENCY United Broadcasters, former agen-| 


cy for Willard Tablet Co., has been} 


dissolved, and Hugh Rager, owner | Soap Account a 


Agency Representatives, inc. 
285 Madison Avenue 
New York 17, New York 


Murray Hill 5-3141 
SPECIALISTS IN RADIO & TV 


BATTERIES 


for them by truck fleet operators last year? 


for 25 years, has joined Martin as) 
manager of the radio and tv de-| wew york. Oct. 5—Sweetheart Be 
partment. Several other of Mr. soap, which once figured promin- ; 
Rager's clients ase expected to fol- ently in a tempestuous lawsuit, has | 
low him to Martin. Cunningham & been transferred from Scheideler | 
Walsh resigned the Monark Silver | & Beck to Weiss & Geller, Chicago. | 
King account. Sweetheart is owned by Manhat- | ae, 

tan Soap Co., whose operations and | r : 
management were integrated ear- PATRICIA CALVERT has been appointed 
lier this year with those of Purex director of advertising for The 
Corp., South Gate, Cal. Purex ac- Reporter. Miss Calvert, who joined 
quired all Manhattan stock, and | the bi-weekly opinion magazine 
| the companies’ respective product | two years ago, was formerly with 
| lines ae combined particularly | McCann-Erickson and the ad de- 
|in selling, distributing, and adver- | 


‘tising,” the announcement made | partments of Glamor and the New 
York Times. 


| th d (AA, Aug. 6). 
$37.1 MILLION FLEET OWNER KNOWS new market. Purex products ya handled by 


|Weiss & Geller, Foote, Cone & inally a defendant in a bitter law 
| Belding, Los Angeles, and J. J. suit filed by the Duane Jones Co. 
Gibbons Co., Toronto. | The company later was exonerated 

Manhattan Soap Co. was orig- by a jury. Co-defendants were 

Frank G. Burke Jr., vp of Man- 
‘hattan (who subsequently was 
| cleared by the courts and the com- 
| plaint against him was dismissed), 
‘and nine former employes of the 
| Jones agency, who were accused of 
}unlawfully conspiring to ruin the 
Jones agency’s business by leaving 
{that shop with several accounts 
'and opening another agency. 

One of the accounts that went 
with the nine was Manhattan. The 
new shop thus formed was Scheid- 
eler, Beck & Werner, now Scheid- 
eler & Beck. 

The conspiracy action by Mr. 
Jones brought him $300,000 in 
damages, a verdict upheld by the 
New York court of appeals in 
January, 1954. 

Manhattan Soap (Sweetheart, 
Blu-White flakes, Blue Barrel 
laundry soap) was a $3,000,000 
account when it figured in the le- 
gal fireworks. 


HOW MUCH MONEY was spent 
The greatest 


survey of the rolling market ever made shows— 


figures for 108 other major automotive products. 
See pages 72 and 73 | 


~*~ 


CITY Limits 


ELSEWHERE : 


U. S. Advertising Gets Arnold 


| 


Lab: Emery Joins Agency 
f — ; U. S. Advertising Corp., Chicago, 


f “ |has been appointed to handle ad- 
There need be no 


neglected market centers” 


ucts. 

Carlyle Emery, a vp in the Chi- 
cago office of Ruthrauff & Ryan 
|for more than 23 years, has joined 
|U. S. Advertising as a vp. 


“7 
a 


Advertising Age, October 8, 1956 


a ‘Boston Post’ Halts 


for Reorganization 


4 “Sans Further Loss’ 


Boston, Oct. 5—With the edi- 


tion of Thursday, Oct. 4, The Bos- 


ton Post suspended publication in 


|a surprise move by its trustees. 
| All activity at the plant ceased at 
'6 p.m. Thursday night. 


Advertisers’ copy and art work 
was returned. 

The Post last Sunday had 91,000 
lines of advertising, a gain over 
the same date last year, when it 
had 76,000 lines. Some national 
advertising had been regained 
also. 

The surprise suspension, after 
the trustees had borrowed $500,- 
000 five weeks ago, is regarded as 
absolutely final. 

The Post suspended July 7 for 
the first time in its 125-year his- 
tory for one day; it suspended 
again on Aug. 16 and republished 
on Aug. 23. 


® The trustees said today: 

“As of this moment we do not 
have from any of the prospective 
purchasers the firm financial 
commitment necessary to justify 
the further sustaining of operating 
losses... 

“We must, therefore, suspend 
publication to permit us to con- 
tinue efforts to reorganize with- 
out incurring further losses. 

“Admittedly our task will be 
the more difficult, because we are 
not publishing. There are consid- 
erations that are not unfavorable. 
Despite the fact that the Post did 
not publish from Aug. 16 to 23, 
our daily circulation now is 255,- 
000. Our Sunday circulation is 
about 260,000, an increase of ap- 
proximately 100,000 over what it 
was on Aug. 12. All of this dem- 
onstrates a vitality of this news- 
paper that is almost beyond be- 
lief. 

“We can still hope that a pur- 
chaser with real vision and the 
necessary capital will come for- 
ward and work out a successful 


|plan of reorganization. We thank 


all of our advertisers who have 
helped us in our fight for sur- 
vival.” 


Publisher Moves Office 

West Park Publishing Corp., 
which puts out The Dude and The 
Gent, has moved to 19 W. 44th St., 
New York. 


| New Castle, Ind., manufacturer of 
|a complete line of veterinary prod- 
IF YOU GET ACB RESEARCH SERVICES 
The usual ACB Report is about the 


studied by salesmen, salesmanagers, 
advertising departments and agency- 
men, it reveals a world of potent indi- 
cations for increased sales. Here are 


3 out of 14 ACB Services. 


them. 

The U.S. is big. The cities widely 
scattered. The ads of merchants fea- 
turing your brand and/or competitive 
brands are hidden from you unless 
you receive an ACB Report, 


n every dally newspaper in the U. 


, RETAIL STORE REPORTS 


show linage; cost of space; city; 
publication; sales territory; dealer 
name; product and price adver- 
tised; mats used; totals and per- 
centages. ACB Reports are better 
than 95% accurate. 


Provide accurate check-up of 
dealer tie-in advertising covering 
your own or competitive accounts. 
A widely-used service for deter- 
mining sales policy and directing 
salesmen's efforts. Reports can 


TEAR SHEET SERVICE 


Tear sheets are the basis of all dealer ornational advertising. ACB 
research in newspaper advertising. _ tear sheets are complete pages and 
ACB can furnish tear sheets con- show position, full headline in- 
taining advertising of any specified formation, etc. 


UNDUPLICATED COPY SERVICE 


to see if, as, and when it appears. 
ACB will ‘‘spot” it and send you 
tear sheets. Covers all dailies in 


the U.S. | The Meiden 


ADDITIONAL 11 additional services are available. Described in ACB Catalog sent free 
SERVICES: on request, or contact nearest ACB office. 


Keeps you posted on new sales 
ideas, copy themes, premiums, 
new advertisers, etc. You specif 
the kind of advertising you wish 


= 
~~ o> 


The Advertising Checking Bureau, Inc. 


A New York (16) 79 Madison Ave. + Chicage (3) 18 S. Michigan Ave. + Columbus (15) 
B 20 South Third St. + Memphis (3) 161 Jefierson Ave. - Sen Francisce (5) 51 First St. 


ACB READS 


AGB Reals every ad 


EVERY ADVERTISEMENT IN EVERY DAILY NEWSPAPER 


RECORD & JOURNAL 
MERIDEN, CONNECTICUT 
National Representatives: Gilman, Nicoll & Ruthmen 


Daily newspapers are published in es 
1,393 market centers and ACB reads size of a schoolboy’s tablet. You can | CUA eX eenemensons 
every advertisement published in highspot it in a few minutes. When SN Or CONNECTICUT'S — 


"~~" BULL’S-EYE MARKET 


Guaranteed Bull’s-Eye 
Or Guaranteed Brush-Off 


You're guaranteed ‘‘bull's-eye"’ coverage of Meri- 
den-Wallingford with THE RECORD & JOURNAL, to hit 
effective buying income of $6,367 per family (SM 
‘56 Survey). With Hartford, New Haven or any other 
newspapers, you're guaranteed to give the 100,000 
Meriden-Wallingford market a brush-off. \ 
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1 “Signs and Belts 
_and Traffic Lights . . . 
Bandages and things!’ 


Amazing, the thousands of articles 
bought for American communities by 


POLICEMEN 
and EMPLOYEES 


Weapons, radio systems, safety devices, 
clothing, vehicles, parkifg meters, finger- 
print units, crime lab apparatus! YOU can 
sell MORE through the pin-pointed pages 
of this uniquel 
CALL. THE POLIC 


Wel. CORP «associates 


1475 Broadway, NewYork 36, N.Y. 
~ BRyant 9 7530 


specialized magazine. 
for sales-expansion ! 


‘Building Specialties’ 
‘Calls a Halt: Says 


Sexy Ads ‘Go Too Far’ | 


| 


New York, Oct. 2—Ads contain- 
ing “copy or illustrations that 
could be considered lewd or sala- 
cious’ or otherwise based too 
heavily on the sex motif” will be 
summarily rejected by Building 
Specialties & Home Improvement 


Dealer, effective with its January, 


1957, issue. 

In a special letter to advertisers, 
Sylvan Hoffman, president of 
Hoffman Publications Inc., pub- 
lisher of the magazine, said that 
ads on the sex motif are all right 


article criticizing Building Special- 


ties’ acceptance of this type of ° 


|copy” (AA, April 16). 

Mr. Hoffman concluded with the 
warning that “we will under no 
circumstances run advertisements 
|that are considered ‘off color’ or 
|that are by direction or innuendo 
suggestive. If by chance advertise- 
iments are sent to us that do not 


comply with this request, we will, |= 


| have to summarily reject such ad- 
| vertisements.” 


|similar step about two years ago, 


Advertising Age, October 8, 1956 


/TV Networks and 


_ Stations Unite— 


eas 
et 
cil 


(Hoffman Publications took a| 


'when it prohibited ads showing the | 


price of products. The move was 
made to kill off bait advertising 
‘about which readers had com- 
plained to the publisher.) 


“within reasonable bounds... but. 


it seems to have gone further and 
|further.” He noted that “sex ap-| 


|peal is considered by advertising 
'men generally as being in bad 
taste” anyway. 

| 


|= “Not only have we received let- 
ters from subscribers,” he went on, 
“but some months ago ADVERTISING 
AGE, one of the leading publishers 
in the advertising field, carried an 


]. J. Newberry Opens in L. I. 

J. J. Newberry Co., New York, 
will open “the largest variety de- 
partment store in the metropolitan 
New York area” in Hicksville, 
Long Island, on Oct. 12. The store, 
with 90,000 sq. ft. on two floors 
and with 44 departments carrying 
50,000 items, will employ more 
than 300 persons. 


A unique characteristic of Thomas Register Circulation 


READERSHIP ZERO 
BUYERSHIP }©07 


LARGELY REINFORCES AND EXTENDS IMPRESSIONS DEVELOPED 
BY THE MORE COSTLY “READERSHIP” ADVERTISING — 


T. R. is the recognized Index or Source for future interest and 
location of matter casually noted in “Readership”. 


T.R. thus supplies an important “Extension” value otherwise absent 


in usual advertising coverage. 


T.R. also, entirely on its own is by far the largest producer of highly 
rated Buying Inquiries, from its circulaion, 90% in the upper rated 
bracket . . . consulted when purchasing is first contemplated. 
In terms of purchasing power of concerns who order, pay for, prefer and use it, 
T.R.’s outstanding ABC Paid “Buyership” Circulation— more than 90% in the 
upper rated bracket— vastly exceeds the circulation 


of any other such Buying Guide —Ask for details. 


@ THOMAS REGISTER 


461 EIGHTH 


4 


WER RODBAMAG \' 


- 


AVENUE © NEW YORK 


1, N. Y. 


11,648 


ADVERTISERS 


43,435 


ADVERTISEMENTS 


Ci} 


Affiliated Publications 


INDUSTRIAL 
EQUIPMENT NEWS 
Original "What's New” Monthly 


THOMAS’ GROCERY REGISTER 


Advertising forms begin closing alphabetically — Copy due at once! 


FRANKLIN R. CAWL JR., formerly as- 


© Against UHF Band 


(Continued from Page 3) 
and scores of vhf stations took the 
position that the vhf band must 
never be abandoned. 


s Jefferson Standard Broadcasting 
System, Charlotte, contended that 
the real crux of the uhf problem 


/ has been the failure of uhf stations 


sistant manager, plans department, | 


Hearst Advertising Service, has 


been appointed director of research | 


of Outdoor Advertising Inc., a 
new position. 


Promotion Fund for 
Lamb & Wool Now 


(Continued from Page 3) 


000 will be spent through Bots- 
ford, Constantine & Gardner, San 
Francisco, 
lamb, and another $600,000 through 
J. Walter Thompson Co., for wool 
(AA, Sept. 24). 


® Total incentive payments to 
sheep growers for 1955 were $55,- 
000,000, the department said. With 
90% of the payments accounted 
for, deductions for the promotion 
fund total $2,965,014 at the present 
time. 

Department officials admitted 
payments to growers were nearly 
twice as much as they anticipated, 
amounting to $44.90 for every $100 
which the growers received from 
the sale of wool in the market 
place. They placed the blame on a 
worldwide break in wool prices, 
as well as unusual depression of 
prices in the U.S. market. 

But the size of the promotion 
fund depends on the volume of 
marketing, rather than the total 
amount of price support payment. 
If the annual production goal re- 
}mains at 300,000,00C Ibs., this 
|year’s $3,000,000 fund would be 
| typical of what the sheep growers 
will contribute. Under existing 
law the program is supposed to 
continue through 1959. 


promotion director, reported $800,- | 


to utilize the maximum power 
available to them. 

Comparing the problems of the 
uhf stations with those of the up- 
per channel vhf stations, Jefferson 


| Standard contended the uhf prob- 


| 


j 
| 
| 


this year to promote, 


lems will be solved by a process of 
evolution, as uhf stations get bet- 
ter equipment which will enable 
them to meet vhf competition. 

A CBS brief said there is insuf- 
ficient data now to know whether 


Amounts to $3,000,000 : shift to uhf would entail too 


high a price in terms of service 


‘and cost to the public. ABC ex- 


pressed a belief that both bands 
will be needed. NBC said it knows 
of no technical development which 
would justify the conclusion that 


| the 70 uhf channels can render the 


service that is available under the 
present system. 


# “Such a determination would be 
unwarranted,” NBC said, “and 
would jeopardize tv broadcasting 
as a service to the public and 
would not be in the public inter- 
est.” 

Many of the briefs noted that a 
joint industry effort to determine 
the potential effectiveness of uhf 
equipment is just getting under 
way, including comparative studies 
by the Maximum Service Broad- 
casters Assn. of vhf and uhf oper- 
ations in 35 markets. FCC was as- 
sured these studies should indi- 
cate the role uhf can plan in the 


itv system of the future. 


’ 
Mericin Sales Zoom 30% 

Sales of Mericin, a proprietary ' 
for the relief of pain due to arthri- 
tis and rheumatism, are 30% ahead 
of the projected sales schedule 
after seven weeks on the market, 
according to Harry Patterson, 
president of Seaboard Drug Co., 
maker of Mericin. Grant Advertis- 
ing. New York, is the agency. 
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Spreads your word after dark 
...emblems of SCOTCHLITE 


EFLECTIVE SHEETING 


How is your automobile emblem read? Once, by day . . . or twice 
as often, day and night? Advertisers with vision specify,emblems 
in SCOTCHLITE Reflective Sheeting. Low-cost, long-lived SCOTCH- 
LITE Sheeting is the brilliant salesman that — your word 


24 hours a day. It sells your trademark with fu 


! color impact... 


and, it helps prevent after dark accidents as well. To arrange for 
a free demonstration, write Minnesota Mining and Manufacturing 


Co., Dept. AA-1086, St. Paul 6, Minnesota. 


Mining & Mfg. Co. & 


4 rk of Mi 


| "SCOTCHUTE” Reflective Sheeting is o registered 
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The reading habits 
that last are the ones 
they learn early 


By the time they get to college, they're 
feeling their independent oats; but they 
carry deeply ingrained patterns of conduct, 
thought—and reading—that are born dur- 
ing their formative years at home. 

That's why The Saturday Evening Post 
is such an unbeatable medium for reaching 
young people. It is the magazine they’ve 
known at home, the magazine they take 
with them because they find its articles, its 
fiction, its humor remarkably suited to 
their maturing tastes. Yes, the Post has 
something in it for everyone. Little wonder 
it enters the home and stays there for days, 
often weeks, of close reading by the whole 
family. The Post is America’s number- 
one family magazine. 

When you add this unique in-the-home 
absorption to the Post’s leadership in news- 
stand sales, you have the basic advertising 
medium for any product. For people don’t 
just read the Post. They believe what they 
read. This is borne out by results. Through 
the years, The Saturday Evening Post has 
built more brand names than any other 
weekly magazine. 

It gets to the heart of America. 


NEWSSTAND SALES 


Audit Bureay of Circulations + Janvory 1 to March 31, 1956 
° $00,000 1,000,000 1,800,000 


i 
Lire 


lesa 


“This guy can tell you everything 
about woman's secret weapon!” 


BRYCE SPRUILL, VP. and Mgr., Botsford,Constantine and Gardner, Portland, 
Ore., previews “How the Ladies Get Their Glamour” from this week's Post. 


“Tears may be a woman’s main de- counter if you know how many 
fense—but perfume plays a big part blossoms it takes to make an ounce 
in making the kill. The funny thingis, of the stuff!” 

it’s men who tell her what to use and «ae 

when to use it. And, as O'Donnell —_ 5, a), 10 articles, 4 short stories, 2 serials 
points out, maybe you won't balk so and many special features in the Oct. 13 
much next time you step up to the _jssue of The Saturday Evening Post. 
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Cigaret-Cancer 
‘News’ Is Rehash, 
Cancer Group Says 


New York, Oct. 4—Cigarets and 
cancer were linked again last 
weekend in newspaper reports 
that said the American Cancer So- 
ciety is soon to issue a survey de- 
finitely tying cigaret smoking with 
lung cancer. 

Tobacco stocks immediately took 
a quick plunge. American Tobacco 
went down 4 points; Lorillard lost a 
half point; Liggett & Myers dipped 
2 points, and Reynolds Tobacco fell 
off 1. 

But the public remained apath- 
etic, and the newspaper report was 
labeled “a rehash” by the cancer 
group. The stock market reacted 
accordingly. Yesterday, American 
Tobacco climbed back three-quar- 
ters of a point; Liggett & Myers 
gained seven-eighths; Lorillard 
held steady; Reynolds had no fur- 
ther losses. 

As one tobacco man expressed it, 
“The new scare frightens Wall St. 
more than it does Main St.” 


® The so-called “new scare” broke 
last Friday in a copyrighted story 
in the Scripps-Howard newspa- 
pers, which the wire services 
picked up. reporting that the 
American Cancer Society will soon 
issue a new survey that “will flat- 
ly state there is a relationship be- 
tween cigaret smoking and death 
from lung cancer.” The story gave 
many details which were attributed 
to the forthcoming report. 

At the American Cancer Society, 
a spokesman said the Scripps- 
Howard story was merely a rehash 
of what already has been published 
on the forthcoming Hammond- 
Horn study. In 1954 Dr. E. Cuyler 
Hammond and Dr. Daniel Horn of 
the society issued a preliminary 
report on cigaret smoking and lung 
cancer (AA, Aug. 2, '54). 

The story in the Scripps-Howard 
newspapers, the society spokesman 
said, is merely an elaboration of 


Pounds 


‘ 


Nielsen 


ELECTED—James E. Pounds, Moloney, Regan & Schmitt, is the newly 

elected president of the Los Angeles chapter of the American Assn. 

of Newspaper Representatives. Other new officers are H. James 

Thacker, Western Dailies, vp, and Daniel S. Nielsen, Reynolds- 
Fitzgerald, secretary-treasurer. 


aret sales. Apparently, no new ad- 
vertising plans are being made 
because of the new publicity. 

In the meantime, the Depart- 
ment of Agriculture has predicted 
that cigaret smoking will reach an 
alltime high in 1956. It estimates 
that total cigaret consumption will 
be 395 billion, a rise of 13 billion 
over '55. The previous high was 
394 billion in ’52. Low mark was 
set in 54, when cigarets first were 
linked to cancer and consumption 
was 368 billion. 

Since then there has been a de- 
finite increase in the production 
and sale of filter-tip cigarets. This 
year they will account for 30% of 
all cigarets consumed, compared 
with 19% in ’55. 


D’Arcy Resigns 
Packard Account 


Soutu Benp, Oct. 4—D’Arcy Ad- 


account because “the consolidation 
of Studebaker and Packard sales 
and marketing into one organiza- 
tion has made the agency’s facil- 
ities for servicing automotive ac- 
counts no longer applicable.” 
Studebaker-Packard Corp. has 
not yet named a successor. 
Despite the merger between 
Studebaker and Packard, both auto 
‘accounts have until now been 


vertising has resigned the Packard | 


information already published in|serviced by different agencies— 
medical journals. An analysis of | Packard by D’Arcy and Stude- 
the Hammond-Horn findings still| baker by Benton & Bowles. There 
is being made. It probably will be | have been evidences, however, in 


released within the next six|recent weeks that one agency or 
months. |the other would soon get both ac- 
/counts—and the belief has been | 


s In the meantime, the Tobacco 
Industry Research Committee is- 
sued its own release. 

“This news ‘leak’ of an unpub- 
lished statistical report,” it said, 
“repeats sweeping generalizations 
that have already been challenged 
by medical statisticians as unwar- 
ranted. 


“Any scientific analysis of the | 


Hammond-Horn work must, of 
course, await publication in ac- 
cepted scientific form, rather than 
in newspaper publicity. 


“It is significant that Hammond- | from Emil Mogul Co. to Lawrence | ‘Battle Creek Enquirer’ 


Horn reports that have been pub- 
lished in scientific journals have 
been increasingly 
many counts, including failure to 
consider factors other than smok- 
ing and use of ‘selected’ popula- 
tions that give rise to unconscious 
bias. Such analyses have repeated- 


ly emphasized that statistical as-| 


sociations of this nature do not 
show a cause and effect relation- 


criticized on) 


'that Benton & Bowles would get| 
| both accounts (AA, Sept. 10, 17). 
| At press time, however, Benton 
& Bowles had not been named to 
handle Packard. 


_Heublein Gets Harvey's Port. — 
| Sherries in U.S. from P&T 
| G,. F. Heublein & Bro., Hartford, | 
will take over the American dis- 
tribution of Harvey’s ports and 
_sherries Jan. 1 from Park & Tilford | 
Distillers Corp. The advertising 
|account is expected to be moved | 


'C. Gumbinner Advertising Agency, 
which handles four Heublein lines: | 
Smirnoff vodka, Bell’s scotch, Mil- 
shire gin and Heublein’s ready-to- | 
serve cocktails. Joseph Katz Co., 
Baltimore, handles Heublein’s Rye- 
brook, BW whiskies and Vatted 
vermouth. 

Harvey’s ports and sherries, bot- 
tled in Bristol, England, by John 
Harvey & Sons Ltd., include Har- 


|e The International Management 


‘Management Assn. 
Had Excellent Year 


New York, Oct. 2—The Ameri- 
can Management Assn. today is- 
sued its annual report and—as 
usual—it is a model of manage- 
ment efficiency. 

And the results reported for 
1955-56 also are something to crow 
about. Income totaled $4,469,107. 
Expenses ran to $4,035,561, leaving 
a tidy surplus of $433,542. 

A chart in the annual report 
lucidly explains to members where 
the AMA income dollar comes 
from: 26¢ from membership dues, 
43¢ from seminar and course regis- 
trations, 24¢ from conference reg- 
istrations and exhibitors at the 
conferences, 6¢ from publication 
sales and subscriptions and 1¢ from 
interest and special services. 


@ The 1955-56 fiscal year was the 
most active in the history of the 
| AMA. Here are some of the high- 
lights: 

e Some 17,000 executives attended 
22 national conferences. 


e More than 9,000 management 
people attended some 450 individ- 
ual workshop and orientation sem- 
inars. 


eA three-week marketing course 
was introduced. 


e The roll of graduates from the 
management course passed the 
2,000 mark. 


e A summer program of meetings 


| was introduced at Colgate Univer- 


sity. 


Assn. was launched as a new AMA 
affiliate. 

(Not mentioned in the report was 
AMA’s experimentation with a 
plan to publish a management 
magazine that would have com- 
peted, on some levels, with For- 
tune. The association spent several 
months pursuing this idea, even to 
the point of hiring a skeleton staff, 
before abandoning it as ill-ad- 
vised.) 


Offers R.O.P. Color 
The Enquirer & News, Battle 


Advertising Age, October 8, 1956 


‘Du Pont ‘Looks Into’ BBDO Gets Philco 


Agency Setup; Ayer | 
Gets Some Products Nod, Bows Out of 


New York, Oct. 4—E. I. du Pont | 
de Nemours & Co. this week made 
the first change in its advertising 
| agency setup in 27 years. 

While Batten, Barton, Durstine & 
|Osborn will continue to serve as 
|Du Pont’s principal agency, as it 
| has since 1929, N. W. Ayer & Son, 
Philadelphia, will get a big chunk 
of the $23,000,000 Du Pont account. 

After Jan. 1, Ayer will handle 
advertising for the company’s 
paints sold through retail chan- 
nels, photographic products (x-ray 
and motion picture film and allied 
products), neoprene synthetic rub- 
ber and other elastomers, plus 
dyes and fine chemicals. 

Charles L. Rumrill Co., Roch- 
ester, N.Y., will continue to handle 
advertising for Du Pont’s tetra- 
ethyl lead, and Robert Otto Co. 
will continue to handle export ad- 
vertising for fabrics, finishes, spe- 
cialties, chemicals and _ textile 
fibers. 

The remainder of Du Pont’s ad- 
vertising will continue with BBDO. 
This includes industrial chemicals, 
explosives, fabrics, finishes, agri- 
cultural chemicals, pigments, plas- 
tics and textile fibers. 


# Wallace E. Gordon, advertising 
director, said the appointment of 
Ayer was a result of the compa- 


practical experience, the possible 
advantages of a multiple-agency 
setup. 

Mr. Gordon told AA that Du 
Pont’s advertising expenditures are 
growing, and that the company 
feels that it should do experiment- 
al research in advertising and mar- 
keting, just as it does in chemistry 
and production. 

He emphasized that the company 
has no complaint of any kind with 
the service it has been getting 
from BBDO, but that “we want to 
learn by doing, more about mul- 
tiple-agency operation.” 

Du Pont’s over-all advertising 
expenditure in 1956, Mr. Gordon 
said, will be $23,000,000. This is 
$2,000,000 more than was spent by 
the company in '55. Mr. Gordon 
said he was not at liberty to give 
a breakdown of how the total was 


spent. 


Merchants Matrix Names 
Moulton, Rusch VPs 


Zenith and Easy 


| 


(Continued from Page 1) 

Easy account for nearly 17 years. 

Best estimates on billings put the 
Zenith account at something above 
$1,000,000 and the Easy business 
at well above $2,000,000. Philco’s 
current No. 1 marketing objective 
is to make itself a full-line appli- 
ance company, including a new 
home laundry line directly com- 
petitive with Easy. 


® Philco’s selection of BBDO was 

|made by Max Enelow, ad director, 
}and Julian G. Pollock, ad consult- 
|ant to Philco, after several weeks 
of discussions with New York 
| agencies. The choice was made 
after the field had been narrowed 
down to two agencies. Trade talk 
has it that Ruthrauff & Ryan was 
the runner-up. 

James M. Skinner Jr., president 
of Philco, said that selection of the 
new agency “presaged the opening 
of the most extensive advertising 
and promotional activities in the 
history of the company.” Philco 
| spends about $7,000,000 a year in 
;}time and space billings, but its 
| over-all ad, promotion and co-op 
| budget is much higher. 


ny’s desire to investigate, through | 


® Reports are that BBDO has al- 
ready started planning newspaper, 
magazine, radio and tv ads for °57, 
but just when the new campaign 
will get under way is not known. 
As Philco’s consumer products 
agency, BBDO succeeds Hutchins 
Advertising, Rochester, N.Y., 
which has been a semi-house agen- 
cy for Philco for many years (AA, 
Sept. 17). Loss of the account has 
caused Hutchins to close its Phil- 
adelphia office. The agency, how- 
ever, still retains Philco’s Canadi- 
an business and its industrial and 
trade advertising, which it will 
handle out of its Rochester office. 


® For Zenith, meanwhile, BBDO’'s 
resignation from its radio and tv 
receiver account adds a new chap- 
ter to the life and times of an ac- 
count that has been handled by 
four different agencies in the past 
six years. BBDO picked it up in 
January, 1955, from Young & Rub- 
icam, which acquired it in June 


Creek, Mich., published its first 
full color advertisement Sept. 26) 
and now is offering full-color 
r.o.p. advertising. Offered to ad-) 
vertisers will be 1,000-line, 1,500-| 
line and page size units in one,| 
two or three colors and black. | 


|The daily newspaper has offered |New York, has appointed Grey Ad- | 


/one-color and black with a min- 


|of 1952 from MacFarland, Aveyard 
& Co. and Critchfield & Co. 

In taking the receiver account, 
BBDO relinquished Zenith’s hear- 
ing aid account. This brought 
MacFarland, Aveyard back into 
the picture to advertise the hear- 
ling aids. 


Merchants’ Matrix Cut Syndi- 
cate, Chicago, has appointed Ar- 
thur H. Moulton Jr. and David 


|}@ According to an official there, 
| MacFarland is not involved in the 
|current agency change, and will 
continue to handle the hearing 
aids while Zenith shops around for 
| someone else to do the radio-tv set 
| job. C. E. McDonald, Zenith’s pres- 
ident, insists on separate agencies 
for the two accounts, AA was told. 
Zenith is not a big advertiser. 
Last year it put less than $2,000,- 
000 into measured media, a little 
more than half of which was for 
‘receivers. The majority of Zenith’s 
Simplicity Printed Pattern Co.,| spending was in print media. 
For Easy, the BBDO withdrawal 
vertising Agency to handle all ad- comes at an inconvenient time. 


Arthur Moulton Jr. David Rusch 


Rusch vps. Mr. Moulton will con- 
tinue in charge of the Minneapolis | 
plant; Mr. Rusch will be affiliated 
with the Chicago office. 


Grey Gets Simplicity Pattern 


|vey’s Bristol Cream and Bristol | imum of 1,000 lines for a number 
Milk sherries and Harvey’s Ruby | of years. 
and Sportsman's ports. 


vertising, sales promotion and pub- That company, which last year be- 


ship. 
licity, effective Jan. 1. At present) came a subsidiary of Murray Corp. 


s “The fact remains,” the commit- | 


tee says, “that the cause or causes 
of lung cancer and coronary di- 


sease are not yet known to science. | 
Many organizations, among them) 
TIRC, are spending millions of | 


dellars in efforts to help science 
solve the mysteries of these ail- 
ments.” 
Executives 
companies declined comment at 
this time on what effect the so- 
called new scare may have on cig- 


of major tobacco, 


Mrs. Gladys Folsom Dies 

Mrs. Gladys J. Folsom, 58, wife | 
of Frank M. Folsom, president of 
Radio Corp. of America, died Oct. | 
'4 of a heart attack at her home. | 
Mrs. Folsom was a Lady of the 
Grand Cross of the Equestrian 
Order ef the Holy Sepulchre, a 
papal honor conferred about five 


years ago. She was active in the) 


Little Sisters of the Poor. 


Armstrong, Timmons Retire | 

Pau! S. Armstrong, general man- | 
ager of Sunkist Growers Inc., Los| 
Angeles, will retire after 40 years 
with the company on Jan. 1. Ralph. 
H. Timmons, Sunkist’s central di- | 


tiring the same date after 41 years 


| the account is split between Grey of America, Detroit, is now in the 


for tv and Franklin Bruck Adver- process of moving its whole mar- 
tising Corp. for print advertising. keting operation into the Palm- 
| olive Bldg., Chicago, and hopes to 
have the job completed by Nov. 1. 


Buys KFNF, Shenandoah, Ia. 


Farm & Home Radio has pur-) 


andoah, lIa., subject to FCC 


vision manager in Chicago, is re- chased Radio Station KFNF, Shen-| Atkins to Holland & McKenzie 


| James B. Atkins has been ap- 


with the company. The Sunkist approval. Farm & Home Radio also pointed art director of Holland & 
board is expected to name succes-|owns KMMJ, Grand Island, Neb.,| McKenzie, Boston. Mr. Atkins was 


| Nov. 1. 


Des Moines. 


sors to the two executives about KXXX, Colby, Kan., and KIOA, formerly with Leber & Katz, New 


| York. 
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Now, more than ever, the Daily NEWS gets into the home. Another reason why advertisers 
will find the Daily NEWS even more effective in selling all products that help make up a home. 


In Philadelphia, the red-hot NEws has been 
making news ever since the new management 
took over. Making news... and making sales 
for advertisers. Local retailers, whose advertis- 
ing must ring cash bells, are swinging to the 
NEws for sure-fire results. Follow their lead and - 
see the bright difference! 


PHILADELPHIA DAILY 


NEWS 


Represented by REYNOLDS FITZGERALD New York - Chicago - Detroit - Syracuse : Atlanta - Les Angeles + San Francisco « Seattle - Philadelphia 
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In WICHITA, Kansas 

—means B-52, the big new bomber that is 
being built by the majority of Wichita’s 
27,189 aircraft production workers. Eager 
readers and big buyers of everything for 
modern living from the Eagle. 


In HONOLULU, Hawaii 

A word of many meanings—hello, good- 
bye, and love. And speaking of affection, 
manufacturers, distributors and retailers 
in Hawaii are mighty fond of the Star- 
Bulletin—goes into 9 of 10 homes. 


In GRAND JUNCTION. Colorado 
—that’s gully. What’s more, THE mesa 
(pronounced may-saa) means Grand 
Mesa, world’s largest flat-top mountain, 
and getting an advertisement to stay home 
until read means the Sentinel. 


A couple 
or three 


The Esks 


Euchered 


In BECKLEY, West Virginia 

—a common expression indicating two or 
more. But when area residents want news 
and advertisements, they say Beckley 
Post-Herald & Raleigh Register—covers 
the market. 


In EDMONTON, Canada 

“Love those Esks” a household phrase, 
referring to Edmonton’s fabulous Eskimos, 
Canadian football champions for two years 
running. The Edmonton Journal’s cham- 
pion, too—reaches every buyer! 


In DUBUQUE, Iowa 

“Euchered” means hoaxed and “The Hill” 
means the residential area. To sell The 
Hill and all Dubuqueland, don’t be 
euchered! Advertise in The Telegraph- 
Herald, read by 13 of every 15 families. 


Every community 


Banquette 


The Beach 


The Belt 


Be 
Neighborly 


Big Red 


Bluff 
City 


Chinook 


On the Cob 


Barbecue 
Hush-puppies 


In NEW ORLEANS, Louisiana 

—this means sidewalk. And newspaper in 
this port- and oil-rich area indicates The 
Times-Picayune New Orleans States, read 
by 8 out of 10 families in the metropolitan 
area. 


In Volusia, and five adjoining 

Florida counties 

—means Daytona Beach’s 23-mile long, 
10-yard wide, world famous beach—none 
other. Selling in this growing metropoli- 
tan area means The News-Journal—40,525 
subscribers. 


In ST. JOSEPH. Missouri 

The highway which circles the city . 

and selling at top level in St. Joseph 
means the News-Press and Gazette . 
reaching over 9 out of 10 homes daily and 


unday. 


In BANGOR. Maine 

Maine vernacular for “we like you—come 
often”. Maine-iacs are terse but sincere, 
open-minded. Eagerly respond with pur- 
chases of items promoted through their 
local newspaper. Way down East, it’s the 
Bangor Daily News. 


In OKLAHOMA CITY, Oklahoma 
—means the country’s foremost football 
power—the top-ranking team from the 
University of Oklahoma. And the Daily 
Oklahoman and Oklahoman City Times 
mean topmost selling power for adver- 
tisers. 


In MEMPHIS, Tennessee 

—another name for the city, which is 
located on bluffs overlooking the Missis- 
sippi. And here’s no bluffing—Commercial 
Appeal and Memphis Press-Scimitar go 
to 355,159 families in 75 counties. 


In PORTLAND, Oregon 

A warm wind thawing winter snows, and 
in Portland the Oregon Journal means 
business to hundreds of retail merchants 
who use its advertising columns to ring 
cash register bells. 


In WATERLOO, Iowa 

—usually prefaced with an “Ummmmm- 
mm”—Sumptuous eating of famous Iowa 

po corn from neighboring farms. Sell- 

ing here means The Waterloo Daily 

Courier, reaching over 165,000 buyers. 


In GREENSBORO, North Carolina 
—bywords of the South for good eating. 
And the buy-words for the growing 
Greensboro market is the Greensboro 
News-Record with its more than 100,000 
circulation—over 400,000 readers! 


This 
Evening 


High 
on hog 


Football 


Fountain 
Square 


Golden 
Triangle 


Hi ya 


Hub of 
the West 


Gone 
Fishin’ 


In LUBBOCK, Texas 

—means anytime after 1 p.m. rather than 
after 6 p.m. Be it morning or evening, the 
Avalanche-Journal will carry your mes- 
sage to more people on the Great South 
Plains than any other medium. 


In ROANOKE, Virginia 

“Eatin’ high on the hog” is what Western 
Virginia’s prosperous half-million folks 
are doing these days. And they look to 
The Roanoke Times and World News be- 
fore they buy! 90,000 combined circula- 
tion. 


In SOUTH BEND, Indiana 
—means Notre Dame. Test Town, U.S.A. 
means South Bend. Selling in South Bend 
means just one thing, the South Bend 
Tribune. Reason lies in more than 98% 
coverage of home market. 


In ELGIN. Illinois 


_ —it’s not a square and hasn’t boasted of 


a watering trough since horse and buggy 

days, but everyone knows Fountain 

Square in downtown Elgin means the hub 

- this city, served by the Daily Courier- 
ews. 


In PITTSBURGH, Pennsylvania 

—means the most profitable concentrated 
business district in the world—where 
business is greatly stimulated by the hun- 
dreds of thousands of readers of the 
Pittsburgh Sun-Telegraph. 


In COUNCIL BLUFFS, Iowa 

—means hello, how are you doing? Very 
well, we’d say, if you use the Nonpareil, 
which reaches and sells to better than 9 
out of 10 homes in Council Bluffs daily. 


In OGDEN, Utah 

—everybody knows that describes the 
railroad junction city—Ogden, where 
reading the Standard Examiner is a daily 
habit with 9 out of 10 families—truly the 
hub of the Hub of the West! 


In MARSHALL, Texas 

—means Cadde Lake, more fish per trip 
than any other lake in Texas. Same goes 
for the Marshall News-Messenger—al- 
ways brings results in this top-income 
market. A Texas Harte-Hanks paper. 


And only the 
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| Lagniappe 


_ The Lakes 


{ 7 
& 
In CHICAGO, Illinois In ROCHESTER. New York 
Going to the Loop indicates a trip to —a water faucet, and to “play hookey” is 
downtown Chicago. “Getting the most to be AWOL. And advertising means 
Loop for your advertising dollar” brings to Tap business when your schedule is in The 
mind the Chicago Daily News for both Times-Union and Democrat and Chron- 
local advertisers and smart national ad- icle. Metropolitan circulation exceeds 
vertisers. homes. 
In NEW YORK. New York In PEORIA, Illinois 
e “Wall Street” means finance, “Madison Valley —the terms “Valley” and “Bluff” readily 
Madison Avenue” means advertising, and “South identify residential areas, and it’s the 
Street” means sales! From South Street, Bl ff Peoria Journal Star for ready selling in a ; 
Avenue where the Journal-American is published, u rich, progressive 13-county area in the oe 
your advertising goes to 700,000 J-A Heart of America. ‘et 
families at home! 384 
In PORTLAND, Maine 
7 0 ee emer ii — “so-big.” And feos is ie a 
—this expression means things are fairly -hi of coverage you get wit e Port : 
, Might definite. There’s not the slightest reserva- Yea high Press Herald—Evening Express, the 
Cc l d B tion, though, when you use the Shreve- newspapers with the key to the nation’s 
ou e port Times and Journal—complete cover- top 75,000-150,000 test market. 
age of the Ark-La-Tex. 
In GREENVILLE, South Carolina 
In ae _ a — one to an sigs ay attending the 
—an e great igh Valley area, resi- omen’s College of Furman University. 
Outen dents turn off lights this way . . . but only The Zoo Going shopping means Greenvillians cs 
th Li ht after they’ve thoroughly read the Call- been in the pages of The News & Pied- 
e 1g. s Chronicle Newspapers, the area’s best ad mont—covers S.C.’s No. 1 market! 
buy, read by 4 of 5 families. 
In WESTCHESTER COUNTY, New York 
In BATON ROUGE, Louisiana “Westchester Group’—strictly local— 
—means drop in when you “carry” your meaning selling power in an area noted 
Pass B family South. Pierre guarantees they’ll Group for buying power. Seven of 10 families, . 
Y enjoy seeing this combination of new and whose income is 2nd in U.S. per house- - : 
old South. You sell here with the State- hold, shop in Westchester Group News- : 
Times & Morning Advocate. papers. oe 


Poke 


Sampascoopies 


In LYNN. Massachusetts 

—they call fire department equipment a 
“kit” and firemen carry trapped citizens 
“over” ladders and not “down” ’em. Here 
The Daily Evening Item reaches 8 out of 
10 homes in key residential areas. 


In BILOXI-GULFPORT, 

—an expression meaning a little extra 
given by shopkeeper to a buyer. Extra- 
special selling on the golden Gulf Coast 
is always backed by The Daily Herald. 


In WAUKEGAN, Illinois 

To the native, Great Lakes Naval Train- 
ing Station, world’s largest naval base. 
The Lakes is a plus value in the Wauke- 
gan market, where 9 of 10 families read 
Waukegan News-Sun. 


In HUNTINGTON, West Virginia 

—they say “poke” for “sack”, but when 
you buy the Huntington Newspapers you 
get no “pig in a poke”—you get results. 
Top coverage of a strong top market that’s 
going to town! 


In LOWELL, Massachusetts 
—ask anyone you meet, and you'll dis- 
cover this is the pseudonym of Charles 
G. Sampas, Lowell historian, phrase- 
maker, and for 25 years writer of a pot- 
pourri column for the Sun. 


In BIG SPRING, Texas 


—indicates geological formation in an oil- 
well is favorable for production. Adver- 
tisers are ing high when they use the 
Herald for results in this rich market, 
$6,051 per family income. A Texas Harte- 


Hanks paper. 


Sand 
in Shoes 


Slept In 


Squares 


Over Yonder 


‘Quaker 


Has the mail 
‘Run’ yet? 


eaks st! 


In ST. PETERSBURG, Florida 

A reference that says “I’m in love with 
Florida—I’ve got sand in my shoes”. Al- 
most everyone says “my newspaper” re- 
ferring to The St. Petersburg Times, read 
by 9 of 10 Sunshine City families. 


In DETROIT, Michigan 

Detroiters who fail to hear their alarm 
clocks say they “slept in”, not overslept. 
Which is something the morning Free 
Press never does, delivers your selling 
message to 500,000 families. 


In MUNCIE, Indiana 

—many Hoosiers say “squares” instead of 
“blocks” when indicating distance. The 
record shows that every home in every 
square or block gets either The Muncie 
Star or Muncie Evening Press! 


In FORT SMITH, Arkansas 

—a favorite expression in Arkansas and 
Oklahoma. Shopping in the city “Over 
yonder” means reading—using—shop- 
ping the Fort Smith Times Record and 
Southwest American. 


In SAN ANGELO, Texas : 

—not a religious faith but an oi] company 

weight-dropper that electronically gauges 

geological formation for oil—a $473-mil- 

lion ‘crop’ for 17 counties ‘round Angelo 

~ 55. The Standard-Times dominates 
ere. 


In GREENVILLE, Texas 

—and Hunt County, way of asking if the 
Banner has been delivered. Greatest 
growth of any east Texas paper in last 
two years—leading A.B.C. circultion in 
county. Texas Harte-Hanks. ; 


ee a 


Newspaper, of all media, sp 
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Colorful Newspaper Stimulant 


The First Annual Newspaper R.O.P. Color Conference held in Chi- 
cago Sept. 27-28 was, quite literally, an amazing affair. Its sponsors 
had hoped that they might draw as many as 150 or 200 newspaper 
people and advertisers together to discuss some of the problems of 
printing color on newsprint at enormous speed, and some of the ad- 
vances that have been made in recent years. 

Instead of 150 or 200, the event attracted more than 850. As one 
result, a good deal of electronic equipment had to be set up so that 
luncheon speeches could be heard simultaneously in five dining 
rooms, rather than the single one originally spoken for. 

Newspaper color is quite clearly on the march. Although the costs 
of providing press and other facilities for handling color in run-of- 
paper fashion are on the formidable side, it is beyond question that 
r.o.p. color has proved so exciting and so valuable as a selling tool 
that it must sooner or later become universally available. 

While improvements of substantial size have already been made in 
the mechanics of printing r.o.p. color, these can be expected to be 
dwarfed by further refinements. And while r.o.p. color can no longer 
be considered a novelty or a tiny fraction of total advertising, it is 
clear that volume will grow enormously as additional facilities are 
added. Already, capacity is the principal factor holding back its 
growth. 

This is all very exciting in itself. But even above and beyond the 
developments in r.o.p. color which were signalized at the meeting, 
the two-day session provided a psychological lift and an atmosphere 
of excitement and eagerness and accomplishment that set a new 
pattern for newspaper advertising meetings. Not for years has the 
newspaper business exhibited such a sense of exhilaration, ac- 
complishment and unity. 

The conference will be an annual affair, probably alternating be- 
tween New York and Chicago, and no doubt it will accomplish a 
great deal from year to year in resolving mutual problems and im- 
proving the quality and quantity of r.o.p. color advertising. 

But even if it never is held again, it has already done so much for 
the newspaper advertising industry that its promoters—the Adver- 
tising Agency Production Men’s Club of Chicago, the Art Directors 
Club of Chicago, and the American Assn. of Newspaper Representa- 
tives—deserve the grateful thanks of all newspaper men. And a spe- 
cial nod should go to the 12 men on the color conference committee, 
of which J. H. Sawyer was chairman. 


‘Printers’ Ink’ Changes Its Status 


It is, perhaps, indelicate for us to comment on the announcement 
by Printers’ Ink that the property is to be sold to a newly organized 
non-profit foundation whose purpose will be to promote advertising 
as an art and serve as a memorial to John Irving Romer and Richard 
Wesley Lawrence, its longtime owners. 

But it is precisely because of our great respect for this worthy 
competitor, and our appreciation of the service this remarkable pub- 
lication has rendered to advertising and marketing in its 68-year his- 
tory, that we note with some sadness its passing from the realm of 
free competitive enterprise to the somewhat more institutionalized 
air of a non-profit foundation. 

The advertising business is uniquely and peculiarly an expression 
of the private enterprise system, and of the social effectiveness of an 
economy based on the profit motive. Furthermore—like any field in 
which creativity is a prime factor—it must carefully nurture inde- 
pendence of thought and action, and as carefully shun collectivism. 

As a private enterprise, Printers’ Ink for nearly seven decades has 
fought fearlessly and ceaselessly for the betterment of advertising, 
expressing the sincere convictions of its owners and editors. We hope 
its vigor and forthrightness will be in no wise diminished by its 


changed status. 


Gladys the beautiful receptionist =— 


—Clyde D. Lake, Nelson-Willis Inc., Minneapolis. 


“Tell him the network tv show has been cut to one ID in Pocatello, 
Idaho.” 


| Eller, 


| 
| 
| 
! 


| 
' 


| children, 
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Rough Proofs | 


“The giant markets,” says Russ 
“are impersonal neighbor- 
|hood warehouses.” 

Maybe that’s why the corner 
grocer is still around. 


Redbook caters to the Station 
Wagon Set, the ad says. 

They’re the people who spend 
most of their waking hours hauling 
baby-sitters, groceries 


|and commuters from here to there. 


| 
| 


|Schweppervescent personality 


Commander Whitehead, the most 
in 


| the business, had no previous ex- 


What They're Saying 


Brainstorming 

“Brainstorming,” in case you 
don’t keep up with Madison Ave., 
is the advertising industry’s most) 
recent preoccupation: A stream- 
lined method of group thinking to) 
spark rapid-fire ideas. 

Industry jargon calls this process | 
“ideation,” and to some of the) 
technique’s admirers it gives prom- 
ise of revitalizing the —e 
not the world.. 

Brainstorming is probably part | 
of man’s social instinct and one of | 
its ancestors certainly was the| 
kaffee klatch. But it was an a 
vertising man, Alex F. Osborn, 
who 15 years ago developed 
community assault on a single | 
problem into a definite, commer- 
cially useful technique. Since then | 
it has been used increasingly by 
the agency of which he was a 
founder and which carries his 
name, Batten, Barton, Durstine &| 
Osborn. 

“It has proved itself over and 
over again,” explains Willard A. 
Pleuthner, a disciple of Osborn, 
whose official BBDO title is vp in 
charge of brainstorming. “Just the | 
other day we brainstormed for | 
names of seven new designs for a | 
carpet manufacturer. We not only 
got names for the seven, but the | 
company says it now has a ‘bank’ 
of names for carpets of the future.” 

Although Pleuthner’s agency has 
a claim on brainstorming in its 
field, other agencies are also using 
the method. Madison Ave. being a 
highly competitive and frequently 
imitative street, brainstorming is 
turning up, under different names, | 
in many other big agencies. There | 
is an authoritative report that one 
important competitor used its first 
brainstorming session to find a 
new name for it. Currently it is 
calling them “sparking meet- 
ings.”’. . 
| The brainstorming room at) 
_BBDO has yellow walls, yellow 
‘curtains: The “stormers” use yel- 
low paper and yellow pencils. 
| (Deliberately, says Pleuthner, for 
|yellow is reputed to be a “crea- 
| tive” color.) The room is furnished 
in unpainted pine which, he| 
says, provides a refreshing, stimu- 
lating scent. All sessions are built 


| 


| 


| relaxed atmosphere. . . 


| metals with Rustect, and our pants 


| fact, 


around food—a morning coffee 
break or a picnic-type luncheon— 
served at the table. Pleuthner en- 
courages light conversation on all 
topics except the problem during 
the eating period. This provides a 


—Cynthia Lowry, AP Newsfeatures 
Writer, in the Bridgeport Sunday Post 


Wordshrink 

Because we make a living deal- 
‘ing with words, and having to be 
careful about them, we never cease 
to stare with surprise and envy 
at the department store ads in our 
paper. Ah, that we could use such 
free-wheeling word coinage! Of 
course the telescoping scares us a 
little, but the impact is so clear. 

For example, we learned from 
| yesterday’s ads that we should 
tackle our windows with Glass- 
kleer, our auto with Speedkleen, 
our furniture with Glosswik, our 


with Pressteem to get the best 
ironing job. 

We find it contagious. 

Makes us want to tell people 
‘how we upkwiked this morning 
to gofast Main Streetish and type- 
dits, while, presumably, mother 
took diaperdry baby on a storebuy 
trip. After brunch (an old tele- 
scoping), and much bosstalk, then 
homego for a wifekiss and a tele- 
tiresome evening. See what we 
mean? .. . It’s like eating peanuts, 
you can’t stop. 


—Editorial in the Rochester Democrat 
& Chronicle. 


Not Necessarily So 

One of the greatest myths in 
selling is the concept that all sales- 
men are extroverts. The fact is 
that many good salesmen are high- 
ly introverted but have learned to 
act extroverted in the presence 
of the customer. Disregarding this 
many sales managers ride 


rough-shod over a salesman’s most 
sensitive traits, crushing morale 
and depressing him to the point 
where training activities fall on! 
| unreceptive ears. 


—Zenn Kaufman, New York merchan- 
dising consultant, at the 14th annual 
training and industry conference 

sponsored by the American Society 
of Training Directors at Purdue Uni- 
versity. 


perience in advertising when he 
ecame Schweppes’ advertising 
manager. 

But he had had ample experi- 
ence with a beard. 


The Small Business Administra- 


| tion’s new booklet says advertising 


is an educational medium, “espe- 
cially in the industrial field, where 
purchases are typically made on 
a rational basis.” 

But in the consumer field, Mom 
may be completely irrational when 
she buys a new hat 


“Twenty-five per cent of every 
food dollar,” exclaims American 
Restaurant, “is spent in restau- 
rants!” 

Does that include the tip? 


One job Jack Cunningham sug- 
gests for government advertising 
is reducing income tax delinquen- 
cies. 

Persuading people to enjoy pay- 
ing their income tax might repre- 
sent advertising’s most difficult 
assignment. 


“You don't have to give up 
sugar,” advises Sugar Information 
Inc., addressing the weight-con- 
scious. 

Then you won’t need to let. the 
dentist extract that sweet tooth, 
after all. 


“Farm and Ranch is edited sole- 
ly for farm families who are farm- 
ing as well as they know how.” 

The farmer of legend, who 
wasn’t farming as well as he knew 
how, never was a very good sub- 
scription prospect, anyway. 


AA reports from Stockholm that 
the Swedish Trade Commission has 
attacked the 15% agency commis- 
sion and the entire agency recog- 
nition system. 

Have they been reading our 
mail? 


Baseball and the World Series 
will exit for 1956 just in time to 
avoid being run over by those 
hard-charging forwards on college 
and professional football teams. 


“Hansen says he’ll be ‘no less 
|tough’ than Barnes as U. S. anti- 
trust chief.” 

He didn’t come off the bench as 
Stanley’s pinch-hitter for the pur- 
pose of striking out. 

Copy Cus. 
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Exclusive Advertising Representatives : 
NEW YORK 
ROBERT T. DEVLIN, JR. 


342 Madison Ave. 
Murray Hill 2-5838 


CHICAGO 
EDWARD J. LYNCH 
20 N. Wacker Drive 
Andover 3-6270 


Advertising linage is the final measure 
of a newspaper’s sales power 


Constructively Serving Delaware Valley, U.S.A. 


DETROIT 
GEORGE S. DIx 
Penobscot Bidg. 
Woodward 5-7260 


West Coast Representatives : 


SAN FRANCISCO 
FITZPATRICK ASSOCIATES 
155 Montgomery St. 
Garfield 1-7946 


LOS ANGELES 
FITZPATRICK ASSOCIATES 
3460 Wilshire Boulevard 
Dunkirk 5-3557 
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PACKAGI 


...no other single force 
has had such vital influence 
on new marketing techniques \* >. 2 
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.+- where your advertising belongs if you make 


containers, packaging machines, materials or supplies 


A BRESKIN PUBLICATION... ABC/ABP 


as is MODERN PLASTICS, the magazine of plastics 


575 Madison Avenue, New York 22, N. Y. 
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ERE remembers the man _ | % Cigare! Output 


He sent written words and pictures 
by radio and created new markets! 


IRE honors John V. L. Hogan for pioneer- 
ing in the field of FACSIMILE, the 
electronic miracle of transmitting and re- 
ceiving written words and pictures 
through the air, which has helped build 
a new world market for many products 
and services. Radio engineers, such as 
Mr. Hogan, in reaching new frontiers of 
achievement, originate the demand... 
then, demand the supply. It is these men 
who are the creative forces in a dynamic 
industry that IRE always remembers. 


recipient of 
IRE Medal of Honor, 1956 


The Institute of Radio Engineers is a professional Society of 
50,000 radio-electronic engineers devoted to the advancement of 
their field of specialization. Their official publication, Proceedings 
of the IRE, is concerned solely with these men and their accom- 
plishments. All that is history making in radio-electronics is first 
presented, then followed step-by-step in its development, on the 
pages of Proceedings of the IRE in authoritative articles by the 
men behind these advances. 


IRE remembers the man! Is it any wonder that the men remember 
IRE? Best way to get products remembered, if they are sold in the 
radio-electronics field, is through the pages of Proceedings of the 
IRE for... if you want to sell the radio industry, you've got to 
tell the radio engineer! 


The 
institute of 
Radio 
*Engineers 
Proceedings of the 
Advertising Dept., 1475 Broadway, New York 36, N. Y. 
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Ahead of ‘55, Dept. | 
of Agriculture Says 


Wasuincton, Oct. 2—The De- 
|partment of Agriculture indicated | 
|last week that cigaret output for 
1956 will probably be slightly 
ahead of 1955. 

During the first half of the year 
output of cigarets was 2% higher 
than the same period a year ago, 
the department said. Further gra- | 
dual gains in production were an-— 
ticipated. 

The department reported a drop | 
in output of tobacco for pipes and | 
| roll-your-own cigarets, but a 5% | 
|gain in cigars chiefly because of | 
_increased popularity of cigarillos. | 

Despite the increased output of | 

the cigaret industry,..the depart | 
|ment offered little comfort to} 
|farmers. Today's cigarets use 
less tobacco, the department said, | 
because new manufacturing pro-| 
cesses use more of the leaf, and! 
filter tip cigarets contain less 
tobacco than others anyway. 


| Herzman Joins OAI in L.A. 
| Arthur Herzman, formerly on 
| the Chicago sales staff of General 
|Outdoor Advertising Co., has 
| joined the Los Angeles sales staff 
of Outdoor Advertising Inc. 


Chatham Moves Account 

Chatham? Mfg. Co., Elkin, N.C., 
manufacturer of blankets, men’s 
and women’s wool piece goods, and | 
automobile upholstery, will move. 
its account Dec. 1 from Compton 
Advertising to Anderson & Cairns, 
both New York. 


YOU MIGHT PLAY IN 52 WORLD SERIES GAMES*— 


BUT ... YOU NEED WKZO-TV 
TARIURCLAS? TOT ORC 0 a eae ie eicane 
. 200 y P > ! 
IN WESTERN MICHIGAN! 


NOTE: Survey based on sampling in the follow- 
ing proportions—Grand Rapids (44.7%), Kala- 
mazoo (19.7%), Battle Creek (18.2%), Muske- 
gon-Muskegon Heights (17.4%). 


WJEF-FM — GRAND RAPIOS-K 
KOLN.TV — LINCOLN, NEBRASKA 


Associated «ith 
WMBO RADIO — PEORIA, ILLINOIS 


AMERICAN RESEARCH BUREAU 
MARCH, 1956 REPORT 
GRAND RAPIDS-KALAMAZOO 
Number of Quarter Hours 
| With Hicher Ratings 
|__WKZO-Ty__|_ Staton 8 counties! 
MONDAY THRU FRIDAY | 
8:00 a.m. te 6:00 p.m. | 136 61 
oli 13 
SATURDAY THRU SUNDAY | Monday t 
10:00 a.m. to 11:00 p.m _ 72 3? quarter hours than Station B. . . 


100,000 WATTS—CHANNEL 3— 1000’ TOWER 


WAZO-TV 


Kalamaroo—Grand Rapids 
and Greater Western Michigan 


Avery-Knodel, Inc., Exclusive National Representatives | 


WKZO-TV is the Official Basic CBS Television Outlet for 
Kalamazoo-Grand Rapids and Greater Western Michigan. 
With 100,000 watts on Channel 3, WKZO-TV serves one 
of America’s top-20 television markets—more than 600,000 
TV homes in 29 Western Michigan and Northern Indiana 


The March, 1956, ARB Report shows that WKZO-TV is 
by far the favorite station—not only in Kalamazoo and 
Grand Rapids, but also in Battle Creek and Muskegon! 

- Friday it’s first in 123% more daytime 


first in 569% more 


nighttime quarter hours. On Saturday and Sunday, it’s 
first in 125% more quarter hours! 


*Phil Rizzuto of the New York Yankees holds this all-time major league record. | 


gos 
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Getting Personal 


Salesmen of McGraw-Hill’s Atlantic district—69 strong— 
boarded the “Dalzellera,” a 100-ft. tugboat, for what they claim is 
the world’s first floating sales meeting. Down the Hudson, through 
the East River into Long Island Sound sailed they. Golfers disem- 
barked at Plandome Golf Club and were picked up on the way 
back. Only untoward event: The fishing prize had to be turned into 
a door prize; nobody caught a fish. . . 

Anne Sloan and James R. Morrison of C. J. LaRoche & Co., New 
York, were married Sept. 8 in Bedford, N.Y... 


Gaskins Schap 

TOP HONORS—Winner of the 6th annual agency advertising golf 
tournament sponsored by the t.f. Club of Chicago was Emit Schap 
Jr., Klau-Van Pietersom-Dunlap Inc. account executive. The Mil- 
waukee golfer shot a two-over-par 73 on the challenging St. An- 
drew’s course to take top honors. Others in his foursome are Paul 
L. Allen, MacFarland, Aveyard & Co. account executive; Sylvester 
Gaskins, appliance manufacturer, and Les Reed Jr. of Architectural 
Record. 


Ed Goldsmith of the research and copy department of Aitkin- 
Kynett Co., Philadelphia, is recuperating from a broken leg suf- 
fered while on a European trip. He is hospitalized in Scotland. . . 

Mayor Richardson Dilworth of Philadelphia and James H. Tate, 
president of the City Council, went on WFIL-TV to congratulate 
the station on its 9th anniversary, thus turning the tables on Gen- 
eral Manager Roger W. Clipp, who is always giving plaudits to the 
city ... 

Doug Davis has decided the temporary job he signed for in 1941 
looks like a permanent thing; he’s celebrating his 15th anniversary 
at Compton Advertising, where he is now in the account section. . . 


ATHLETIC ADMEN—Foote, Cone & Belding, victorious in the Southern 

California Softball League playoffs, receives the Croweli-Coliier 

Agency Challenge trophy. Accevting it for the agency are Nelson 

Carter, right, vp in FC&B’s Los Angeles office, and Ed Denker, cap- 
tain of the agency team. 


A son was born Sept. 20 in Hollywood to Thomas Sarnoff, head 
of tv production and business affairs of NBC’s Pacific division and 
son of David Sarnoff, RCA chairman... 

Richard F. Cousins, vp of Dillon-Cousins & Associates, New York, 
is in Europe studying markets and media and making affiliations 
with various agencies. . . 

Wedding bells department: Bernice Ann Wilson, daughter of Al- 
lan M. Wilson, Ad Council vp, was married Sept. 20 to Pvt. V. Ever- 
ard Munsey Jr. in Washington. ..Joanne Elizabeth Johnson, a copy 
editor at Harper’s Bazaar, and James Noyes Douglass, in the traffic 
department of Young & Rubicam, New York, were married Sept. 15 
in Muncie, Ind. ..Marie Rose Connors and Alden Harward Sulger 
Jr., account executive at Grey Advertising, New York, tied the knot 
Sept. 15 in Lake Forest, Ill. ..A February wedding is being planned 
by Rosemarie vanEycken Barrett and Edward V. Killeen Ill, of the 
traffic department of N. W. Ayer & Son, New York... 

Mrs. Herbert Drake, formerly Jean Reynolds of BBDO, San Fran- 
cisco, and Lever Bros., New York, is the mother of baby Peter Mont- 
gomery Drake born at Stamford, Conn., Hospital. Peter’s father is a 
vp of Ted Bates & Co., New York... 
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Chicago, 
Chicago, 
That Meat-Packin’ Town— 
Number One 
in the World! 


... AND 


ARMOUR & COMPANY 
SELLS MEAT IN CHICAGO 
WITH WMAQ’s GEORGE STONE 


No mean packer himself, George Stone crams 
a tremendous amount of selling for Armour & 
Company into his Monday-through-Friday 
4:30 pm newscasts. For years an established 
radio favorite with Chicago’s listening millions, 
George knows how to transform high audience- 
ratings into mounting sales figures for his spon- 
sors. And he’s ready to do that job for you, too 

. for as little as 21¢-per-thousand listeners. 


Follow the leaders like Armour who really know 
this market. Put this dynamic salesman to work 
for you on his own “George Stone Record Show” 
(Monday-Friday, 4:35-4:45 pm) or on “George 
Stone and the News” (Monday-Friday, 5:45- 
6:00). Get full details from NBC Spot Sales. 
In New York, call your NBC Spot Sales repre- 
sentative for an immediate Radio-Phonic Spot 
Buying audition of George Stone by telephone. 


\ } \ : \ / . AQ- hip station in Chicago | SOLD BY SPOT SALES 
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A leading auto dealer in Milwaukee gets high- 
powered results with a schedule of spots on WXIX. 
Reports the general manager: “In the five months 
since we began using a saturation spot campaign , 

on WXIX, we have almost tripled our business. 
We have increased our staff from 8 salesmen to 
21...sell 3 times as many new cars as any dealer 

with a similar franchise in the State. We believe wxix 
alone is responsible for the tremendous record.” 
Accelerate your sales in the rich Milwaukee 


Represented by CRS Television Spot Sales 


.. sz. 
Channel 19 . Milwaukee 
market...advertise on low-cost, high-speed wxrx. 


Belber Sets Holiday Push 
for Kalistron Luggage 

Belber Luggage, Philadelphia, 
will run a Christmas campaign in 
November issues of five magazines 
and one Sunday supplement. Color 
pages will appear in Glamour, 
Mademoiselle, Seventeen and New 
York Times Magazine. B&w pages 
will run in Vogue and Charm. The 
theme will be “Give, get, carry 
new Kalistron Luggage by Belber.” 
Copy will say that “You can’t 
scratch Kalistron even with a nail 
file” and that it is “flight-tested by 
Eastern Air Lines.” 

A promotional package being 
distributed to dealers includes ad 
reprints, window and wall stream- 
ers and “scratch-test” cards. E. T. 
Howard Co., New York, is the 
agency. 


Wile to ‘Scientific American’ 
Peter Wile, formerly with Chil- 
ton Co., has joined the sales staff 
|of Scientific American. He will 
| work out of the Cleveland office. 


Now! Simplify agency paperwork 


with copies made in 4 seconds! 


Make on-the-spot copies of schedules, artwork, 
letters, reports, with this All-Electric Copy Maker! 


@ 4-SECOND SPEED. You'll copy the things you need most right when you need them most! 
Perfect copies of written, typed, printed or drawn originals are ready to use in just 4 seconds! 
© DIRECT ONE-STEP PROCESS. On/y THERMO-FAX Copying Machines make copies 
directly from your original in one simple step. Exclusive All-Electsic process is entirely 
dry . . . all that’s needed is a plug in the wall. Copies cost as little as 4%¢ each. 

@ ELIMINATES CHEMICALS AND NEGATIVES. No bottles to handle, no negatives to make. 
No special installations of any kind. Easy to operate copying system saves you time and 


money . . . and speeds your client service! 


@ LAMINATES LAYOUTS. Unusual extra feature, exclusive with THERMO-FAX Copying 
Machines, laminates layouts, clippings, etc., to heavyweight paper . . . lets you carry and 
use tissue layouts without heavy, bulky mountings. 


Send coupon today for full detalis 


proc o ono 


Thermo-Fax 


Copyin Z Products 


The terms THERMO-FAX and SECRETARY. are 


Paul 6, Minn. General Export: 99 Park Avenue, 
New York 16, N.Y. In Canada: P. 0. Box 757, 
| London Ontario 


Bed PRODUCT OF 


é n3M 


B RESEARCH 


Seeeace 


Seessetse 


Minnesota Mining & Man 
Dept. KV-1086, St. Paul 6, Minnesota 


Send complete details on the time-saving, money-saving 


THERMO-FAX Copying Machine. 
Name 


City Zone____ State 
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Sedaquil Tilts 
with Aspirin in 
Cleveland Test 


CLEVELAND, Oct. 2—A new pain 
alleviator, Sedaquil, patented by 
Sedaquil Inc. as another challenger 
to aspirin, is being tested here to 
determine national sales and ad- 
vertising potentials. 

Copy for the $50,000 promotion 
stresses that Sedaquil, bought 
without prescription, produces a 
“soothing effect” and is not as 
strong a sedative as other tran- 
quillizers. 

The program, handled by Ber- 
nice Kandel & Associates, calls for 
1,100 newspaper inches the first 
month, plus radio, car cards, direct 
mail and drugstore displays. 


® Marshall Drug Co. and three 
other chains are handling Seda- 
quil, with the area’s 750 drug 
stores the ultimate test goal. Seda- 
quil is produced locally by Strong, 
Cobb & Co. 

Dealers were told of the new 
product by announcement pamph- 
lets bearing a dollar bill. Then 
came a two-color leaflet and a 
promotional letter from Radio Sta- 
tion WHK. 

A mystery shopper will visit 
stores asking for “headache re- 
lief” and give prizes to clerks who 
suggest Sedaquil. 


General Electric Boosts 
Hartley, DeLorenzo 

General Electric Co. has ad- 
vanced George M. Hartley from 
sales manager of its chemical ma- 
terials department in Schenectady, 
N.Y., to manager of marketing of 
the metallurgical products depart- 
ment in Detroit. Mr. Hartley suc- 
ceeds J. E. Weldy, recently named 
a marketing consultant for the 
marketing services division, New 
York. 

General Electric also has named 
F. C. DeLorenzo manager of ad- 
vertising and sales promotion for 
the commercial and industrial air 
conditioning department in Bloom- 
| field, N.J. He formerly was super- 
visor of advertising. 


_AM Radio Sales Names Atlass 

AM Radio Sales Co., Chicago, 
has appointed Ralph Atlass Jr. to 
its midwestern staff, effective Oct. 
1. Mr. Atlass has been on the local 
sales staff of WBBM-TV, Chicago. 
|for the past three years. 


If you want industry 
to locate in your 
town, you have to 
"sell" the industrial 
traffic manager; here 
is a $24 a year, 90% 
renewal magazine that 
reaches 96% of U.S. 
industrial traffic 
men =< TRAFFIC ¥ 

Get the facts! 


TRAE EIO 
WoRrRxrD 


515 Madison Ave., N.Y. 
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How well do YOU know 
THE DETROIT MARKET? 


Test yourself. Check your answers to the questions 
below —then continue reading for the correct answers. 


manufacturing 


[| 75% 


[_] News 


Answer to question No. 1 is 
BOTH! Actually, Detroit’s non- 
manufacturing employment is 
slightly ahead of manufacturing 
employment. Even in a high manufactur- 
ing year such as 1955, non-manufacturing 
led by 3%. Detroit today is a diversified 
market, with a total employment of 1,400,000. 


Answer to question No. 2 is 98% of 
Detroit stores’ retail business originates in 
the prosperous, populous 6-county ABC 
retail trading area . . . centered on a 
radius of 50 miles. 


1. What kind of a market is Detroit? 
oe non-manufacturing 


2. What percent of Detroit's retail business originates 
in the 6-county ABC Retail Trading Area? 


[—] 98% 
3. Which newspaper is Detroit’s best buy? 


[_] Times 


[_] Free Press 


Answer to question No. 3 is THE News, 
of course. THE News not only has the 
largest total circulation of all Michigan 
newspapers, but concentrates this circula- 
tion in the 6-county trading area where 
the buyers are. Proof of its productivity 
is the fact that THe News carries as much 
linage as both other Detroit newspapers 
combined. 


What was YOUR score? If you want 
ALL the right answers to your Detroit 
market and media questions, write THE 
News’ Market Research Department. 


The Detroit News 


THE HOME NEWSPAPER 


Largest Circulation of all Michigan Newspapers (ABC 3-31-56) 
Weekday 459,160—Sunday 573,375 


Eastern Office ... 110 €. 42nd St., New York Chicago Office .. . 435 N. Michigan Ave., Tribune Tower, Chicago 
Pacific Office. ... 785 Market St., San Francisco Miami Beach....The Leonard Co., 311 Lincoln Road 
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/.nother true-to-life story about some make-believe characters 


What made 


Wheeler, the dealer, 
shift gears in Chicago? 


er e® 
~S 


-. between us clients, there once was a eee 


i, 


Chicago Tribune advertiser who complained bitterly! RZ 


— 


But if you were in the new car business as he was, maybe you’d complain, too. 


about his $1488 Bargain Special. To small applause. 

‘One morning over coffee at a local eatomat, Wheeler bemoaned his fate 
to a neighboring gedunker named Joe. =O) 
on advertisers for the Chicago Tribune.) ” 


“Cheer up, Henry,”’ said Joe, ‘‘the road you’re traveling is a rough one, 


I’ll admit. But why don’t you let me pull into the Tribune Research Service Station for 
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directions. Maybe the boys there can suggest a way around some of the bumps.” 
So Henry agreed to Joe’s suggestion. 


And here’s the route the Tribune trouble shooters recommended: 57% of the cars sold in 


metropolitan Chicago are middle- or high-priced models Gz —far above the 46% 


figure for the nation as a whole. Therefore, Hank would find much smoother going 
if he traveled Chicago’s super advertising highway and featured his more luxurious models 
—instead of the low road ey with the $1488 Special. 

What’s more, 57% of Chicago’s car-owning families buy their cars 
new—compared to the national average of 50%. So if he shifted his advertising gears and 
stepped on the gas, the road ahead looked good for Henry. oie 4 Eye 

oom 
“By Joe,” shouted Henry, “‘that sounds like a great 


idea. I’ll go to work on that proposition right now.” 


‘*‘And speaking of propositions, Joe,’’ continued Henry, ‘“‘you ought to see our new Super-Duper 


pale pink convertible @* complete with white sidewalls, 


radio and heater.” 
So Joe stopped, looked . . . and listened to it purr as he drove the pastel beauty home. 
Now maybe you sell pale pink camisoles or calculators instead of 
convertibles, but this story has a moral for you, too. If you want to find out the 
red-hot lowdown on the Chicago market, why not call up Joe? (G a\Sy fil 
Nobody knows Chicago like the Tribune. Nothing sells Chicago like the Tribune. 


And Joe’s just the one who can tell you. 


P. S. Joe’s on his own when it comes to all personal purchases, whether or not 


they’re incurred in the line of duty. 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 
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Advertising Age, October 8, 1956 


Cont Board Assume. 1 bud f in- 

Conlresce Doord Hemme suit baton sects ot | Outdoor Drive for 
SMTA UM BOTS | Ssnst Industria Conference "improvement in the bese Frosh Mille Expands 
~ MARKET BOOK AVAILABLE =| RACER erie naan ij in Canadian Market 
tions,” under a financial grant Toronto, Oct. 2—Outdoor post- 


28 PAGES OF VITAL FACTS ON from Newsweek. Data will be 4very-Knodel Names Agency ers, which have been used very 
Avery-Knodel. New York, radio- successfully to sell fresh milk in 


athered and reported on quarter- 
me One MIDWEST’S RICHEST PRARKETS i 4 with the teak ieteneniiind ap-| itv station representative, has ap-| England, parts of the U. S. and 
=e. © wealth of helpful, up-to-the-minute pearing in the Oct. 15 issue Pointed H. B. Humphrey, Alley & other cities in Canada, will soon 
information on the 13-county Fort Wayne mar- of Newsweek. The Conference | Richards, New York and Boston,|/be seen throughout this city to 
ket. It’s a “must” for sales and advertising man- Board’s “Business Record” wil] to handle its advertising, replacing boost milk sales. 
agers planning national or regional campaigns. publish the report later in the Reach, Yates & Mattoon. Milk producers and distributors 
in Ottawa, Hamilton, Guelph, Sar- 


Write P. H. Knapp, Gen'l. Adv. month. 
FORT WAYNE omietniatene nt aii Under the new arrangement, it. Kline to Cargill & Wilson nia, Ingersoll, Woodstock and 
’ » Agen is expected that new data will be| Cargill & Wilson, Richmond, Va.,, 0¥®" Sound currently are en- 
gaged in co-op outdoor programs. 


d f the b: i i ™ 
eveloped to form the basis of a| has appointed Robert H. Kline di | Milk sales have increased notice- 


Che News Sentinel ®. 3He JOURNAL. GAZETTE better index of unfilled capital rector of public relations. Mr. | bi th k th 
. : goods orders and of new orders Kline has been promotion director | co res es a” ets since the 


Represented by Allen-Kiapp Co.—New York—Chicago—Detroit—San Francisco yet to be pl d. Th 

1) placed. e study also of Norfolk Newspapers for the past | 

expects to be able to report on three years. Pepe! Ds nickens aout enti Soe 
posters are designed by C. E. Mar- 
ley Ltd., London. Specific dairies 
'or farm groups are not identified 
on any of the posters. 


s The milk industry's experience 
with poster advertising in south- 
ern Ontario is similar to that in 
Indianapolis and Marion County, 
Ind., where milk has been pro- 
moted through continuous use of 
outdoor signs for 16 years. 

Today, this American market 
enjoys the distinction of being the 
largest consumer of milk in the 
U.S., with a per capita consumption 
45% higher than the national av- 
erage. 

Three years ago, an outdoor 
campaign was started in London 
when whole milk sales were in- 
creasing at only 3% a year against 
a population increase of 5% an- 
nually. Fresh whole milk was 
losing ground and less and less 
milk was being used per capita 
every day. 

London dairymen and farmers 
pooled their advertising funds and 
undertook a heavy outdoor cam- 
paign. Posters, also prepared by 
Marley, were used 12 months a 
year. Today, fresh milk sales are 
increasing faster than the popula- 
tion in London. 


Wamsutta Mills Plans Push 

Wamsutta Mills plans a color 
campaign for its new product, De- 
bucale sheets, starting with the 
October Ladies’ Home Journal, 
plus follow up ads in the same 
publication and in Better Homes 
& Gardens and McCall’s. Alfred J. 
Silberstein-Bert Goldsmith, New 
York, is the agency. 


BACON 


SPECIALIZES 
IN MAGAZINES 


Bacon offers complete clipping 
coverage of magazines. Not just a 
few publications but over 3200 
business, farm and consumer mag- 
azines. The reason is our proven 
technique, developed over 24 years 
of clipping bureau experience: 


GUARANTEED READING LIST 
Our complete list published in 
Bacon’s Publicity Checker. 
Special department checks in 
all magazines and subscriptions 
daily. 

READER'S MANUAL 
Each reader gets cross-indexed 
instruction manual, up-to-date 
for every account, every day. 


NO FARMING OUT 


Channel 8 has the top 33° programs in sp , Each reader trained, works full 
San Diego, the Nation's 19th market** ras) time oping own premises. We 
. é neither buy nor sell clippings to 
23 Network, other bureaus. 
-——T NO QUOTAS 


6 Local, 

4 National S WRATHER.-ALVA : . 
ational Spot ALVAREZ BROADCASTING, INC Edward Petry & Co., Inc Well paid employees take time 

required to provide neat, 


There are more people in San Diego 
watching Channel 8 more than ever before. SA N D | E O Pe ee tg wd 


*June 1956 Nielsen Re For further details on service 
and charges, send for our 


ee America’s more market SACONS CLIPPaNEAU 


343 South’ Dearborn St, Chicago 4, II! 
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When General Outdoor Advertising tells ’°em, you sell ’em. GOA knows how 
to use all the advantages of outdoor for your advantage! 

We reach your audience —folks see your story on the way to buy. We hold 

your audience by telling your story big, giving it color and dynamic simplicity. 

And your message is seen day after day. It’s remembered, it sells! 

And in 1300 GOA markets, you can be sure of effective locations, audited 

j circulation figures, and superior service. 

You can sell more with outdoor. Let us tell you how. Call your local 

GOA office or write us in Chicago. 
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OWN MAGAZINE 


% Can you cultivate all major buying influences in the $41 billion-a-year spending Chem- 
ical Process Industries . . . and still avoid the dollar-dissipation of duplication? The 
answer is yes .. . if you deliberately compact your advertising power in the only two 
publications who pointedly differentiate between the field’s two distinct buying groups 
... Chemical Week, editorially earmarked for management at all levels (administration, 
production, research) . . . Chemical Engineering, slotted exclusively for engineering- 
minded production readers (men responsible for the design, construction, operation, 
maintenance of process plants). No one magazine can walk up both sides of the busy 
CPI street. High editorial selectivity reaps for the advertiser his richest reward in the 
low reader duplication between these two McGraw-Hill leaders . . . only 6.9 percent 
among individual subscribers! A helpful new data sheet gives you a functional break- 
down of both books, plus a duplication analysis. Write for your copy today! 
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The right way 
to look at 
ATLANTIC 


CITY! 


Keep your eye fixed on this figure—$224,813,000— 


Advertising Age, October 8, 1956 


‘People Find Pork More ‘Acceptable’ Than 
They Did in ‘53, Roper Tells Meat Institute 


(Continued from Page 3) 
president of National Tea Co.; Seth 
T. Shaw, vp of Safeway Stores 
Inc.; Donald R. Grimes, president 
|of Independent Grocers’ Alliance, 
| and Scott Detrick, partner in Scot- 
| ty’s Markets. 

Mr. McNamara said National 
| Tea carries extensive lines of na- 


'big chain also believes in its own 
| private labels. National Tea has no 
intention of extending its limited 
line of private labels unless forced 


| way brands are solti in addition to 


the national brands. 


= Panel members offered the fol- 
lowing suggestions to meat pack- 
ers: 

e Packers should do a better job 
in training salesmen to learn the 


| tionally advertised meats, but the | problems of grocers. Packers waste 


thousands of dollars yearly adver- 
tising lean pork cuts when they 
sell fat cuts to grocers. 


e Packers should give serious con- 
sideration to placing correct labels 


that’s Atlantic City’s total retail sales—a significant Ito nd 

y competition, he said. 

gauge of any market. There’s further proof for you — 4 ~ 

of Atlantic City’s stellar importance as New Jersey’s q R = rate of memerie ge rae on Baar a Some Hg tg ” eat 
second metropolitan area. No wonder smart adver- how — manufacturers’ brands | products are not ready to eat. 

tisers are breaking records in this thriving year round ser 3 a ae Mr. hoger e Packers should place more stress 

_— mveSS Ee PUES Cl on telling more ways to prepare 


market of 140,000 people. Fortunately they can be , 
reached by the one paper that really gets into the | nationally advertised products, he| -cats and the nutritional values of 


home, the “Atlantic City Press”! 


- New Jersey’s best 
BIG CITY market! 


' said. 
Nothing succeeds like the Setiuen eithe te ers on| Meat in their advertising and pro- 


Atlantic City Press 


Rolland L. Adams, President; Gallagher-DeLisser, Inc., National Representative 


its own brands and the chain is 
very brand-promotion conscious, 
according to Mr. Shaw. He went 
on to explain, however, that Safe- 


motion campaigns. 


e The entire meat industry should 
tell the public the story of meat 
and how reasonable meat is in an 
era when living costs are so high. 


Buchen Elects Rosberg, 
Tymick, Weisenbach VPs 
Buchen Co., Chicago, has elected 
three vps. They are J. Wesley Ros- 
berg, Henry W. Tymick and 
George Weisenbach. Mr. Rosberg, 
director of research, joined the 
agency in 1946. He formerly had 


644-foot Great Lakes super freighters 


Property pevchaced by Dow Chemical 
are built at Defoe Shipbuilding Company. 


Compony for new ethylene production 
plant. 


Rosberg Tymick Weisenbach 
been with Henri, Hurst & McDon- 
ald. 

Mr. Tymick, an account execu- 
tive, has been with Buchen since 
1936. Mr. Weisenbach, also an ac- 
count executive, joined Buchen in 
1949. Before that, he had been di- 
rector of advertising and merchan- 
dising of Seiberling Rubber Co. 
and general sales manager of 
Deepfreeze, a division of Motor 
Products. 


Grant & Wadsworth Moves 

Grant & Wadsworth, New York 
agency, has moved to larger quar- 
ters at 120 E. 56th St. 


to make Bay City 
a better market for you! 


Ovt of this excavation will grow a $150 
million Consumer's Power steam gen- 
erating plent. 

Nationally-known firms are spending millions in expan- 


sion in Bay City this year. Their growth means growth 
for the already healthy Bay City market. 


You can be guided, in your expenditure of adver- 
tising dollars, by their expenditure of production dollars. 


(OR OR 


Bay City, a busy city of almost 75,000, is the trading 
and distribution center for Northeastern Michigan and 
the Thumb. Wholesale volume amounts to more than and it’s 

$65 million. Annual retail sales are at a rate of $130 now yours 


million plus. for 
2-COLOR 
PRICES! 


Another addition to Chevrolet Motor 
Company's Bay City plant. Payroll, more 
than $1 million per month. 


The quick, sure way to this concentrated market is 
through the Bay City Times.* It’s read, respected and 
resultful. 


* Average net paid circulation, July, 1956—35,902 


The Bay City Times 


Evening and Sunday 
— 14,650,750 lines of advertising in 1955. 


3 million barrels of cement per yeeor 
produced at this Aetna Portland Cement 
Compeny plant in Bay City. 


The Crocker 
Colorform process 
plus new exclusive 
Mirro-Screen plates 
can give you the 
hard-hitting appeal 
" of full color 


advertising and sales 
un material at the price 


SPAPERS nee 


Investigate NOW! 
Write for this free booklet. 


Dept. AA10 
H. S. CROCKER CO., INC. 


for 2 colors. 


BOOTH 


THE BAY CITY TIMES THE KALAMAZOO GAZETTE ° THE FLINT JOURNAL THE GRAND RAPIDS PRESS es San Francisco, 720 Mission Chicago, 350 N.Clark 


Los Angeles, 2030 E.7th NewYork, 23 E. 26th St. 


THE ANN ARBOR NEWS 
Baitmore, 1600 S. Clinton 


THE SAGINAW NEWS JACKSON CITIZEN PATRIOT THE MUSKEGON CHRONICLE 


NATIONA REPRESENTATIVES: A. H. Kuch, 110 E. 42nd St, New York 17, Oxford 7-1280; Sheldon B. Newman, 435 N. Michigan Ave., Chicago 11, 
uperior 74680 Br ce McQuillin, 785 Market St., San Francisco 3, Sutter 1-3401; William Shurtli, 1612 Ford Bidg., Detroit 26, Woodward |-0972 
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HOW TO SELL LOCOMOTIVES BY MAIL 


This happened some time back, but it still makes the point. 


The advertiser: Fairbanks-Morse. The agency: The Buchen 
Company. The problem, and a whopper: interest the railroads in 
a new diesel locomotive—a locomotive that had yet to be built! (The 
competition had one in the works, too, so time was short.) 


We produced a mailing, and—well, we'll say it—it was beautiful. 


But no more so than the results! Within weeks, the new 
Fairbanks-Morse Trainmaster was known to all of railroading. 
Virtually every major road sent inquiries. Three sent orders, from 
the blueprints alone. 


THE BUCHEN Com 


Agency finds direct mail can pay off handsomely if you approach it with a smile instead of a shudder 


The point is, The Buchen Company greets direct mail with 
a willing smile. We like choice air time... enjoy doing big 
print space... but we know the importance of a good direct 
mail job. 


Then there are the other down-to-earth things. Preparing in- 
struction manuals. Staging sales meetings. Setting up trade 
shows. We don’t shudder at such things: we see them as parts of | 
the complete advertising job. 


Our clients are glad we do. Like to know who they are? Drop 
us a line . . . we’ll send you a booklet. 


PANY «© ADVERTISING 


Daily News Building « Telephone: Randolph 6-9305 + Chicago 
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SELL THE $51 BILLION 
MILITARY CONSUMER 
MARKET IN THE U.S.A. 
THROUGH ARMY TIMES 
AIR FORCE TIMES 


NAVY TIMES 
U.S. COAST GUARD MAGAZINE 


Get the full story now. Write, wire or phone our nearest office 


Right here at home—in the U. S. A.—more than 2,000,000 well 
paid members of the U. S. Armed Forces and their dependents 
oe up an annual consumer market of Five and a Third Billion 

ollars. 


Much of their buying is done in Post Exchanges, Commissaries 
and Ship’s Stores. But, whether they buy in these service operated 
outlets, or in civilian stores, their buying decisions are influenced 
by advertising in the Big Three Army Times Weeklies—Army 
Times, Air Force Times and Navy Times—and U. S. Coast Guard 
Magazine. You drive home your message, implant your brand— 
at the lowest milline rate in the military field. Audit Bureau of 
Circulations figures prove that Army Times, Air Force Times and 
Navy Times are read by more officers, enlisted personnel and de- 
pendents than all other military publications combined—by 2 to 1. 


Army Times, Air Force Times and Navy Times are published 
in sectional editions in the United States. You can buy them 
singly, as a group, or in any combination to fit your own particular 
distribution picture. “Coast Guard” does a complete coverage in 
the market it serves. 


for sample copies, rates, market data book, ‘“Timely Facts.” 
ARMY TIMES PUBLISHING CO. 2020 . St., N.W., Washington 6, D.C. 


U.S. OFFICES: Atianta, Chicago, Detroit, Honolulu, 


Los Angeles, New York, Philadelphia, San Francisco 


FOREIGN OFFICES: Frankfurt, London, Poris, Rome, Tokyo 


ARMY TIMES » AIR FORCE TIMES * NAVY TIMES 


THE AMERICAN WEEKEND * 


U.S. COAST GUARD MAGAZINE 


Pasadena Adclub Elects 

Mitchell J. Anthony, retail ad- 
vertising manager of the Pasadena 
Independent Star-News, has been 
elected president of the Advertis- 
ing Club of Pasadena. Other offi- 
cers include Ronald W. Caspers, 
public relations director, Mutual 
Savings & Loan cf Pasadena, Ist 
vp; Virginia Phillis, copy chief, 
John D. Hoel Advertising Agency, 
2nd vp; Veda Walter, Frank Wal- 
ter Associates, secretary, and S. 
Chester Danforth, sales promotion 
manager, Arnold O. Beckman Inc., 
treasurer. 


Lever Advances Eastham 
William K. Eastham has ‘been 
appointed merchandising manager 
of the Pepsodent division of Lever 
Bros. Co., New York. Mr. Eastham 
succeeds Ambrose J. Addis, who 
has been appointed to the new post 
of assistant to the company’s ad- 
vertising vp. Joining Lever in 
1951, Mr. Eastham was formerly 
associate merchandising manager 
of the soap and detergent divisions. 


in a series showing the “little extras” at 
Bertsch & Cooper that make service so extra good 


You put your finest into a 4 color newspaper ad... why not get the 


finest out of it, with R.O. P.4 color mats from B & C! 


They cost no more, but you do get so much more. Our special 


moisture-resistant materials, special precision equipment, and 
specialists in newspaper color reproduction guararjtee it! 


A DIVISION OF AMERICAN TYPESETTING CORPORATION 


1147 West Jackson Blud., Chicago * MOnroe 6-5200 ; 


Largest facilities in America... for complete typographic, 
electrotype, newspaper mat, film positive service 


€ 


Advertising Age, October 8, 1956 


Commerce Dept. 
Sees No Newsprint 
Shortage Ahead 


WASHINGTON, Oct. 2—Depart- 
ment of Commerce experts have 
assured Congress that there will be 
ample. newsprint during the re- 
mainder of 1956 to meet the de- 
mands of advertisers. 

While a heavy volume of adver- 
tising is anticipated during the sec- 
ond half of the year, the forest 
products division of the Commerce 
Department’s business and defense 
services administration reports a 
substantial increase in supplies 
from both domestic and foreign 
producers. 

The latest. estimate of the news- 
print outlook was forwarded to the 
Senate committee on banking and 
currency and was based on actual 
usage information for the first half 
of the year. 

According to the report, 3,404,000 
tons of newsprint were consumed, 
a 6.5% gain over the first Half of 
1955. 

Estimated requirements for the 
full year were said to be 6,850,000 
tons, with a probable supply of 7,- 
005,000 tons—9.2% above 1955. 


s Although this would provide an 
opportunity for publishers to re- 
plenish their seriously depleted in- 
ventories, it would still be some- 
what less than the quantity 
required to bring inventories back 
to the 45-day level which publish- 
ers like to maintain. 

The report said the volume of 
newspaper advertising will not 
only be maintained through the 
next six months but probably will 
increase. 

“The major factors in support of 
this assumption,” it explained, “are 
higher inventories of consumer 
goods and increased consumer pur- 
chasing power. Increased sales ef- 
fort to move inventories and com- 
petition for the consumer’s dollar 
point to increased demand for 
advertising space.” 

Increased U.S. and foreign pro- 
duction contributed to the im- 
proved supply outlook. 


B&B Names Noettling VP 


Frank Noettling has been ap- 
pointed vp in charge of personnel 
at Benton & Bowles, New York. 
Prior to joining B&B, Mr. Noet- 
tling was personnel manager of 
McCann-Erickson for five years. 


BOTH Tulsa and Muskogee. 
* STUDIOS IN BOTH CITIES 

* 316,000 WATTS 

* BILLION DOLLAR MARKET 


Ask Your 
Avery-Knodel 
Representative 


Channel 


Mike Shapiro, Managing Director 
A. (Bud) Biust, Manager 
TULSA BROADCASTING CO. 
Box 9697. Tula. Okla. 
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June 30, 1953—June 30, 1956. 
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SUPERMARKET NEWS 
MOVES AHEAD 


IN GIANT STRIDES 
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Leads all industry publications in paid circulation 


A dynamic publication serving a dynamic industry, 
SUPERMARKET NEWS supplies the decision-making 
executives of the supermarket and retail grocery field 
with a complete and objective report of industry news 
and ideas each week. 


No other publication offers the industry a similar serv- 
ice. Reporters in 31 news bureaus and over 400 corre- 
spondents working under the direction of the New York 
editorial headquarters search out and report weekly 
the news and ideas of the constantly-changing, highly- 
competitive food industry. In the first nine months of 
1956, SUPERMARKET NEWS published more than 14,000 
news and idea stories . .. news that industry executives 
must have in today’s fast-paced market. 


The reader response to this unmatched news service is 
making businesspaper publishing history. Average 
total paid circulation has increased from 18,434 in 
June, 1953, to 42,299 in June, 1956. This is the highest 
paid circulation ever attained by any publication serv- 
ing the supermarket and retail grocery field. 


In making up your 1957 trade media schedules, plan 
to make the industry’s number one choice your number 
one choice, too. Put the industry’s most powerful selling 
force to work for you. In the first nine months of 1956, 
over 150 new advertisers started selling their big-vol- 


ume customers and prospects through the pages of the | 


industry’s only national weekly businesspaper. 


& 4 : 

7 -_Jne 40, 1956 
21,442 42 
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SUPERMARKET NEWS 


A Fairchild Publication 7 E. 12th Street, New York 3, New York 


“Selling Supermarkets Is a Weekly Business.” 
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Over 30,000 tonnage buy- | Times’ Lashes at 


rsreadthisstandard- < oe 
eee << bg ‘Lurid’ (and False) 


‘Movie Advertising 


(Continued from Page 3) 
|fensive only because it presents 
'a homicidal child. There are those 


who have found this outrageous 
and in violation of good taste, but} 
no one can charge the picture, now 
-at the Astor, with rank salacity.” 

Mr. Crowther said the movie is 
said to be “doing business beyond 
the wildest expectations” and that 
“this is believed by pragmatists 
in the industry to be the result of 


yay ¢ 


Ae 
i 


Eouka ie 


9 ae - : = EF the nature of the ads. The cus- 


tomers may be duped by the draw- 
ings and text, these people say, 
but they do come to see the pic- 
ture and ‘They like it anyhow, 
| when they get in.’” 


Mr. Crowther added: “Whom do 


AMERICAN METAL MARKET the people in the business think 


they’re kidding—and for how long 


18 CLIFF ST., N.Y. 38, N.Y. with selling that misrepresents 
Write for new market the product so brashly it is absurd? 
and media file folder |And what sort of reputation do 


IN CANADA ... 


Daily Newspaper Advertising 
Influences ALL Family Buying 


Good newspapers grow even better with age and 


experience — the eight Southam Newspapers range 
, trom 46 years to 112 years serving their individual 
> - 
\~ ial 


- 


communities and Canada. 


YOU GET ACTION WHEN YOU ADVERTISE IN 


THE SOUTHAM NEWSPAPERS 


OTTAWA - HAMILTON - NORTH BAY - WINNIPEG 
Citizen Spectator Nugget Tribune 


CALGARY - MEDICINE HAT - EDMONTON - VANCOUVER 
Herald News Journal Provinee 


UNITED STATES REPRESENTATIVE 


Cresmer & Woodward Inc. (Con. Div.) 
New York, Detroit, Chicago, 
San Francisco, Los Angeles, Atlante 


ANGELO VENEZIAN, assistant to the 
director of advertising since 1947 
and an assistant vp since last Jan. 
1, has been appointed a vp of Mc- 
Graw-Hill Publishing Co., effective 
Jan. 1, 1957. He has been with the 
company since 1929. 


they think they are building for 
the screen, which can only live on 
the strength of the distinction, by 
vulgarizing what is essentially 
clean?” 


® According to the movie critic, 
the advertising for “Lust for Life” 
is “done even more badly.” He 
called it a “truly distinguished mo- 
tion picture” and said the “lust” 
mentioned in the title is for “a 
realization of the beauty of life.” 

“Yet,” he went on, “the ad- 
vertisements have shown drawings 
of an artist trying to rip the clothes 
off a frightened model (which 
never occurs in the film) and the 
text has proclaimed such artless 
nonsense as ‘He didn't kiss—he 
crushed.’”’ 


Albertson to ‘Pacific Business’ 

Ed E. Albertson, former finan- 
cial editor of the San Francisco 
Chronicle and the Call Bulletin 
and for seven years manager of 
Albert Frank-Guenther Law, has 
been named advertising manager 
of the new Pacific Business, week- 
ly newspaper recently launched by 
Ed J. Dooley. The new weekly 
business tabloid produced its first 
issue Sept. 12 with 12 pages of 
northern California business news 
(AA, Sept. 17). 


Smith Adds CC Title 

Paul C. Smith, president and 
chief executive officer of Crowell- 
Collier Publishing Co., New York, 
has been named chairman of the 
board. He will hold all three titles. 


-GLEAM SATIN 
AD BANNERS 
by HOLLYWOOD 


tree idets Sketches... .Muibbijetion 
HOLLYWOOD 
BANNERS © 


’ 12 Eos 32nd Street New York 16 NY, 
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A Report to Advertisers: 


How to puzzle your way out of 


the Mass-Production Paradox 


ee 


CIRCULATION UP 


MASS MARKETING NEEDED, 
YET IT OFTEN CUTS INTO PROFIT 


Mass production demands mass marketing. The huge volume of 
goods leaving our industrial assembly lines must be moved into the 
hands of huge masses of consumers, quickly. Yet the high cost of 
mass marketing frequently makes it difficult for profits to keep pace 
with ever-increasing volume! 


CHANGE THE METHOD OF SELLING? 


It is not necessarily a matter of changing selling methods; mass 
marketing is needed as much as ever. But we must reappraise mar- 
kets in the light of this startling fact: 

Only a small fraction of the American buying public actually goes 
into the market each year for a specific product or service. 

This means that mass marketing must be reinforced by advertising 
that is specifically directed to those markets which have the highest 
concentration of active buying prospects. 


ONE MARKET STANDS OUT 


In terms of concentrated purchasing activity, one group—Young 
Adults—has set a phenomenal record, in the past few years, and 
continues to outgrow and outspend every other mass market in the 
country. 

It was Young Adults who started the tremendous move to the 
suburbs, and set off a whole chain-reaction of changes in the dis- 
tribution of goods throughout the country. And with the growth of 
the suburbs (currently increasing seven times faster than our cities) 
has come a greater dependence on these areas, by U. S. industry, 
for consumption of goods and services. 

For instance, last year,+ this concentrated market purchased: 


3 out of 5 new cars sold 1 out of 2 refrigerators sold 
3 out of 5 TV sets sold 2 out of 3 washing machines sold 
2 out of 3 furniture items sold 


The huge volume of goods purchased by this group, first labeled 
“Young Adults” by Redbook Magazine, is all the more overwhelm- 
ing when related to the size of the market — little more than one- 
fourth the population! But their activity, as the new families, the 
people with the new homes being bought or built in new commu- 
nities, should unquestionably be considered by any business man 
looking for concentration. 


YOUNG ADULTS ARE NO PARADOX 


There is no contradiction in their growth or behavior. These are 
the young families who naturally need more goods and services— 
and the larger this group becomes, the larger becomes the volume 
of their spending. (In 1961, there will be 35% more people reach- 
ing the age of 18 than there were in 1951!) This is a growing market 
—and, fortunately, a market which can be reached through advertis- 
ing on an economical, sound basis. 
165 
INDEX — NUMBER OF PERSONS 
REACHING 18 YEARS 
OF AGE IN 1951 = 100 
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Advertising Age 


Redbook 


The Magazine that sells Young Adults 
... the New Station Wagon Set P | 
AGAIN: 2,288,170*%...NEWSSTAND SALES UP: 951,798% orsc.ss: su monn, iss 


THEY HAVE THEIR OWN MAGAZINE 


Of all the mass magazines published every month in America, only 
one has dedicated itself to Young Adults. And, consequently, only 
one can point to such growth, such importance in this chosen market. 
Redbook’s circulation is now 2,288,170*, an all-time six-month 
high. Each of the first six months of this year established a new cir- 
culation record for that month. Each of the last seventeen quarters 
showed a circulation increase over the previous year’s period. And, 
more and more Young Adults put down their 35¢ for a copy of 
Redbook at the newsstands, although many major mass magazines 
show definite down-trends in newsstand sales. 


1,950,000 
1951 52 53 54 55 


INCOME 21% ABOVE NATIONAL MEDIAN 


More than half of Redbook’s reader-families have annual incomes 
above $5,000, with a median income 219% above the national me- 
dian. Some other interesting facts about these families: 


@ 62% own their own homes. 


@ 88.1% own automobiles (Young Adults own 65% more 
station wagons than the national average) 


While hardly a complete picture, the facts shown here indicate the 
importance of the Young Adult market in today’s mass-marketing 
picture. And they point the way out of the puzzle which is restricting 
profit in the face of increased volume. 


\ 
\ 


ADVERTISERS “DISCOVER” 
YOUNG ADULTS SOLUTION 


There are definite signs that more and more advertisers are begin- 
ning to question their advertising, in the light of this volume-profit 
problem brought about by the high cost of mass marketing. For ex- 
ample, thirty-eight new display advertisers placed schedules with 
Redbook during the first half of this year. And during this period, 
advertising linage showed a 14.8% gain over the first half of last year! 

More than likely you are constantly studying your schedules, to 
see whether you are actually reaching the markets that will move 
your goods. Today, these markets must show a high concentration 


_ of active buying prospects—the kind of concentration Young Adults 


offer. For the facts on how this market can help you, contact 
Redbook, 230 Park Avenue, New York 17, N. Y., 


MUrray Hill 6-4600. . 


+ Based on Federal Reserve Bulletin 5/55 — 
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One-Nun Project Grows. Building a combined convent 
and retreat house herself, Sister Teresa says of a 1954 LIFE 
article on her efforts: “Contributions and letters came 
from all over. People from distant parts now plan to make 
retreats here. What began as a local prayer center is 
becoming a national sanctuary.” 


E Mae 
Lepidopterist Goes International. Subject of a 1954 
LIFE article, Mr. C. A. Anderson says: **When LIFE re- 
ported my hobby of tracing the migrations of Monarch 
Butterflies, the results were remarkable, and my hobby 
broadened; there are now 1,000 cooperators in the U.S. 
and other parts of the world.” 


o*e\- 


Teacher's FE cover girl Nell 
Owen, voted “Prettiest Teacher in the U.S.,” says:“Friends 
wrote, called and wired congratulations after seeing me in 
LIFE. Most gratifying result was the many fine opportu- 
nities that arose for me to work and speak on behalf of 
the advancement of teachers.” 


What happens when LIFE hits 


(AND KEEPS HAPPENING) 


es things happen, and keep on happening. That’s the 
power of LIFE. Its impact is a continuous force . . . felt clear 
across the country, each and every week. 


To demonstrate, look what happens in Dallas. 

Focal point of the great Southwest, “Big D” remains the city that 
never stands still. Since 1950, when LIFE last reported on its influence 
here, Dallas has continued to drive upward and onward. 


Its skyline shines with spanking new buildings. Banks, universities, 


hotels, civic projects . .. new structures sprout proudly on every side. 
The economy flourishes on many fronts. Oil, cotton, banking, insur- 
ance, fashion and graphic arts . . . Dallas is blessed with a diversity of 
expanding riches. For its growing thousands of residents, Dallas is a 
vibrant center of vast and varied opportunity. It is “Big D”...a 
dynamo of a city that booms bigger every day. 

And LIFE keeps pace with Dallas progress. For in Dallas, as in other 
cities, LIFE reaches 3 out of 5 households in the course of 13 issues. 
LIFE is an important part of the local scene, and regularly plays an 
influential role in Dallas lives. 


Museum Swiftly Put on Map. LIFE 
(1949) showed how mechanical mar- 
vels (such as the “Transparent Man” 
at right) at the Dallas Health Museum 
explain the facts of life. Director Mrs. 
M. Hays says: “LIFE put us on the map 
by bringing us attention that usually 
takes years to gain. Now, seven years 
later, we still get inquiries and visitors 
from around the world . . . because, 
they say, ‘We saw you in LIFE.’” 


For example, take these follow-up stories of some of the Dallas 
-esidents who have appeared in LIFE articles. They are typical of 
LIFE’s effect on people—wherever they are. They show what happens 
—and keeps on happening—to the individuals,’ businesses and products 
that are dramatically presented in the pages of LIFE. 


GEA 9 Rockefeller Plaza, New York 20, N. Y. 


Party Idea Catches On. LiFE_(1952) showed how young 


Stewardess Applications Increase. LIFE’s 1954 story 
about American Airline stewardesses showed them in their 
apartment house pool. Regional Personnel Director R. E. 
Blanton writes: “Following the LIFE article, there was an 
immediate increase in stewardess applications. It was a 
dramatic demonstration of LIFE’s power to persuade.” 


Family Gains Fame. When Joe Gordon gave his wife a 
weekend off and took on chores and four kids, LIFE pic- 
tured his plight. Joe says, “The story sparked a roaring 
lot of fun for us. The local newsstand had to reorder; 
Army pals in Germany wrote to rib me; we heard from 
the most unexpected places and people.” 


guests came to Betsy Bingman’s“‘Little Ladies Party” dressed 
in their mothers’ clothes. Mrs. Bingman says: “‘Questions 
about the party came from everywhere for many weeks, 
and Houston and Louisville papers ran stories on other 
parties given as a result of seeing ours in LIFE.” 
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Shoppers Hunt Furs and Tigers. When LIFE ran a pic- 
ture of Neiman-Marcus sable, mink and ermine, people 
came from all over to buy the furs. Adds Pres. Stanley 
Marcus: “A picture of an enormous stuffed tiger festooned 
with a million dollars’ worth of jewels didn’t sell that many 
diamonds — but did sell a lot of tigers!” 


- War Widow Speaks for Heart of Nation. 
Dissénting from a 1951 LIFE editorial 
(“What's The Use Of Korea?”’), Katharine 
Tabor, young Korean war widow (now Mrs. 
Fred Holmquist), wrote her eloquent ex- 
planation of why men fought and died to 
win in Korea, LIFE devoted an editorial page 
to her letter. She says: ‘The response was 
like a great deal of love flowing to me from 2h 
people everywhere: a Marine General, the :. 
Korean U. N. Observer, a Free Chinese legis- i 
lator, soldiers in Korea . . . hundreds of let- 2 


ters poured in. Some said, ‘You have spoken ty 
the heart of the nation’. . . others ‘The fact i 
that your letter was published in LIFE has 


strengthened my faith in the American way.’ 
I felt it was, indeed, a wonderful thing that 
through LIFE the words of a widow in Dallas 
could be read all over the world.” 


pa | 


Bank Shows Off Balcony. F. F. Fiorence, President, 
Republic National Bank, shown in the Directors’ Room, 3 
says of a 1955 LIFE article: “It created a great stir in Texas. 
Visitors from abroad and all over the U.S. remember LIFE’s 
color pictures of our gold-leafed balcony . . . and that’s . 
one of the first things they ask to see!” bri 
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This Week in Washington... 


After 3 Years, Tait Decides on FTC 


By Stanley E. Cohen morning AA was told that “Tait” 
Washington Editor was correct, and that the error 
Wasnineton, Oct. 4—Edward T.! probably arose because no written 
Tait, who replaces Lowell Mason notice of the appointment was is- 
on the Federal Trade Commission, | syed. ) 
could have had a top FTC admin- . . * 


istrative post three years ago. Invokes Higher Wool Tax: In a 


After barnsto g as one of the ts woo 
young lawyers on the Eisenhower | ”°”° to curb im of on 


and worsted fabrics during the re- 
mainder of 1956, President Eisen- 
hower has invoked the Geneva 
Wool Fabric Reservation, provid- 
ing higher import duties on wool- 
ens when imports in any single 
year exceed 5% of annual U.S. 
| production for the preceding three 
years, 

The higher duty applies only on 
imports in excess of 3,500,000 lbs., 
and only for the remainder of 1956, 
with lower tariffs automatically 
| restored for the new calendar year. 


The President has also recorded 
his concern about imports of dates 
and figs. He has asked the tariff 
commission to determine whether 
current imports are upsetting pro- 
grams for orderly marketing of do- 
mestic dates and figs. 


* * e 
Some Wires Tax Exempt: Inter- 
nal Revenue Service says wires 
which are leased to carry news for 
dissemination via an electric sign 
are tax-free, under the special 
news exemption which Congress 


Advertising Age, October 8, 1956 


added to the Communications Tax 
Excise Law. 

The exemption is lost if the 
news is interspersed with adver- 
tising, Internal Revenue Service 
warns. “On the other hand, the 
exemption would not be defeated 
by the proximity to the news sign 
of an electric advertising sign or 
legend, if the latter is activated 
otherwise than by the leased-wire 
current.” 


* ° * 
Agriculture has Supermart Data: 


campaign train in 1952, he had a 
choice of jobs. Former FTC Chair- 
man Edward F. Howrey offered to 
bring him into FTC. Instead, he 
picked a similar spot at the Secu- 
rities and Exchange Commission. 

From a top administrative post 
at SEC he subsequently moved to 
the White House, as assistant to 
Sherman Adams. 

While there has been some con- 
fusion about it, the White House 
says he can take office at FTC any 
time he wishes. In the past, FTC 
commissioners served until their 
successors were confirmed by the 
Senate. 

Current interpretations of the 
law by White House lawyers hold 
that Mr. Tait “qualifies” when he 
takes the oath of office under an 
interim appointment. 

(Most news stories reporting Mr. 
Tait’s appointment to FTC have 
spelled his name “Tate.” in check- 


ing with the White House this 
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- 1S FOR AUDIT 


PLUS Olt & TIRE CO. 
EXECUTIVES 


Your KEY Publication for 
Advertising Efficiency 


By every om mage of effective gt 
lation, readership 

wie TIRE AND TBA REVIEW & che 
dominating publication for TBA ontes 


NEW YORK—Joy Burtis 

21 Ww. 26m St, baurray Hill 4-6194 
CHICAGO—Arthur J. Kelly 

1400 W. Devan, Rogers Pork 4.1700 


The Audit Bureau of Circulations audit 
of a magazine is a standard measure- 
ment, verified by a standard, impartial 
method of checking. 

The reports of semi-annual audits of 
the entire subscription list are published 
in ABC statements which tell you how 
many people subscribed, what they do, 
where they are, how much they paid, 
how subscriptions were obtained . . . and 


a score of other important facts to help 
the advertiser make intelligent media 
decisions. 

The ABC audits PAID magazines . . . 
whose circulations can only be built and 
maintained by people who want the serv- 
ice, and whose subscribers constitute a 
self-selected, interested and editorially 
conditioned audience that is responsive 
to intelligently planned advertising. 


People do not read business magazines 
for entertainment, but for news of their 
industry, and for ideas to help them 
with their jobs. 

Before a prospective subscriber sends 
in his check (or asks his company to send 
in its check) he must be convinced that 
the publication will provide the type of 
reading he feels he needs. 

The acceptance of a subscription es- 
tablishes a contractual relationship be- 
tween the reader and the publisher. Be- 
cause the reader shares the cost of pub- 


lishing, the publisher must Yee that he 


- 1S FOR BUSINESS PUBLICATIONS 


gets the magazine for the life of the 
subscription, and the editors must main- 
tain the interest of the reader. 

Without reader interest, the publisher 
of a paid-for magazine can’t get circula- 
tion. Without circulation he can’t get 
advertising . , . and without advertising 
he goes out of business. 

Conversely, new subscriptions and re- 
newals are an indication that a publica- 
tion is wanted by readers. Evidenced by 
cash-in-advance subscriptions, such 
reader interest makes the magazine an 
excellent advertising medium. 
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Advertising Age, October 8, 1956 


Want to know how to run a suc- 
cessful supermarket chain? For the 
government’s best advice ask the 
Department of Agriculture. 
Normally you might expect the 
Department of Commerce to be 
the authority on this sort of thing, 
but the truth of the matter is that 
the Department of Commerce’s 
skimpy budget makes no provision 
for much original research. 
Agriculture Department, on the 
other hand, is loaded with funds. 
Since it is supposed to find ways 


of reducing distribution costs, and 
expanding the market for farm 
products, Agriculture Marketing 
Service set out to find ways of 
improving the management of su- 
permarkets. Managerial techniques 
were tested in 28 different stores. 

The results are available free 
from office of information, De- 
partment of Agriculture, Washing- 
ton 25, D. C., simply by writing for 
“Improving the Effectiveness of 
Supermarket Managers,” market- 
ing research report No. 125. 


It says managers’ compliance 
with company directives can be 
increased by 50 to 79% by provid- 
ing a weekly summary of direc- 
tives in the form of a checklist of 
specific actions managers are re- 
quired to do. It also gives helpful 
hints on conduct of meetings with 
department managers, and im- 
proved procedures for making gen- 
eral inspections of stores. 


McKesson Sets Gift Catalog 
McKesson & Robbins’ 1956 


Christmas promotion for retail 
druggists, called “Santa’s Hit Pa- 
rade of Season’s Best Values,” will 
be built around 28 nationally ad- 
vertised lines presented in a 16- 
page consumer tabloid, “Your 
Drugstore Shoppers Guide.” Plans 
call for distributing between 5,- 
000,000 and 10,000,000 copies direct 
to prospective buyers and through 
more than 6,000 retail stores. As 
in previous years, the Shoppers 
Guide will feature a prize contest 
for consumers. 


OF PAID CIRCULATION 


Circulation value is not merely a ques- 
tion of quantity, but of quality. 

The surest way to reduce waste circu- 
lation in a business publication is to ask 
readers to pay for the magazine and 
eliminate those who won't. That is what 
audited, paid publications must do if 
they are to stay in business. 

When paid subscriptions come up for 
renewal, “dead” names are automatically 
purged from an ABC publication list . . . 
not merely those who aren't there any 
more, but those who are no longer inter- 


- 1S FOR CIRCULATION COVERAGE 


ested in the publication. The ABC pub- 
lisher cuts them off his list. He Aas to, for 


arrears show up on an ABC audit. 


In the very act of renewal, subscribers 
record any changes in title, addresses 
or occupancy of position. This provides 
a continual, systematic and automatic 


check on the entire subscription list. 


This paid-subscription form of opera- 


tion insures valid, vital circulation . 


and assures the advertiser that in a paid- 
circulation publication the reader is al- 


ways the boss. 


. 


OCTOBER IS ABC MONTH 


This month marks the 42nd anniversary of the Audit Bureau of 
Circulations . . . a voluntary, non-profit, cooperative association 


of over 3,600 advertisers—advertising agencies—and publishers 
of newspapers, general magazines and business publications. 

We of McGraw-Hill want to take this opportunity of congratu- 
lating the ABC for having performed its function so consistently a 
and conscientiously that the ABC emblem has become a hallmark 
of honest circulation standards, advertising value and reader 


approval. 


We are proud of the fact that 34 McGraw-Hill Business Pub- 
lications have earned the right to display the symbol of member- 


ship in the ABC. 


# 


McGRAW-HILL PUBLISHING COMPANY, INC. 


OVER A MILLION MEN 


330 WEST 42nd STREET, NEW YORK 36, N, Y. 


IN BUSINESS AND 


@ 


INDUSTRY 


PAY TO READ McGRAW-HILL BUSINESS PUBLICATIONS 


fe) 


Surat 
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|Famiiy Search Names Director 


All-American Family Inc., Mi- 
ami Beach, a corporation conduct- 
ing an annua! search for the “All- 
American Family” of the year, has 
appointed George W. Smith, for- 
merly with Philharmonic Radio & 
Television Inc., promotion direc- 
tor. He will make his office in the 
New York headquarters. After a 
search conducted nationally by the 
“Book of Knowledge” and the 
Boys’ Clubs of America in coop- 
eration with leading industries, the 
family of the year will be chosen 
from 48 state-selected candidates 
on June 1, 1957, in Miami Beach. 


‘Mail Order Strategy’ Out 

A compilation of interviews with 
22 mail order experts held in 
past years by Lewis Kleid has 
been put together into a book by 
Mr. Kleid and published under 
the title of “Mail Order Strategy” 
by the Reporter of Direct Mail 
Advertising. Many of the inter- 
views originally appeared in the 
Reporter of Direct Mail. 


What About 
Selling Abroad? 


There are No 
CURE-ALLS . . . 


Do you remember when the Inter- 
national Monetary Fund was tovted 
as ending our export problems? Or 


the hub-bub about the recommenda- - 


tions of the Randall Commission? 
We could name many other plans 
which were supposed to make the 
world a better place in which to 
export. 


but the practical exporter 


knows that the process of freeing in- 
ternational trade from artificial re- 
strictions is a difficult one/ Progress 
is slow. Gains are measured in years. 

Trade goes on despite the talk 
about it. Trade between nations goes 
on despite restrictions. 


That is why the : 
buyers guide issue of 


AMERICAN EXPORTER 


(the only complete export directory) 
makes a hit with the overseas im- 
porter and distributor. It’s a practical 
magazine aimed ai 35,000 hard-bitten 
overseas representatives, distributors 
and dealers who want to handle 
American lines. 


The 1957 edition of our January 
issue will have a 64-page buyers 
guide with over 600 classifications of 
our 1,400 regular advertisers. 8,400 
separate listings. 

WHY NOT JOIN THEM? 
© All advertisers are listed. 
© Editions in English and Spanish. 

(our 78th year) 
© Closing date for advertising is 

November 20, 1956. 


386 Fourth Ave., New York 16, N.Y. 
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You’ve heard about 
the birth of NTA- 
’s dynamic new network- 


s =~ but you may be asking... 


[that no other TV network has? } 
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been born. 


national advertiser. 


108 Stations Covering 82% of 

U.S. TV Homes. They offer ac- 

e cess to the nation’s top markets 

...where 38,173,100 families live...in 

30,968,400 TV homes...with about 214 

billion dollars in buying power. To say 

the least, it’s a vast market, with vast 

sales opportunities for the national 
advertiser. 


With the Widest Flexibility in 
Scheduling Known to Net- 
@ work TV. No costly “must- 


3 


buys.” Buy what you want...when you 


want...where you want it. One con- 
tract for everything—time and pro- 
gram. No worry about time differen- 
tials. You get the prestige of network 
plus the flexibility of spot. 


Unuess you’ve been away, in a cave, or underwater, doubt- 
less word has reached you that the NTA Film Network has 


In that case, you probably know that TV’s dynamic new 
network is presenting a whopping new marketplace to the 


But you may need filling in on what the NTA Film 
Network uniquely offers to advertisers and their agencies. 
Rather than keep you in the dark, here’s what: 


At a Fantastically Low Cost. 

Per Thousand. To those ap- 

@ palled by the high cost of TV 
advertising, the NTA Film Network 
offers enormous audiences at a re- 
markably low cost per thousand. 
Thanks to top talent at a fraction of 


the cost of the average TV show, and 
no staggering coaxial cable costs. 


And Guaranteed Clearance of 
Time and Programming. No 
more waiting for station clear- 
ances. You can get availabilities now 

.. without standing in line. Whatever 
your TV situation, make it better with 
the powerhouse programming of the 
NTA Film Network—the Four Dimen- 
sion TV Network! 


4. 


For the full story phone, wire, or write: 


be} ~ 


A Subsidiary of National Telefilm Associates, Inc. 
60 West 55th Street, New York 19, N. Y. » Phone PLaza 7-2100 
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If you think 
you have 
the best, 


show it by 
the best 


Skilled operators of the imported Klimsch Camera 


In presenting your product, illustration and 
sales message to customers rarin’ to buy, the power 
and purchase appeal of fine photoengraving 
reproduction and relief printing has yet to be matched. 
But even the best of printers, publication or otherwise, 
can do little to improve on poor engraving material. It 
is expensive folly to print on invaluable white 
space with anything but completely trouble free plates 
whether they be color or black and white. 
Hutchings & Melville instill a feeling of security 
in their customers by making engravings that 
SELL AT THE POINT OF IMPRESSION. 


Hutchings & Melville, Inc. 
4043 N. Ravenswood Ave., Chicago 13, Illinois 
Phone: EAstgate 7-9220 


4 Color Proofing Presses 


Stamps Needn’t Hike 
Cost to Consumer, 
Marketers Are Told 


Wasuincton, Oct. 2—“Trading 
stamps are sound, but have distinct 
limitations. They are no universal 
panacea for troublesome competi- 
tive situations,” Dr. Albert Har- 
ing, Indiana University professor 
of marketing, told the local chapter 
of the American Marketing Assn. 
here a week ago. 

“Careful study of trading stamps 
during the last decade,” he said, 
“reminds one somewhat of adver- 
tising as it was practiced several 
years ago, or of instalment credit 
during the 1930s. 

“Skepticism, criticism and oppo- 
sition were followed by a convic- 
tion that the particular technique 
could solve all marketing prob- 
lems, and finally there came a rec- 
ognition of the basic merit of the 
business tool and its limitations.” 


= Dr. Haring observed that “to/® 
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Springing up at 


the rate of 
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The Salt Lake Intermountain Market 


... with it’s 1% million prosperous prospects, 
is the treasure chest of the West. Every day, new 
wealth is poured into its coffers as new industry 
mushrooms up at the rate of $5,000,000 a 
month. Payrolls are growing, too... Now 
up to ¥% billion dollars annually ... as 
over $300,000,000 in new building con- 
"penection and industrial expansion was com- 
pleted last year. This one big, unified market is 
stocked and sold from Salt Lake City. YOU 


can reach it.. 


. and sell it.. 


. COMPLETELY 


. with Salt Lake’s two great metropolitan 


newspapers. 


Your prospects are best in the Growing West! 


2 DESERET NEWS ano 
Sault Lake Felegram (EVENING) 


COLOR IM MEWSPAPER ADS ADDS EXTRA SALES 


Represented Nationally by: MOLONEY, REGAN & SCHMITT, INC., Metropolitan Sunday Newspapers 


Advertising Age, October 8, 1956 


some unknown degree, the terrific 
expansion of trading stamps has 
been unsound and uneconomic”; 
but, he added, “the core of this 
growth gives every indication of 
being strong, sound and virile.” 

Two years of research on trading 
stamps has been conducted at In- 
diana University under Dr. Har- 
ing’s supervision. Further study is 
being given now to what effect, if 
any, trading stamps may have on 
prices. 

Studies to date, Dr. Haring said, 
indicate that “disregarding the val- 
ue of premiums secured through 
redemptions, increased sales vol- 
ume may permit absorption of 
stamp costs without affecting con- 
sumer prices. Numerous situations 
of this sort have been found. 

“In other cases,” he said, “stamps 
appear to have increased costs as 
a percentage of sales, even up to 
the total cost of the stamps. Where 
properly used,” he said, “little 
change in consumer prices has 
been apparent. 


“As an offset against some 
price increases,” Dr. Haring said, 
“the consumer secures premiums 
through redemption of stamps. 
Such redemptions,” he said, “are 
at the rate of about 95% so far as 
the best-known stamp companies 
are concerned. More research is 
needed,” he said, “and is already 
under way. 

“Enough is known, however, to 
warrant a broad generalization. 


| With respect to the major stamps 


(and only the major stamps), ex- 
amination of their price schedules 
to retailers and their premium cat- 
alogs indicates that the consumer 
receives $65 to $100 of sound val- 
ue for every $100 the retailer pays 
the stamp company. 

“Under these circumstances,” Dr. 
Haring said, “the maximum eco- 
nomie cost to the consumer would 
be the difference between stamp 
cost and premium value. If stamps 
cost the retailer 3% of sales vol- 
ume or prices charged, and pre- 
mium values are two-thirds or bet- 
ter of this amount, the consumer 
would have an economic loss of 
1%—if retailers raised prices 3%. 
Even isolated instances of such a 
price rise because of stamps ap- 
pear to be rare.” 


Topics Names 2 Field Men 

Topics Publishing Co., New 
York, has appointed Lawrence A. 
Martin and Bernard Fisher field 
sales managers for Drug Trade 
News. Mr. Martin has spent his 
entire working career with the 
company; Mr. Fisher was formerly 
with Henry Interdoneti Inc., phar- 
maceutical broker. 


Keeshan, Alter Named VPs 
John W. Keeshan and Samuel 
A. Alter have been named vps of 
Kenyon & Eckhardt, New York. 
Mr. Keeshan has been an account 


|executive for five years. Mr. Alter 


joined the agency this year from 
Biow Co., where he was vp and an 
account supervisor. 


Test and 
know the 


market... 


Panel of 2,000 
Pittsburgh families available for:, 
© Promotion Penetration Studies 
© Blind Product Tests 
© Opinion Surveys 


Market Survey Bureau 


2 GATEWAY CENTER, PITTS®URGH 22, Pa. 
Court 1-0220 
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Another PB first! 2 
To further improve the famed “Specs” File and 


its service to builders and advertisers, PRACTICAL 
BuILpER will publish this original, most popular 
and most used reference file as a separate edition 
in 1957—apart from the twelve regular monthly 
issues of PB. 

Now-—as a distinct unit, published earlier in 

the year—and with its advertising pages devoted 
exclusively to catalog type copy, the “Specs’”’ 
File will deliver to builders what they’ve long 
demanded: a ¢ell-all building product and 
equipment reference, backed with complete 
design and specification details. The only thing 
of its kind in the building industry ! 


PRACTICAL BUILDER DATA 
AND SPECIFICATIONS FILE 


5 South Wabash Avenue - Chicago 3, Illinois 


©Industrial Publications, Inc. Also publishers of Building Supply 
News and other leading building industry magazines. 


( 
A better buying tool for builders. 


may: 


oe 


e 


———) Exclusive “catalog type” copy requirement 
insures a better buying tool for builders—a better 
selling tool for you. 

—) Greater use than any reference book assured — 


because it gives the builder what he has always 
asked for. 


——}) New editorial features add up to the greatest 
compilation of basic construction data ever 
assembled for builders. 


——) Asa separate issue, the “Specs” File will be 
published earlier in Spring to make your product 
data available to the builder during his peak 
planning season. 

——} Reaches the largest builder audience and the 
biggest builder buying power at the lowest 
cost— lower, even, than the most inexpensive 
direct mail piece. 
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Ad Industry Joins 
in Drive to Promote 
Peace in the World | 


WasnincTon, Oct, 2—An ambi- | 


USIA realizes there has been so 
much official propaganda distrib- 
uted by all nations in recent years 


|that everything that carries of- 
|ficial sponsorship is discounted 


by many people. 
As a result of the meeting, the 


Committee members said the 
program should uti! :ze institutional 
advertising in overseas media. In 
addition, they said it would draw 


}on such media as: Letter writing, 


newsletters, inserts in overseas) 
mail, and samples of American) 


cations; Fred G. Beseler, president, 
Outdoor Advertising Assn. _of 
America; Elon G. Borton, presi- 
dent, Advertising Federation of 


America; Frank Braucher, presi-| 


dent, Magazine Advertising Bu- 
reau; Allen B. Chalfant, managing 


tious program for advertising in-| group promised to organize a “citi- products to be handed out at trade |director, National Assn. of Trans- 
dustry participation in the govern-| zen corps of specialists” to join | fairs. 


ment’s new “people to people” 
friendship program was sketched 
here last week as 14 leaders in the 
industry met to form an advertis- | 
ing organizations committee allied 
to the “people-to-people peed 
ship.” 

The meeting “was called by | 
Theodore S. Repplier, president of | 
the Advertising Council, who was | 
among the group of prominent in- | 
dividuals from all phases of Amer- | 
ican life invited to a White House, 
conference launching the program 
on Sept. 11. 

Government officials who par- 
ticipated in the meeting explained 
that the people-to-people effort is 
visualized as a non-government 
operation, completely apart from 
the official activities of the U.S. 
Information Agency. USIA Chief 
Theodore Streibert explained the 
purpose of the program is to pro- 
mote peace by encouraging better 
understanding among individual 
citizens of various nations. He said 


TELEPU dy 


i LEADS. 
in. Shreveport 


LEADS IN 54% of rated quarter 
hours from 5:00 P.M. to 10:00 
P.M. Sundays and 6:30 P.M. to 
10:00 P.M. Monday through 
Friday. 

LEADS IN 65% of the rated 
quarter hours from Noon to 
5:00 P.M. Monday through 
Friday. 

LEADS IN 67% of the rated 
quarter hours from 1:00 P.M. 
to 6:30 P.M. Sundays. 

LEADS IN 57% of the rated 
quarter hours from 6:30 P.M. 
to 10:00 P.M. Mondays, Wed- 
nesdays and Fridays. 

LEADS IN 72% of the rated 
quarter hours from 6:30 P.M. 
to 10:00 P.M. Thursdays. 


KTBS: 


CHANNEL 


wholeheartedly in the effort “to | 
inten- | 


make America’s peaceful 


In attendance, in addition to Mr. | 


Repplier, were: Henry E. Abt, | 


| portation Advertising. 
Also, Keith Evans, national pub-— 


|'Robert N. Sample, 
‘the Advertising Assn. of the West. 


Advertising Age, October 8, 1956 


|Point of Purchase Advertising In- 


stitute; George E. Kendall, presi- 
dent, International Advertising 
Assn.; George V. Rumage, manag- 
ing director, Direct Mail Advertis- 
ing Assn.; Paul B. West, president, 
Assn. of National Advertisers, and 
representing 


lic service committee chairman, | Spinning Agency Moves 


tions and our democratic ideals president, Brand Names Founda- NIAA; Clifford Fitzgerald, presi- 


understood and to work for a true 
partnership with other peoples.” 


tion; William K. Beard Jr., pres- 
ident, Associated Business Publi- 


dent, 


Rolfe C. Spinning Inc., Detroit 


Dancer-Fitzgerald-Sample; agency, has moved to new offices 


Donald S. Hutchinson, president,| on Woodward Ave. at 14 Mile Rd. 
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..- get results in the fast-growing food chains............+.+eeseeeeeeeesve! 


Shoprite Foods, Inc. 
Webb's City 

White Stores, Inc. 
Worth Food Markets 
Wyatt Food Stores 


Weis Markets, Inc. Handy Andy Community Stores, 
Western Grocers Inc. 

Henke & Pillot. Inc. 

Hill Grocery Co. 

H. G. Hill Stores 

Hom-Ond Food Stores 

Home Owned Black & White 


Thorofare Markets, Inc. 

J. E. Kelley Food Stores 
King Kullen Groc. Co. 
Loblaw Grocetarias Co. Ltd. 
Loblaw, Inc. 

Market Basket Stores 


NORTHEAST 


Almacs, Inc. 

Beaver Cash Markets 
By Rite Markets, Inc 
Daitch-Shopwell, Inc. 


SHREVEPORT 
LOUISIANA 


SOUTHERN 


B & B Cash Grocery Stores 
CENTRAL 


E. Newton Wray, President and Gen. Mgr. 
NBC end ABC 


Elm Farm Foods Co. 
Food Fair Stores. Inc. 
Pulton Markets 

D. Genetti's Sons, Inc 


Popular Markets, Inc. 
Riverside Markets 
Schaffer Stores Co. 
Star Markets 
Steinberg’s, Ltd. 


E. Biel Grocery Co 
Brookshire's Food Stores 


Stores. Inc 


Albers Super Markets 


Checker Front Stores, Inc 
Colonia! Stores, Inc. 
Davis & Humphries, Inc. 


Liberty Cash Grocers 
McCartt Super Markets 
Parker's Food Stores 


Benner Tea Co. 
Daniel Grocer Co. 
J. 8. Dillon & Sons Stores, Inc. 


Represented by 
Edward Petry & Co., Inc. 


NEW YORK « CHICAGO @ ATLANTA @ DETROIT 
LOS ANGELES @ SAN FRANCISCO © ST LOU 


Eberhard Foods, Inc 
Eagle United, Inc. 
Economy Food Centers, Inc. 


Giant Eagle Supermarkets 
Giant Food Shopping Centers 
Giant Markets 

Gristede Brothers, Inc 


Piggly Wiggly Charleston 
Publix Super Markets, Inc. 
Setzer’s Super Markets 


Delchamps, Inc. 
Food Mart. Inc. 
Autry Greer & Sons 


Stop & Shop. Inc. 
Super-Valu Stores 
United Public Markets, Inc. 
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Advertising Age, October 8, 1956 
Plan New TV Film Series ,ard Luber is the producer; Ed-} 7.77 the l ith ij ’ 

f eer ; - " largest colored sheet produced along with improved methods of 

. vag Film Syndication, New ward Sutherland, the director. The | Plasti Line Offer s is 67”x102". P peter So-seca tet oe eno oC 
ork, has scheduled a new tv film series will be available for sale) Neyr Plastic Sheet Ralph P. Brooks, v : i 

; | % , vp of Plasti-; V.L. Brophy, manager of mar- 
adveriuse ovties beeets upon actuai| about Feb. 1. | Line, holding its sixth annual sign| keting development, Sinclair Re- be 
— — written by members| for Outdoor Ad Use | clinic here, said that “much pro-|fining Co., New York, disclosed Se: 
. e Overseas Press Club. Each| Holds Art Exhibition | gress has been made in producing|that Sinclair is holding market : 

alf-hour film will be based upon; The eighth annual advertising) KNOXVILLE, TENN. Oct. 2—Of-! large trademarks in one piece up|tests of a new symbol in Fort 

true incidents and will be a com-| art exhibition sponsored by the ficials of Plasti-Line Inc. and to 12°.” Wayne, Macon and Salt Lake City 


plete story in itself. The series, 


Cleveland Art Directors Club will|Rohm & Haas, manufacturer of) * Si ie is testi : 
tentatively titled “Byline,” will be u Robert J. Neu, sales develop-| Stations. Sinclair is testing shapes, 


¢ be held Oct. 29 to Nov. 2 in Hotel | Plexiglas, have promised sign’ ment department, Rohm & Haas| lettering, colors and symbols in 
filmed on location in the countries | Cleveland. There are 25 classifica-| users a major innova‘ion in their Co, Philadelphia, noting that signs|@ program called the Sinclair uni- 
where the stories originated and|tions of entries. Thomas Shemm,| identification programs by Jan. 1 gradually are becoming larger in| ty of design program. 
at the Associated British Picture advertising manager of Dobeck- | —the introduction ©! a colored size, said, “colored sheets up to 4 
Corp. Ltd. studios, London. Bern- mun Co., is the contest chairman. | sheet up to 100"x120”. Currently, 100”x120" will be produced soon,” | Scherick Leaves CBS-TV; : 
_ Forms Sports Programs Inc. 
Ed Scherick has resigned as 
sports specialist with CBS-TV to 
become president of the new a 
Sports Programs Inc. The new ut 
company will offer series of sport- 
ing events to inter-connected sta- ‘ 
tions. The first property will be [x 
a series of 13 Saturday afternoon Ri; 
Big Ten basketball games televised 
in the Big Ten area. The new 
company will work with Sports 
Network Inc., which will handle 
details for placing programs on 
station lineups. 
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gOR PROMOTIONS 


10-page self contained 
emergency cook book 


from the Yel wOlly pages of EVERYWOMAN'S 


RUDOLPH 


THE RED-NOSED 
REINDEER 


© RLM 


SANTA 
CLAUS 
FROSTY 


© HILL & RANGE 
SONGS, INC. 


— DON'T RUN OUT OF STAPLES. facturers who sell in Everywoman’s Supermarkets. 


In the lively pages of EVERYWOMAN’S, you'll see this 
great idea expanded to a complete emergency cookbook 
with ideas from Everywoman’s test kitchens. Here you'll 
Just keep two of everything on the shelves in your kitchen. {nd how to cook on “canned heat”... what to serve when 
the electricity or gas goes off... what to serve when the 
water is cut off. 


As the editors of Everywoman’s tell more than two million 
shoppers in the October issue: 


Keep replacing used up articles as soon as they’re taken 
from the shelf. 


This is another example of Everywoman’s continuing con- 
tribution to functional merchandising in some of America’s 
greatest chains. Also in this great October issue are articles 
The Federal Civil Defense Department says Everywoman’s about how to prevent home fires... about fire insurance, 
Buy-Two Stock-Two plan makes sense. Every woman who’s _ plus pages of pulsating fiction. 

ever been caught short of staples says it makes good sense. 


Then you’ll never “run out” again, and you’ll always have 
the extra food for emergencies. 


For excitement, for service, for selling, you can’t top the 
And we trust the opportunities will not be lost on manu- LIVELY pages of EVERYWOMAN’S. 


BE PREPARED! 


DON'T RUN OUT OF STAPLES WHEN DISASTER STRIKES TO SERVE HOT FOOD TO SERVE TASTY FOOD TO SERVE HEARTY FOOD 

A carefully worked out spread The U.S. Civil Defense Adminis- | WITH NO ELECTRICITY OR GAS WITH NO WATER SUPPLY WITH NO HEAT OF ANY KIND 
shows exactly what staples every tration has prepared a complete 12 dishes, nine hearty main How to serve delicious foods... | When for any reason you can't 
reader should buy two of for list of essential food for family courses that can be cooked on even soups and stews... when use a live flame... you con 
her Twin-Shelf, so she'll never storage in the event of a major “canned heat” recipes, times, your water supply may be off swiftly serve satisfying cold foods 


Santa Claus, 
Rudolph the Red-Nosed 


“run out” again. emergency. Charts, pictures, text. and helpful hints. or contaminated. Recipes for +. . . and Everywoman's shows Reindeer and Frosty the Snowman 
seven great dishes from our test you a few tricks to remember. balloons have great popular appeal 
kitchen. with millions of youngsters. These 


quality Oak balloons 
in several shapes and 
@eeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeseeeeeeeeeeeeeeeeeeeeeeeeeee i . sizes are truly out- 


standing for winter 


’ Eisner Grocery Co. Plumb’'s Super Markets PACIFIC Ralphs Grocery Co. GRAND TOTAL FOR 108 Lanting Adeoatery : 
Evans Grocery Co. Rogers Markets, Inc. Sage’e Complete Markets CHAINS DISTRIBUTING Promotions. Order ag 
Fisher Brothers Co. Save Way Super Markets. Inc. Alexander's Markets Shopping Bag Food Stores Sy. soon as possible for 
The Fleming Co. Stop & Shop, Inc. Alpha Beta Food Markets Sigman Food Stores EVERYWOMAN'’S 4,632 STORES “i Chri 
Foodtown Super Markets, Inc. Thriftway Stores, Inc. A. J. Bayless Markets, Inc. Stater Brothers Markets (National Tea Co., Colonial mad ristmas use... 
E. W. Pulmer Co. United Food Markets Fitzsimmons’ Thriftimart Stores Stop-N-Shop Markets Stores, etc. are listed as one Write for details 
John C. Groub Co. Wrigley's Stores, Inc. Food Basket Tradewell Stores, Inc. chain each, regardless of number . 
Hamady Brothers, Inc. Hyde & Vredenburg. Inc. Hagstrom's Food Stores Von's Grocery Co. or locations of division or branch and prices. 
Hinky Dinky Food Stores, Inc. Mammel's Inc. Lucky Stores, Inc. D. D. Williams Piggly Wiggly 
Liberal Markets T & A Saveway Markets, Inc. The Market Basket res 
G. W. Martin Co. Standard-Humpty Dumpty Fred Meyer, Inc. : Grond Total 105 Chain Headquarters 
(O. P. Skaggs Stores) Food Markets Miller’s Super Markets 6 
Milgram Food Stores, Inc. Wieboldt Stores Prinster Bros. (City Markets) Operating 4 632 Stores! 


National Tea Company Purity Stores, Ltd. 


~\ See = Gai ieee True ett =e ee Ee SS er a he, eee ease, ao..." 0 Semen ce ee x atte: ae ee he : ae Pee : % 
AS apse 
" z i oe es hate es Re aes 
8°) 
47. 
£4 
ae 
« tt 
Ne 
} : 
Adan 
‘eau 
ee 
hs 
a 
i 1 Of 
R 
re | 
1 “ay Ate Le We, 00 WNerereDen ay a4 Mat 14 rig 4 ; 
oo we aM ho i a © Oe : ——_____— 
" ‘ ve MA? h R Y Ae 2 4% ‘ ‘ rv, < 
’ y s% ’ ‘ ‘ Aa . Ay t +e a ney = c 
wae AY A is) oe sh Wore Bis. wan Sa ihe Ved Wl 4 aes ie < 
> = Bias a ne a 7 i Ra 5 : r 
id ~ ella ; , rene” en n Bee 
Eas! ae . rE ‘ ‘ si; 
. Brees aS 2 igs ‘ He, - t : ‘ J 3 t hi 
- Pet oe aes ‘ A 9 ae. Boe (VOY . me oe _ + 24 > % a 
esc : 5 es = = P a Fst a é re a 
ee  hl— ‘igs a9 an _g tt ‘peace i 
Lie canted bec ee E = Eat Dy i a ‘| p i 1 \ ie 4 r) 
x 3 2) ee ae a fale . 9 ae UP’ Fae ees te A hoe ae. 
yee ie ; ma : ae 4 a ae | * 44. > ee ae : ; 
RM OKA. a ¢ 
i. y 2 EE elaine tT ) Le a 
ee Se . 
sa hes ; Oke 2d ae iG 
{ as ae . a ae) care ates mr) " m 
i PS or ae nn Lic ee wee tus 
theta eae ae a Se a Sot ee ORES ’ cio ‘ 
ea ad Be - S i ie, <a ne : 
: nF pas e. a . ; P Fs ee nea we Wo. 418 RUD a ; oe é 
ae ats pee 3 eee ee ee. ME rs is fe 
ath is VY Se oS 9 a Soe eae = . ae para, yd 
; y ; : a ie! 4 a # ek é Os ny’ ) 
See ok eee eee e a x 3 
co ae Ne | ee , i 3) 4 “ ! 
ace 1 i y cin. & a p 
are Fe ey Gas ne et Dh s (aa 4 
| ” oe SO. 
bad ae, | (ae a ¥ 
Sa Case 
We. 6 oe, : 
HRUD : 
r—— ‘ 
Fp mes“ f 
i AY ‘a 
. ey : 
2 © ee 2 
E &) : \ SNOW-MAN ; 
it; a | ee 
a: , we, . 
Re 2 KS Ho? 
NES O PFS > 
SS +o, | ie i 
S mes, Sa 
Ne 6198S Hc, oy Me 
Bis “toy a 
f ee ae 
+ ? os, 
4 rs view its me 5 ~ 
, .e- > 
Wo. 613 FS 2 ; a 
po La ; ae 
=e. ST = 
rte ga : ie sed 
Mi a N 
Bk ce ay Me. “186s § 
| . . 
~~ 
> 
D Sycamore, Ravenna, Ohio ‘4 
eee ne, eee oe ee Ae a ee | Bros < 


Pas hy 
ee ieee 
BL te 
gee eee 
sie ae ra. nd een $ ; 
ens CE ee ee Sa ee me = tary 
pe a Oke. Shy ea a pe py eee : 
. RS te eee = — 
ee eS tee y= Eee a Pgs a esi et 7 eae ee oad a al a ta 5 oes Sg aa > 
baa 7.) es le wet, Pere a Same SO = 3) eae See : ee : ie : 
ag TS ae a a a oe ay < CT ee a eas si ima a pee 8 ee a es Sas 
“a be eet ~ caaiitaes Sak re Pa a ree — 3 re o a - ee ae oe Te ea se 7 
vir Se +, WP Stay pele ~ ewe Wo - ina . Bhai ity ie ee ore ts ae fe Tai a sa, ye oa ia eer . ae 
ee See > > , laa. oe oe — —a——~,!, a es Py se 
PAGO. tetas 4 4 - oe 4 " a Ph oi oe - eo eee Sage ps ph Pa nal > wa —- 
é Oe | ay sie : yee a " 4 4 i pe apr oe - pitas : eee ee : ieee een eee a at so 
ce , ey Po es (i : ae <* ie Soe ie eee pias kt ‘ences pide eet es) oom Se 
pas esa : , Phe m 20 ee ta ee ris : — . Pun aa a 4 
os : ¢ 4 isonet, py em, 2 ad * ™ _ . - ‘i os aaa eis ., 3 
(ee aoe : a S y maces . 2 Sy anes < , : — LS) a 
ote a 3 e® _ era ; 7 ae Be. io ae Gene 
ames Fi, ig fe Pe : ces pi 5 i i a 3 | 
"fp EEA 4 - sf « a 2) oa . 2 
ee v : : . oe , poe 
Te ees 7 conn co Tee a - y ec = ee 
Be) 28 bes cen enc : ia (jel we J - ro» - pare lt 
| =" a oe 3 a ee , —_ —— 4 * a - ; A of fs xg ee P 
aoe oa ae o Tye “ ae b+ ~ Se % iad a ee ; 2 it os . ‘ rad “ing ” ae mars, = 
cae ae ‘os : Y - Le oa . ae ni, — hee ae yo neiee wis odie oe 
oO Pet ; aR ce a, RS Das Ap ia ate otis, pam se Me 
estes a ‘ ee _ aoe att ; ; hae aon ae geo ea a eee sae = 
Joa ae ee Fea ., Sees ~~ A : "eee i ae So ae ee : Pee is 
eek ae ye ene’ eh, Bee ~) ee » ailns 7 — = a oe eee ; ee a eS eee oe ’ F eo Le 
ford es a Bia te. we jie - : wn 7 . y . “ Pog. oe et ay” .s See uae ; ad Pry. as af ae a Ae 2 2H fe : 7 
oY 7 ae eo ae “oe Me OS ee re 
ss 3 ie eee ae y AS ya te pe Sr f ; ee Matt a 5! vou | ere a 
eA bee. e AE ae x 4 : : or Ee; Ea a e <4, oe a rae ove 42 | aS eer te Pe ie 
5 at Py hig cee = es ; i ; ~ ‘ a Cr Sate a ae Soe eS” Rs Phe oar ha 
lag Sa J) 3 eae Be) . ees ee SS ge mk oe ves e =e eee “ahd i ae 
Sig ae Ei 7 : | oY \e be a on i: a yee ce, Be ee a de Ne at ca , et 5 
aa a id T). orere eae ee 
ot soe Pre ak ; & ae 4 : , he ee i eee 
a Ae - ¥ " SD oe a oe Be , fone’ : = fe BER ea 
at fe ' “asie. ree ee tol BEE ha a % Re Sy t Wee eee, ee 
ae hae is | yet SE oc taaieg  oe Sapte i? ea ee ¢ Sone * ae Tey a bee 
oo) beee oe w pe ee a ee ee Z - Gp tt ae Ne b ee > ties tee fe 
i ees” a P ci ANS Sete ge ce Coe ares oe ae —- “ a : , ‘ ie ae eS iy Fach a lee. Sere: 
ie ee , ; eS oy ee eat ene i eee ee oe =e ‘ es: } i & "ae i. Ly ¥ "ss * PK o2% 
& ee fe ee ae, Se =e) (Oh ‘gs i Ne o = Es Sue i : ae A ee, f 7 ae | - d ses -— 2 Ps 3 we so, ae ee + 
cota ae i P sry, rye pas Ady oe 3 i 1 -. cs, aa eg 2 Se en 4 ee = fe ae ag 5 nee: ie Sas " Laney 4 | 
2 ieee 3 cS 4 ai. es ge Nad oAe 2 a ——— Pie 3 i ee “ey: os wai i s 7 be Oe . 
lees 2 ste es ie 9 oe : a : 4 ae ; et ae i a x " rs ; ee Eee # id » tiles > 
SUE ie Y “ lt ee Bar gs is dota DR Ae am Ei as Pte ee Be ee ie coe.) 4, ° . eo a * oe Fe. 3 
Sn ad oN ee Bae pee eae ae a et es amy ; o “Se ee 3 Pe a4 aR, Me bP oe BON 
x ore: “by ~ rane pes. ee ee, « cx ae ee = Ss = —_— - > ys nel #3 is oe ; Boe. > 
et aneeee .f Oa, a) eae Lg ieee ad a tee. ae ay sae Res oe ae —— v ee es Be e pred, pe Lear ad 
oa : eo em pe dE a a ag a a : —o ’ ss Mea aah 9 oe mer as 2 inl pg et Yay. + 
rae geek. pa or asc eee oe - 2 a a ae i ‘a 1 ie " a Si sctaths edt a oe oe me = Pty. ‘ J 
are Oe y a, BA haat et Ag 3S Se es ox iS eae. 2 oe oe > 4 = li es % i . fa a 4 ms hes Se F “ y 
a Bar Se ye ae ae ss ma : Po. ee SF Bea i : . * ‘a ee ‘ Bee ee ae ¥ “ee or" & " é 
it a oe Jie, eae every cb : oe ae: a ae ee “ a ey < ere * ae Pes : Fe Ret a » 2 rien : 
A Bits hee 7 as ae i Pwioe Bao. i . 4 ae : ee ai ok ee a ys ery | Fe fe ie a o ‘d sth “ Pe “ 
Se a. Shak A Toe a _a es ae es ap 3 . * ae * Se a3 7 . rie J Aes oo ¥ 
0 ae a ee a ee — ap ; ot eee. ee De? eee eee oe = a5 
oT a ae 5 tien ree & at A eee Ad be oT : ‘ \ ie 2 ; ie ae a, — pie © ears 5 t 
ae : So Gee ae ee: «Ze * . ae 8 er dul ee ee Ne : af) 
tees ah rae oe Hon a | Be : i ecg t - < . .  — a aaa he 5 s i. 
Canes). ps os 2 eo 2 ae * sk a aT ler. eins Se 5 $ 
Se 2 a ee + ae << — j 2: 2 yee sags is 
Agr ‘sae ae 2 ia ee ; hs! ae es — * *.. ee ee 
a We : ey Page: a base 3 ‘ Ree a a , 7 > Pe ee af - o 
ot eae oe: 4 ere Se np een ~<_ * Wee? ae ; 4 
ASS + te . POEM eg | aor yee ? as hide: « ie. i, a8 Sti , EM yy 2 ie Fh te 
ee ee WN a : io ee ae irs oe ; a - . + 
ee Pee ss tt ST teats im; gare is oh te ae « , © oe . see ° ae | 3 
ee ee ia : Le . ‘ny “ak ty aa ae : eer * sy. ee = eae oo. : ‘ for 
Re ACA Pp Hip a he pe ee: he a ee ie : Se iee . ae ; MEL? g 
CS ASN ba eit fle’ age 8 a fe ‘eae : ee a oe + — : “2 
woe BO ed Peal tk ee cao Me ee wy, eee aoe ; q _— : ; af 
PRE Se es rer Bias a eiageaie x “ee be 3 roe OF ; , ine a as Pus cas ee ~ ’ ie : ne 2 2 2 > a ; 
de ne Se ei er Serbs er 8 ye ae} Sg ea Seg, hae aoe . met ats i ee" : ies a cae 
2% pace ea ain IEE 3 Be. 245 Age, <a = oe are ~~ - ; : te 3 Wes : : 
Pease ea S58 Py werk: yee die 2 ee oak eee Pease gee Lone os a , beet ; 0) fe : 4 
et ae Peres ues Pa ee. Pe Mit of. osu Poe: : Ee ae a Ae = F ~~» ‘ \ ‘ eee < 
TN Cogs Reha Le ha. eae eR et 2 ee eye 2 ete ™ + a eS ee Aer pave <: 
Bs aie ite gh? 5 Aa eae ae oy Rr eal oS ee eee ee? | oe a ey ae ‘1 ae  -. Oe ‘ A 
me ee ie Doe ne eS ae a ‘sie A eh : as a ae Aire ee ae ot ae ( ee a. =. i ee . eg 
ae ‘3 Bes hig 5 bated ix. Bs ia oa = 1 aay eee Pe es ) Sa oe re : 3 rae: Sar ee al > ee : ty z bs aed es e z 
Lo eee Se ok ee RS veel ees ll eh : 4 ie - ; 
Me en ES oe were at ia Le Be tee ae Eten e . ; : ae, oa oe a ki = a. oo - oe 
1 hee bere Tee eo bt St ue eis 2 aes eS ae Ae a oe a ae i a ( i E 
nigh he ee BPS yes Chas ie: pee te) LD: ae eee an ae {2 oe ao * 7 : at Faas 
(hee Re = ae ee Mt Sat br. rg aN a Cae : wee ree eens Neca cn eae R : | pee a ee ue 
pretie. © ee ae PRY Se aes Nie ee els 7 ee o Aine , Se ‘ oe ‘ — ww oe 
re. ger Paes Spi sas feat Tee “i aoe ens a Ae ee Sek i ie ae : ze ~~ — =~ = « — - 
ay pelehes oe 4 Berek Ho ree Beata pa fey La ile ey foes. eS ee i — oes ee 
ee ae Rae os pei cade Ht fas alae Pae'y ae ae dea ; Et ia a oe eee = /* 4 a: 
es i oS ING ei? pe a tage fs < os see ee : oe i ae ee j pees NK i ey re 
: Ny Ne, tape vege Reet, a ig yds Oo RN as BP os ae ‘ Bes ara _ ee alee As oo}: — he Bi 
<a TH Me Ape eS as i ete Sig Sy ig weds, tke ra .= ee = a Saw : ee ert = $ ea a s a. OF ae 
pi cites ee Seyi Pie eat oe 7 Eee Leh ae Vues | Ee ‘ ‘- a 
J hatha a pith wary Pure it Minako? Ee Me A Aap. Bese E aes os eee a i Pea ee c.f et tp cw ' . _ ae ee oe 
“oY, hao eit a ites eee ie atten SS ee ee ee se ee ae ae 
witatee | 2 oe eo eee a As ee ee a ae ers pe Oe | - So Lr Gras ee eee * oe s oe ee i’ : a a 
e ERT Rises yaw aetete. & Be aM : ee =o aes er * | Boe ee ee -% me  . ag 
Te eae Nee GE eae ae Sah ig Ce ee eae ee ere [ee ere at : ee Le Pe aan = 
<| eee | \s a, et gears oe sae Se an SB i fee oO. oe : Py Ue rele . a a = : @ 
Lio ys pra oe BAe a a eo ee ee Be Pe ee Yo ee 4 ; 
lol ore:s Bis ih er # Se Se ea gt a ete ie Mee tis f Faas See E = ee oe A ee | Sa. oe ei os 
eee Nr aoe ? ne, Se, See gene a an es, ee ee : en Cyt eee eg ge ere ae a a “eg 
pe gs pat SP ag ie ip ae Pee 5 ion ~~ a a 7 ia Bi ie eae ea te ie: ee . ee - 
Cais ~~ Se od g » x, egy ee Pe ie e E. ea Teed ca. 7 epee ee eas a ae a a Be ce - oa. “5 
es ite ed Ss : peters ———— eae a bee ee es ne Bi oe Mae a . Ss T Biante: ad Se te i _ 
SS Gales abe » ae ee feo 2 ee 7 oe ae “ea < Sie aaetn ony ; on ess — > 2 5 ae ce — eas ; 
Ree riers aioe ; = 7 ad eo ae Pah ee a Sen ets eee oF Pll J 
ee Vee Fp! e z a ee ae denis ae ¥ ~ | 3g Rae ies ei he gs Gale Se eS ot Delt ea aia + 3 : ea 
Steet Noa ate 3 Pe 7 {ae Pee ante Bee ey cacy ae a. 2 sa laa a : ae 3 
ave yee Ps as es ee ee — cee es 2 ca ee : : 
Dies ene (Se eee "8 cork : a Bee Te Wis - et ‘oe Peete SBE ee bp a 
or ae Waseem Weg, ng i ae St as = 
| al Oe rae me eae es i pee eas iat irae 8 ; i Reet Yet ee ve eo . 9 Sie 5 il ba e 
Spee ae riba ues cb ears Ee ets : Te oe ae he sae Bees. 2 ee 
ae a et i ea Ae, 1 ~ yg Se fase. Fa bk ee : . E ———— Pee ee ae 2 ee cae Aas aa “oe ee ote a 
S) eae “Mast Te et 7 5 a oe a eee fated f — ee et Pie eae oA Agere oe me i Tee Oe ae ie oS, Bare. . 
ag 2) # “ee, op aoe it ee it eps ga, re (0 ame aap ft a, * aa ie a eae reba eo eS a eae : 4 ee ‘oy Ge ee, 
ce! “ sp ae Se - = “Eh am Foam, oe ate i b . pe fe a ,, ee Vee Me gee See ad ot. ae oa ae 
ee eee ak er tS ase’, + oe oo = ees Pe ee " pean sree ae es Pacey a ay 
3) eee a oe a ae =. Ue Oe a ae ae pe ee ce i ee eo ia a * 
ay ae ls pet ee = a A SES 2) As) ee a= e “ 
; bake te aes ld ‘= p : ; i a. a ee ae LF ae eae 2 eS By oe 5 ae be 1 . ; 
F er ea , . f es F g ‘ard eat am ae oe ae Seen eat oe. we 
er G Set fc sess i “ a care ? pee: Pas te 3 mh 3 eS eee ees ce aoe Ge Saee ——- as ue 
eee S? neem Sapte nga * ee? ; ae ; ; eo ae ee 2k Fe: ae ee . a . 
eh atte aa) ae Ary Peels bes “eg : se a ae ee zs ree 7a kd eae eet 5 ae oa “— as 
cack ah eee etd Ada: eee : > Coe a sae poor oe ne ee ae irk aieen | se See ae ae a ae un be 
ae ee nie ‘_ se ae oe et ee a ae eis ia oy 
Bi Ne, Cog i eRe Mite. oa 52 ps, ea # “a a es Be oe a ar re Dat ty = ae a .. pl 
SD Ase a aks ae, Ree &e fhe ae <a a pa, = = Bia. a : es he a ¢ hee ae oe. nek ee ; a oe ‘e 
at: eee ’ Ss eS Ce —s a ae a ie eo a i = . = 
See Rom a a Ae oe ee oe ee ee ee | ee Nes 3 : ee (ee UE Betis ae oe os a = oa — 
Vavile Cogud 2 eee - ra = ‘ : Be rime: Rees arta ; oe a. eee a a= ie 4 a Sa aa a ie oat 
J Ceeee: dig? Ne ‘ et . ; a a es een ee | eee eS pw) — ce . a ee 
Pateaes Ro Sgr + B28 : on a oe bra ae ae a i pol oe. fe) ‘ae x: 
ir age Raacees arts. » . x Bes ee La re rea ee = ee ce aN setae 
GaP erie ey. sts he ; 5 E el : res 2, eee Oe Za ee ie . ra ‘ no 
aeX& ¥. eh oe fe = oe be : ng a ee ae “ee a a aS ae ve a 
ag beh ee np Tee ‘ oe : ¥ > ees Oe oy oe ne ae ee =k) a a 
a eae pe es Be i B 4 es i 1 iy Bee 7 ae os re 
a e ieee ee ae ee Gk 4 Ate see 5 1 f : ‘ i  < aee —. 
Ay Satie ao bree weet Bi (oem, Pa 52 ie cat , oie ee ‘ 2) io .- 
| ie. RS pares fan ge ee They te wa ee 2 ss a Ze, 
ies hers Bee ich, «ea ass ae yy PS ee eben TY 5 a : : fi eo — ia 
Sie iak pees Oe ae d hegetce iy ee eed am ee a ee Bee a =< ee ¥ : a ies 
1 pera ae te ae ae) a i. ° ee 2 is. 38 
a daa RS eee Ea Oe hoe ea @ psy far ae. Swerecray ey a ae eo : nt ee Bet ae = as oer 4 . es Gee 
pe ee eee a — —— y ee f° oe 
O Rowe bs ae See, St ep fi han 4 Cae 2 as eae Se ao be yet ana a pa ea i eee = bok LS es & ic ee as aA am gay 
, ee St Poe pene a eae es Poet cee. oe ee pe Pl es ee oe 0 - ee 
rest ps ak ar pe 7 iin, hee ee he ae» bi ee 4 ee ‘ : ee ela oy ites Sree Be ee —- . aS oa a 
pth = ee oe hes oe yee. Sars ae ee hs ei Ag = re me, =i ae: oo els 2 aePk ee es ae ee a: <a ast _ ae pes 
ae, a es Fie Fo ae Ee hah p eet: ‘eos Ses < eae ee tS ae EN Lwears ee aoe oe (> 2 Aer ee Dee. = ae 
eee ech ue ee nk gas Pee Pe he ye ee ei ie: Ca NE te agent 26 a pee Seer a | ear. ‘nn = = 
Ao oh Rae re Aa os peng fe Mey 2 “e ores ; 2 TOE ae 0 ere oe en rs is i 4 re i oo ; ae = 
Hie ae a ee Poe aie Siete Se = — 1! le eee — Be gee, Mee ioe ay a ye a ss ; 
EL ey bes ae Tah mune, a Set ee Seg eo a — Bren ag ae a SS a oe peo oe a a a 
PLE Melee Ae oe Te ©: PTC Nagle ee aS a eee ey pit eet i age MGs basa ete er a a 
ek i ee eee a apie ie oe Gea AS DR Coe aa pe er Ge ty hy ae , ee 1. See Te ae pis ges een Poe eS : se 
Apes ees — on ee a ee ee , Pa Sa oe ae : it ee 2 ee oe ie a - as 
eury ces, aa eae ag gt rs = Ms tad pm KL ee ARR Nad ee i Ele ee oe ce. eke” eon oat i. ee oer es ig a 
See en, meres hat kts re ad eC eae oe . ; 2 ae bz os - eet ee es ages > ae a 
neko a ca aad Nieriges ies gms <5 . : Boh al aes Ce a a Se ee ee ae ae “or = 
Chee vat ae ee Fi Seo eee hp age. eae , ° - Be gee ee ee ian di eee es eg a ‘4 : oe 
ay cia ir A oie ay fe Pu ectae?: % Bie 60 ee) 8 es oa.” oe” ees re ae 
te a cua pg PU . i. ee td ee ee “ . ert We ee > ee oo ae oe ae 
ine ete Se pa! Bae gt 4S Sage, hy ee Et fo Fae Sr 2 ae es ao ee es 
ato NES: Sa ef Re a ee —. * jee —.... =a @ 
Be k= me ie Ae pao see a gee a Pao — ‘a ’ eh 
ae Pees oo Pee x ae Ere ies saat th ee ns 
mae oor + ee omy Bren, ehh k Pye toe a ~ 3 ou, fo ae _, : Be og 
gee Wee Ce fe ae ot pet Dow wo ‘ a St. g 7 
ae U5 is bi Geel Seen) eae nee g > Red i ee alee ee . 
Soa * As eee A a a ~ 
ties 0 Re aes anaes . — | = 
ks So ae a ls Se c- . ; ie 
RS CoN : a eee * é ae ee 
Pee whys, Beats e = a @ - 
a Ac Ni r> SS -. . . 
aegis ee aE : eayseh to « & ‘ ~ ae aa age = 
fae ake SN a : aa eo: ee 
a TING 3 + ee Cee / : . a a r is - — +e = Re 
= oe ae ter at eee z 3 = we ~. S fa tJ = > ay Ee 
af 0 te ee rae Wehr ® a egypt oie i Po 
ae a: radio *, (Pan eg 4 Ye ye a. > a . : ca. oe ae 
‘ ey ats Pre | oes 3 . - ae caine es: 4 =e ham ’ We ces - os 
op SLs Sa ae i Mgt +a alee ee Sie =, an ee. o. 
eee ee fares \F J LOE ee Se pe a. 
. ORR * > aa ne 
me eee gee Pa ae L, “tee = ee eS — 
eS Be Ba. 0 Ee ae TE aes. in 3 ® aes > Vee ay ee as: y +s 
Bi EDe as + eee Danaea eo Uae, z aad ie ae a ae se 
Ae es Ee ae ie br: — <a 5: eae ae a =e ‘eed 
ate ta lrg 53. Et eis of hha ie, Man eee egret A 5 a — Pan se 
1D mca a ee i EX f a pee 4 lee me a a = 
a Tg eos eats aS ae, ee a . ee 
A ee aes Oh Bo ipot per i. etn: Cae ae Re a a q ek 
oa Mes oat s ate ee Fk, A ee 1 ee s ? le es iS Seis a i ae ee 
bites Bi ni St re, Sapte aa, whe pee : . s a ee eS ess pet a a 
eee a ages I ~aheeer’ Pitta ‘ : os ae oo Sa ae a4 
ene Sisk oe he Meek g Aaa Ue — = 
Yeh 3 Pigg, a fey , Bara A ae ae ae ey ae eo a a 
‘So ag te Bas oo att rt - ce : air | 5 or oo eee a qt, aq Fi 
bess “ t a ese FE eee ee 3 s ia i ee ¥ y fe Sg eps AW ge ee we aed ae on oa Fa a 
Ny eae ae oe Aree ck en md 4 f a . ’ 2 - ae ere ee 7a a * 
t Pl tes at a ore Bee | oy ee Ut ae ‘ ‘ i ze i es po ee : 8 aoe pa 3g: ; a 
sree ie 2 SWS Ss it ge ada payee : + | ae i aay . oi a a ae 3 a 
" ne ey whi eS Jig Y 2 %. bah as 2k ie Lee ee : BS | ‘ = - 
Weg eee a2 ee bl Geta. + ee ee i ee r J a Sie a eo a | ae i ——— te oo 
a See iF eae fae oe epi es ‘Ee : Se dy we ae ——- BS 
«tas a ar gibt oy jay See. Poot ae ore ae ae ei es re he oe 
af 4 et rgrolh me Ue tt FH Aig wie S Oe ae ee. = oe 2 a + a. = ie a ee ee ae Ss ; 
Senet fo are So Aig Seer ae oi ae : . on eg a — > lO ae ; 
AS Res POMBE yy S ONE eke | oe; 1 a aa ese an - o.: gy 
it a es <a%- ss ee ef “< oY age a CNT oo ee Shes 4 oe ae ag Wie a Rees Bo eS me ct ee. 
. a ‘see ae Be NS were. ee <) aa ee . ral", cos 2S ae Ag te ; ios —_ eae ee i ee | oe 
tact e St: a See oe aliird ef eh Ee aia, Sir gens R en ee Pee i mee eg: a me a ee 
Sp eee oe fh ead PE ee | Mee: Page Aig - ee oay ag eae tee eS ee _ le aes 7 . S : ae 
*4: sie seg aed Wg set heh eed. eS aioe ae as st 23 oe ’ pak ies ee oo a Jo 3s he. a ee 
eee * oe 2S ae ips Eee are £ . a — ta ; ears enc Bc. Ryan = ” SS eee + 7 = mie a 
Pere ay. i ie eee oi MoS ire he a a = 2 ee eee Ber. ae oe Te ie om ae 
Ree Spin mee ee Bean eae " — . ae cS is a — Pope. eg —— oe 
= PoE. | fet 4 Bap 3 MGR) ea ql ay tees: <a ae ey oe : x aa be oa a ay ‘ a in | ae ao ot, eae ree. + . 3 a, +o 
“hee A EAE Bite eet s ig hee Ce a a2. ae by es oe ca Ee ets ae re “ae ee = eo ee 
Ses eee eee ETDS Ct age Ve” ee — 7° a er ee mi 3 
ples aes ees Eh, reas ks eyes 2 ee Sata 82 . eee is a a [ae :, ie eee, —_ aa Ries 
1 SR eae bie SN aieeeaee a Ds : ee Ae = a aa. a — oe 
“ites Praag t AP ig nae OF a ert rise Pica poe : f bs oe : ee * Ag “Se . a Ee fa aes a a eee 
Peg ot oy ee ey eg? ome oe prin ag ; oe 2 oe + oe ene eo oe oe gt a BRE eee a fen ee Eas 
ob! a Bk METS eae ee a ee ‘ ae 3 es XN, a SS. oe ¥ fi as Se 3 ~ . Bees i § ie ae : eg al 
SoS ase ot oh SS ee i _— = See a a. ae i a: 2 
ae ee Srig@e ani wh rae Bo mtog oer ce is tee See ey 2 gu een ee ae eS: ee se = Beet cS See 
ba ™ eee YS a ae ee rteetahel © ; eek ea A : i a) pga ake, é es eg So a6 ee ee ae i, ah 7 “a foc: ae ey 
SG ae <,, See &y ae a Sy eSpae < f We. ; a” 7 ae as on oes Bees an ) ee eae ee ea a a | a eee 
ee es “pee oe os Lee - 4 Be 3 - : Paso > ae me | ee eee ee te. ee ee 2 Poy. Beet aes 
oh eee tS eo ; We 5% oe be ae i S20 : 7. i= af nh aes Boe 2 ee Fs Eee 7 a oe “ae he 
i a a ; Mo eae ae Se Sa ae Be Slee > ee per fe. “tet od oe a ae. ae 
iu .e ee : iy a. toe ee ae a, ge ae s 2 he ee hae -¥ me, me ae am a : os, coe cee - a a 4 Zz 
- - ee ae ea Be gen oa 2 ee? co Sop ae ha > ees Bee 
“270, Uae ome re we ae Bass > a on, |? ae - ie ei 
x Si ; fe 4 a oe ies Ba sop pen aa a = 
ar - weet: ies), 7" tea Sn a aoe fe 
re ae Bee Ph ae - ees) 3 
ne i es : eee Bp” ac Pee ay &  % oe : 3 oan 
i, = ent | sea Se Ae a a = 
‘, ioe ha pute) ee $ is al 


YOU GET MORE OF EVERYTHING 


MORE CIRCULATION 


PAM 4,118,047 
tine ETI 4,095,161 
 m- 


All figures based on latest available one-day count 


Booming population and soaring 
income are producing more peo- 


ple with more money to spend 


than ever before. But goods are 
plentiful and competition is keen. 
You’ve got to fight for your share 
of the wealth. 

This battle for buyers will be lost 
or won in the vital Blue Ground 
of Sales. 

Here, in just 371 of America’s 
3,073 counties, is found nearly 75% 
of the entire nation’s disposable 
income. Here’s where the boom’s 
really booming! Eight out of every 
ten super market dollars are spent 
here. Seven out of every ten retail 
dollars are spent here. 
Population in the Blue Ground 
has increased at a rate four times 
as fast as that in the remainder 
of the country! 


People! Payrolls! PROFITS! : 
Rooted deep in the wealthy Blue Ground § 


This concentration of people, in- 
come and purchasing power in just 
12% of America’s counties has 
shattered traditional patterns of 
advertising. A completely new 
concept is needed. Only deep, deep 
penetration of this vital Blue 
Ground area can achieve true 
sales dominance today! 

The American Weekly brings the 
full might of your advertising 
attack to bear on this key source 
of consumer wealth. And its 
revolutionary rate and discount 
structure permits Blue Ground 
blasting with a vengeance. ~ 
Get the latest facts on the Blue 
Ground from your American 
Weekly representative. His new 
story details GrowTHs — SHIFTS 
— CHANGES AND CONCENTRATIONS 
affecting both the immediate and 
the long-range picture. 


Th N VPERICAN WEEKLY 


Serving more than 10 million families 


The American Weekly, 63 Vesey St., New York 7 « Atianta « Boston « Chicago « Cleveland « Detroit + Los Angeles « San Francisco 


Distributed by these 32 front-rank newspapers: 
Albany Times-Union « Baltimore American « Boston Advertiser « Buffalo Courier-Express « Chicago American « Cincinnati Enquirer 
Cleveland Plain Dealer « Columbia, S.C. State « Corpus Christi Caller Times « Dallas Times Herald » (Denver) Rocky Mountain News 


Detroit Times « Houston Chronicle « Huntington, W. Va., 


Herald Advertiser « Knoxville Journal « Los Angeles Examiner 


Miami Herald « Milwaukee Sentinel « New Orleans Item * New York Journal-American ¢ Philadelphia Bulletin + Pittsburgh 
Sun-Telegraph « Portland Oregonian « St. Louis Globe-Democrat + St. Paul Pioneer Press » San Antonio Light « San Francisco 
Examiner Seattle Post-intelligencer « Syracuse Herald-American « Tampa Tribune ¢ Washington Post & Times-Heraid « Wichita Beacon 
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—EXCEPT COST—IN THE AMERICAN WEEKLY 


MORE READERS PER DOLLAR 


: LOWER COST PER THOUSAND 
Average Noting—All Four-Color Page Advertisements 
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Tory 


2945" above sea level, 1640’ above average 
terrain, 1282’ above ground ... towering over 
all of Michigan. 

l 


Operating with full power for maximum 
picture-clear coverage of Michigan. 


Power-packed programming, combining the 
best of CBS and ABC with top-rated syndi- 
cated shows and live studio production. 


| ie xe 
> 


tak z 


48 of Michigan’s 83 rich and productive counties 
“are now served by the powerful Channel 13 pic- 
ture ... Michigan’s TOP television buy. It’s the 


one perfect picture that’s worth 10,000 words 


.in the 71 daily and weekly newspapers re- 
quired to cover the same giant market area. 


No other Michigan TV station offers so a 


much — for so little! 
CBS 
-ABC 


Nat'l Reps. 
WEED TV 
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PRIMORDIAL—A dinosaur-like character and several small beasties 
run on each page facing the ads in “Think First of Corrugated,” 
a compilation published by Samuel M. Langston Co. In this spread 


from the booklet, the sketch illustrates the line: 


“For saving space 


and weight.” 


| Triangle Buys AAP Cartoons 
| Triangle Publications’ four tv 
|stations have purchased the entire 
package of Warner Bros. and Pop- 
eye cartoons from Associated Art- 
lists Productions for approximately 
| $1,000,000. Triangle’s stations in- 
clude WFIL, Philadelphia; WNHC, 
New Haven; WFBG, Altoona, and 
WNBF, Binghamton. The purchase 
involves 234 Popeye cartoons and 
337 Warner Bros. cartoons, includ- 
ling “Bugs Bunny.” 
} 


Robert Levitt Named VP 

Robert D. Levitt, genera! man- 
ager of California National Pro- 
| ductions since July, has been 
lelected vp and general manager 
|of the NBC subsidiary. 


| 


OWNERSHIP 
CIRCULATION 
REQUIRED BY F 
OF AUGUST 23, 1912, AS AMENDED 
THE ACTS OF MARCH 3, 1933, 
JULY 2, 1946 (Title aS nited States 
Code, tion 233). 
Of Advertising Age, peeenet weekly at 
Chicago, Ill., for October 1, 1956. 
1. The names and addresses of the pub- 
eset, os ae wee editor, and busi- 


nepublishes, G. *D. Crain, Jr., Chicago, 


Illinois 
Editor, S. R. Bernstein, Chicago, Illi- 


aa > 
ng Editor, J. J. Graham, Chi- 
cago, . a 
1 . C. B. Groomes, 


Chica, — e*Tilinois. 
’ e owner is: (if owned by a cor- 


poration, its name and address must be 
sta and also immediately thereunder 
the names and addresses of stockholders 
owning or holding 1 percent or more of 
total amount of stock. If not owned by . 
corporation, the names and addresses o 
the individual owners must be given. " 
owned by a partnership or other unincor- 
porated firm, its name and address, as 
well as that of each individual member. 


must be given.) 
Advertising @ Publications, Inc., Lng East 
Illinois Street, Chica 11, 
G. ie Cr E. Il 


~ x. 
cago, Ill 
Che R. Bernste 
1 gulcage, Tit abo 'E. Miinois St 
[l.; O. L. Bruns and M. S. Brun 
Illinois St., Chicago, I'l; C. B. Groames. 
| 200 E. Tlinois, St., Chicago, Ill; M. E. 
Crain and E. F. Crai in, 200° E. 2 ey ~~ 


wood, Aviltnols: *B. G. 
Rehm, 4308 Churchill Rd., St. Matthews. 
» ey Hamlin and E. K. Hamlin. 
. Vandalia, Michigan; Mary C 
Barton Place, Evanston, 
. Crain, Box 2059, Carmel, 


California. 

3. The known bondholders, mortgagees. 
and other security holders owning or 
holding 1 percent or more of total amount 
of bonds, mortgages, or other securities 
ar None. 

4. Paragraphs 2 and 3 include. in cases 
where the stockholder or security holder 
appears upon the books of the company 

as trustee or in an 4 fiduciary rela- 
tion, the name of person or corpora- 
tion for whom such trustee is acting; also 
two paragraphs 

knowledge and 

ces and con- 

under which stockholders and 

rity holders who do not appear upon 

e books of the company as trustees. 
hold stock and securities 4 a capacity 
other than that of a bona fide owner. 

5. The average number of covies of 
each issue of this publication sold or dis- 
tributed, through the mails or ——. 
to paid subscribers 2 months 
vreceding the date shown above was: 
34,902. 
G. D. CRAIN, JR. 
Publisher 
ibscribed hefore me this 
7h th day o's September. 1956. 
ETHEL C. DOSTAL 


(Seal) 
(My cenipitatiats expires May 11, 1960.) 


Langston Publishes 
Second Edition of 
Own Ad Collection 


CAMDEN, N. J., Oct. 2—A 32- 
page collection of ads run by the 
Samuel M. Langston Co., manu- 
facturer of corrugated shipping 
container machinery, is in its sec- 
ond printing. 

The booklet also is designed to 
act as a reminder to Langston’s 
customers and prospects of the 
company’s three-year-old cam- 
paign to promote the wider use 
of their products. 

As in the first edition, a hum- 
orous dinosaur, symbolizing the 
rugged characteristic of corrugated 
board, is used as a sales personali- 
ty to give the sales story contin- 
uity. In this edition, the dinosaur 
has a family of little primordials 
who disport throughout the pages 
acting out 16 attributes of corru- 
gated that fit it to meet dozens of 
industrial requirements. 


® Taking the theme of the Lang- 
ston ads, which ran in Business 
Week, Fibre Containers and in 
The Economist in England, title of 
the booklet is “Think First of 
Corrugated.” All the ads in the 
new edition have been published 
since the first printing. 

The booklet was designed for 
use as a direct mail piece by Lang- 
ston customers and as an aid for 
their salesmen. The 8%x11” bro- 
chure has been sent to 1,500 
executives in the corrugated ship- 
ping container industry here and 
abroad. 


. | Newspaper Ad Linage Up 

Despite a drop of 3.8% in auto- 
motive linage, national advertis- 
ing in newspapers during the first 
eight months of 1956 increased 
5.6% over the same period of ’55— 
a new alltime high. The Bureau 
of Advertising, American News- 
paper Publishers Assn. and Media 
Records reported that general lin- 
age (all national except automo- 
tive) showed a 10.4% rise. Retail 
advanced 2.9%; financial was a- 
head by 13%; classified was up 
5.8%. 


masonry building 
singularly different... 


Masonry Building's over 20,000 
paid subscribers are among a 
specialized high buying power 
segment of the building industry 
who read MB because MB alone 
covers their needs editorially. 


5 So. Wabash, Chicago 3 
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Now is the time 


when these good men 


come to the aid 


of the voter 


These good men are reporters for The New York Times. From 
now until you go to the polls on November 6th their job is to 
be your eyes, your ears, your sense of “the feel of things” 
political. 


Working in teams, they are going to talk with voters all over 
the country, all kinds of voters in all kinds of communities. 
They will talk with farmers, bankers, city clerks, country doc- 
tors, factory owners, factory workers, housewives, merchants, 
bartenders, first voters, and hardened political observers. 


Their aim is to bring you a firsthand understanding of what 
voters are saying and doing and thinking. In addition, of 
course, they will follow the candidates and tell you what they 
and their political managers are saying and doing and 
planning. 

Probably never before has a newspaper attempted to cover a 
political campaign with such scope and in such depth. From this 
you should get a pretty good jdea of how the country is going 
politically. So good, we hope, that on November 7th you will 


say to yourself, “It’s just as I expected...I read it in The New 
York Times.” 


And that’s what you look for in a newspaper, isn’t it? Not only 
the news that has happened, but a reasonable informed ex- 
pectation of what might happen. You get that in The New York 
Times as in no other newspaper. That’s why these days so 
many people are widening their world, waking up to the times 
... The New York Times. It’s so much more interesting —for 


advertisers, too! 


The New York Cimes 


“ALL THE NEWS THAT'S FIT TO PRINT” 


FRONT ROW: Richard Amper, Harrison E. Salisbury, Damon Stetson, Stanley 
Levey, Wayne Phillips, William M. Blair, Seth S. King, Leonard Buder.. second 
ROW, SEATED: Clifton Daniel, Harold Faber, Lawrence E. Davies, Leo Egan, W.H. 
Lawrence, William S. White, Gladwin Hill, Ray O’Neill. THIRD ROW, STANDING: 
Joseph A. Loftus, Tillman Durdin, Don Janson, Raymond Daniell, Jay Walz, Carl 
Gossett, Layhmond Robinson, Jr., George Cable Wright, Richard H. Parke, Clar® 
ence Dean, John N. Popham, Maz Frankel, John H. Fenton, Meyer Liebowitz. 
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OIL FILTERS How MUCH MONEY was spent 
for them by truck fleet operators last year? The greatest 


survey of the rolling market ever made shows— 


$18.5 MILLION Fieet OWNER KNOWS new market 


figures for 108 other major automotive products. 
See pages 72 and 73 


‘Reader's Digest’ 
Article Says Trading 
Stamps Hike Prices 


New York, Oct. 2—Trading 
stamps brighten the lives of shop- 
pers and increase sales for mer- 
chants, but somebody must pay for 
them. And “the overwhelming evi- 
dence seems to indicate that stamp 
savers usually pay for their pre- 
miums—and then some—through 
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higher retail prices.” 

That is the conclusion of a re- 
port on trading stamps by Albert 
Q. Maisel in the October Reader’s 
Digest, in an article titled: “Trad- 
ing Stamps—Bonus or Bunkum?” 

“To compensate for the extra 
cost of the stamps,” the article 
says, “the average supermarket 
must increase its sales volume 
|about 15-20%. An individual store 
may get such an increase until 
its competitors fight back with 
stamp deals of their own. 

“But no magic can increase the 


nity,” the report says. “Eventually 
most of the stores can make up 
for the added cost of stamp hand- 
outs only by boosting their prices. 


= “Sometimes,” the report says, 
“these price increases far exceed 
the extra expense. In Albuquerque, 
for example, it was found that a 
grocery order at a non-stamp su- 
permarket amounted to $11.85. At 
a competing store, that gave 
stamps, the identical items cost 
$12.84. Hence stamp savers were 
paying 8% higher prices to get 
stamp dividends that were only 2% 
of the value of their purchases. 

“A similar comparison in Bloom- 
ington, Ind., showed an even great- 
er price boost. To win an electric 
roaster worth $43.95, stamp savers 
had to buy $1,770 worth of gro- 
ceries. At a competing non-stamp 
grocery the same amount of food 
could have been bought for $1,546. 
The saving to the customer—$224 
—would have been enough to buy 
five such roasters.” 

The article credits Schuster’s 
Department Store in Milwaukee 
with originating the trading stamp 
idea in 1891. It reports the ex- 
istence of nearly 400 stamp com- 
panies, largest of which is Sperry 
& Hutchinson, New York. 


# An estimated 20,000,000 con- 
sumers now hoard S&H green 
stamps alone, the article says, and 
adds: “The stamp virus has bitten 
half the families in the U. S.” The 
article notes that Travel Tabs, Al- 
bany, N. Y., offers stamps redeem- 
able for anything from a weekend 
sight-seeing trip to a Bermuda va- 
cation; Purchasers Insurance Cer- 
tificates, Pasadena, Cal., provides 
free life insurance policies. If you 
spend a dollar in a subscribing 
store, you get a stamp that in- 
creases your death benefits by $1. 

The cause of the current epi- 
demic of trading stamps, the ar- 
ticle says, is the weakness every- 
body has in thinking he or she is 
getting something for nothing. 

Dr. Bertrand Klass of the Stan- 
ford Research Institute, the re- 
port says, made a study of women 
shoppers’ subconscious reasons for 
saving stamps and came to the 
conclusion that stamp saving helps 
most women satisfy two conflict- 
ing yearnings simultaneously. It 
brings them the luxuries they de- 
sire while still letting them feel 
that they are thrifty budget man- 
agers. 


BBDO FINDS 80% OF 
WIVES SAVE STAMPS 


KIAMESHA LaKE, N. Y., Oct. 2— 
In a new survey on trading 
stamps and premium credit plans, 
80% of the housewives interview~ 
ed said they saved either stamps 
or credits. 

The survey, made by the mar- 
keting and research department 
of Batten, Barton, Durstine & Os- 
born, New York, will be published 
in October. It was explained here 
last week by Grahame Enthoven, 
supervisor of BBDO’s marketing 
staff presentations, at the annual 
convention of the New York State 
Food Merchants Assn. 

Stressing that BBDO is strictly 
neutral about the controversial 
subject of trading stamps, Mr. En- 
thoven said that the survey shows 
that, among housewives who save 
premium credits, more than half 
save more than one type. 


consuming capacity of a commu-|_ 


I he 


DOUBLE DUTY—A safety message is 

included on this end label being 

used on bread wrappers for Stein- 

berg’s Big City bread, Montreal. 

Samuel Fogel, Montreal, packag- 

ing and display consultant, de- 
signed the label. 


“But the trading stamp is the 
most popular,” he said, “‘account- 
ing for 75% of the total plans 
mentioned—with coupons or pre- 
mium certificates accounting for 
21% and cash register tapes and 
sales slips for 3%. 

“Fewer than three out of ten 
housewives shop at a store only if 
the store has a premium saving 
plan,” Mr. Enthoven said. The 
highest percentage, he said, was in 
dry cleaning and laundry estab- 
lishments, with 38% shopping 
there only if a plan were offered. 


s On the question of whether or 
not women switch patronage be- 
cause of trading stamps, it was 
found that 24% of those inter- 
viewed did, while 76% said they 
had not. 

An analysis of the 20% of house- 
wives interviewed who do not 
save, shows that the biggest reason 
for not saving stamps is that they 
were not offered at stores where 
the housewife trades. That reason 
was given by 42% of non-savers; 
14% cited the nuisance or incon- 
venience of saving stamps; 13% 
said too many stamps were needed 
to get worth while prizes; 12% 
thought the cost of stamps was 
passed on to the consumer. 

The survey also examined the 
redemption habits of housewives 
who save stamps. It found 45% 
redeemed credits within six 
months; 5% within seven to 11 
months; 12% within one year. 

About 2%, Mr. Enthoven said, 
were not satisfied with gifts 
they received, complaining mainly 
about the quality of the merchan- 
dise selected. In 86% of the cases, 
he said, credits are cashed in at 
redemption stores; 4% redeem 
credits by mail. 


@ The study, he said, was made 
by BBDO’s Onondaga consumer 
research panel in upstate New 
York. The panel, comprising a 
carefully selected group of house- 
wives, he said, is a typical cross- 
section of the community as to 
age, income, education and distri- 
bution of population. 

Copies of the survey may be ob- 
tained on written request to the 
marketing department of BBDO. 


Magazine Anniversary Issue 
Is ‘Retailing’ Textbook 

The 25th anniversary issue of 
Variety Store Merchandiser has 
been published as a 10-chapter 
textbook called “Variety Store Re- 
tailing.” The book was developed 
to “broaden the academic under- 
standing of the variety store mar- 
ket for the direct instruction of 
variety store junior executives.” 

Chapters include “History and 
economic importance of variety 
stores,” “Career opportunities in 
the variety store field,” “Buying 
merchandise” and “Merchandising 
and display.” Cloth-bound copies 
of the 300-page volume are avail- 
able at $5—paper-bound copies 
are $2.50—from the magazine, 192 
Lexington Ave., New York. 
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Dramatie Cireulation Growth Shows 


Industry Acceptance of 


Oil’s Most Readable Magazine 


NO OTHER ABC OIL PUBLICATION HAS EVER GROWN SO FAST! 


In its first year of publication, Petro- 
leum Week has attained a paid cir- 
culation of 24,177 copies—an un- 
precedented growth far surpassing 
that of any other ABC oil magazine. 
The overall picture of this phenom- 
enal industry acceptance is well illus- 
trated in the curves above, which show 
the paid circulation of ABC petroleum 
publications for the past six years. 
Petroleum Week grew twice as 
much in one year as any other oil 
magazine did in the past six years. 
That’s a 12-to-] advantage for PW in 


rate of paid circulation growth — the 
best index of acceptance by the oil 
industry. 

This skyrocketing circulation curve 
is still continuing its steep upward 
climb — adding more and more Petro- 
leum Week readers every day. 

Petroleum Week's spectacular ac- 
ceptance, as indicated above, assures 
advertisers of a rapidly-growing audi- 
ence of thoroughly interested readers 
at important buying levels throughout 
the width and breadth of the oil in- 
dustry. 


Petroleum Week Subscription 
Renewals Set New High 
Although sufficient time has not 
clapsed to calculate a renewal percent- 
age according to the established ABC 
formula, preliminary results from re- 
newal mailings to the regular expira- 
tions indicate a renewal rate substan- 
tially higher than any other new pub- 
lication ever started by McGraw-Hill. 
This high renewal percentage, to- 
gcther with the phenomenal growth of 
its paid circulation, proves that PW 
has fulfilled its objective of providing 
true cross-communication throughout 
the width and breadth of the petro- 
leum industry. 
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During the first 6 months of 1956, 
26%, of all by-mail subscriptions were 
entirely unsolicited—coming in ‘over 
the transom" because Petroleum 
Week sold itself on sight. 

The 9,898 PW subscriptions re- 
ceived during the above ‘age were 

s 


sold through the channels shown at 
the right. 

The very important “unsolicited” 
item covers the letters and subscrip- 
tion cards sent in by “‘pass-along”’ read- 
ers who decided that they wanted 
Petroleum Week on a regular sub- 
scription basis. Actually, 2057 unso- 
licited requests were received, but of 
these, 439 were rejected because they 
did not meet Petroleum Week’s cir- 
culation specifications. This leaves the 
1618 figure indicated above. 

Petroleum Week therefore sold it- 
self to 26% of all by-mail subscribers 
and to more than 16% of all new sub- 
scrrbers by any method. 


Stimulants Not Needed! 


Buried unobtrusively in the June 30, 
1956 ABC Statement, is the following 
rather important notification: 


Analysis of subscription sales shows how .. . 


Petroleum Week Sells Itself 


Mail Sales 
6270 


WOON!” Where They Come From 


SS 


Subscription 
Agencies 


a 
Sold without premiums. .9,889 
Sold with premiums... . 9 

Here’s still further evidence of Pe- 
troleum Week's ability to sell itself. 

Even the nine “premiums” were re- 

prints of Petroleum Week editorial 

features, so here too, PW helped sell 

PW. 


Little Reader Duplication with other 
McGraw-Hill Oil Magazines 

An analysis of individual subscriptions 
to Petroleum Week, Petroleum Proc- 
essing and National Petroleum News 
shows a total of almost 95% undupli- 
cated circulation for PW. Only 5.7% 
of the Petroleum Week subscribers 
also read Petroleum Processing — and 
only 6.1% also get NPN. 


This clearly indicates that the indus- 
try wants and needs both an over-all 
industry publication and_ specialized 
segmental publications. 


Press Run to Average 
Over 30,000 for Current 6 Months 


Petroleum Week will print and dis- 
tribute an average of over 30,000 
copies per issue during the last half of 
1956. 

For the 12 months to June 30, 1956, 
the total distribution averaged 23,399 
per issue. The Paid Circulation por- 
tion of this total distribution grew 
sharply from 9,954 in mid-1955 to 
17,234 at the end of 1955 and to 24,- 
177 as of June 30, 1956. 


Circulation Selling... PW Style 


Here are a few of the men in 
McGraw-Hill's circulation depart- 
ment who present Petroleum Week's 
values to prospective readers. Proud 
as we are of the over-the-transom or- 
ders we receive, we are prouder still of 
the constructive work these industrial 
reading counselors do to expose oil 
men to the benefits of reading business 
publications. 

Robert Sanford does his work by 
mail, Writing clear, interpretive letters 
to explain what Petroleum Week offers 
readers is only part of Bob’s job. He 
is also in charge of PW’s list-building 
—getting names of oil men who qualify 
as subscribers. He brings 16 years of 
experience as a mail “paps man- 
ager with McGraw-Hill to this task. 


Edward J. Marsh is one of Petro- 
leum Week's apostles in the Rockies. 
No drilling area is too small for him 
to visit. Pipeliners and refiners are on 
his beat, too. “I love to sell Petroleum 
Week—because oil men like to buy it 


Robert Sanford 


Edward J. Marsh 


as soon as they see it,” says Ed, an 
8-year man with McGraw-Hill. 

D. L. Moore is one of three 
McGraw-Hill circulation representa- 
tives headquartered in Dallas. Inde- 
pendent producers and drilling con- 
tractors are his favorite prospects. 
Early this summer he made special 
trips to Kilgore, Longview and Tyler, 
and Wichita Falls, where he obtained 
6 subscribers for every 10 qualified oil 
men to whom he introduced PW. 


D. L. Moore Vernon W. Nelson 


Vernon W. Nelson has been servic- 
ing the industrial-reading needs of 
engineers and business men in the Los 
Angeles area for 13 years as a 
McGraw-Hill representative. He's an 
evangelist for industrial publications, 
because he’s seen so many of his cus- 
tomers rise steadily in their companies. 
Says Vern: “Petroleum Week is hot 
—oil men tell me it’s just what they've 
been looking for. And they back up 
their opinions with cash.” 
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Geographical Distribution Closely Parallels Industry Distribution 


The distribution of Petroleum Week 
is illustrated on the above map, in 
percent of total paid circulation for 
each state. This shows that PW’s 
coverage closely parallels the geo- 
graphic distribution of the oil industry. 
The nation’s oil centers are clearly de- 
fined by the relatively high percentage 


of Petroleum Week readers. 

This industry-wide coverage includes 
all segments of the complex yet inte- 
grated petroleum industry-exploration, 
drilling and production; transportation; 
processing, and marketing. 

Petroleum Week is read by impor- 
tant buying influences pees Sw the 


entire industry because it is edited to 
give concise, readable, up-to-the-min- 
ute coverage of all important news in 
all segments of the industry. 

Men who get ahead in oil want and 
need to know what's going on, not 
only in their own specialized field, but 
in other segments as well. 


Industry Acceptance Also Demonstrated 


by New Reader Preference Study 


In a new reader preference study, 
mailed to a representative sample of 
Petroleum Week subscribers, PW took 
No. | spot as the “favorite petroleum 
publication.” 

Sampling reader reaction is an im- 
portant part of Petroleum Week's con- 
tinuing research to determine its own 
editorial effectiveness and industry ac- 
ceptance. The most recent study asked 
the following two questions: 

1) What petroleum publication 
is your favorite now? 

2) What was your favorite five 
years ago? 

No names of any magazines were 
mentioned and the request for infor- 


mation was in no way associated with 
any publisher. Hence all replics were 
“write-in” ballots expressing the re- 
spondent’s unbiased and uninfluenced 
preference. 

Petroleum Week, still a_ relative 
newcomer in the field, had no expec- 
tation of winning such 4 study. The 
information was wantced,,,. however, to 
determine the extent to which PW 
was approaching the “preferred” status 
in the oil industry. Hence the results, 
when tabulated, were extremely en- 
lightening in terms of the very rapid 
acceptance of PW. 

Of the 300 inquiries mailed out 
replies were received from 128 readers 


—a return of over 42%. Of these, 
52 —or about 40% —named PW as 
their favorite oil publication. This was 
substantially more than the total for 
any other publication. Replies came 
from all segments and areas of the 
industry and from a cross-section of 
men with the job titles listed on the 
following page. 

Even when taken with the prover- 
bial “grain of salt" the results of this 
study give credible evidence of the 
fact that Petroleum Week, within its 
first full year of publication, has al- 
ready been widely accepted as one 
of the leading publications in the 
petroleum field. 
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Industry Wide and Industry Deep 


To illustrate the width and depth of 
Petroleum Week’s circulation, here are a 
few typical titles of PW subscribers in 
various segments of the oil industry, for 
four cities— Corpus Christi, Texas; 
Great Bend, Kansas; Bakersfield, Calif.; 
and Philadelphia, Pa. 


CORPUS CHRISTI Asst. Ch. Chem. 
Dist. Mgr. Geol. i . Mktg. 
Area Mgr. .) lh 
Div. Expl. Mgr. Dist. Repr. 
Gen. Prod. Mgr. Mud Engr. 
Independent Producer Asst. Div. Engr. 
Pet. Engr. Consit. 
Reservoir E , 
Geophysicist & Engr. 
V.P. & Gen. Prod. Mgr. Ch. Chem. Engr. 
Ch. Landman Radio Activity Engr. 
Land Mer. Dist. Supt. 
Ch. Scout Fid. Supt. 
Gen. Mgr. Drilling Mtc. Supt. 
Store Mgr. Tool Pusher 
Whse. Mer. Gas Dept. Supt. 
Drilling Contractor Driller 
Supt. Drig. & Prod. 
Dist. Foreman 
\ % Dist. Prod. Fore. 
. Petr. Engr. Gas Fore. 
is Engr. Ovsr. Fore. 
r. Superintendent 
Logging Supv. 
a Drilling Foreman 
Asst. Ref. Emp. Mer. Independent Oper. 
V. Pres. Dev. & Prod. Sr. Seismic Computor 
V. P. Prod. Ch. Geol. 
Ch. Petr. Engr. Div. Geol. 
Fid. Supt. Div. Geophysicist 
Prod. Supt. Mer. Ld. & Geol. Dept. 
Seismic Computer Stratigrapher 
V. P. Chg. Pipeline Oper. Consulting Geol. 


Purchasing Agent 
A Prod 


P " 

Dist. Ch. Clk. 

Asst. Mgr., Transp. 
Dist. Mgr., Pipeline 
Supt., Trans. 

V.P. Pipeline 
Pipeline Contractor 
Pipeline Foreman 
Headstock Gauger 
Refy. Tech. 

Proc. Supt. 

Pit. Supt. 

Plant Mer. 

Proc. Foreman 


Lab. Tech. 
Gas Pit. Fore. 
Dist. Sls. Mgr. 
Term Supt. 


GREAT BEND 
Mer. Prod. 
Gen. Mgr. 

Store Mer. 
Drilling Contractog 
Partner 

Dist. Mgr. 
President 

V.P., Drilling 
Civ. Engr. Prod. 
Corrosion Engr. 
Serv. Mer. 

Dist. Engr. 

Fid. Engr. 
Logging Engr. 


T 

Dist. Supt. 
Dist. Fore. 
Acid Supv. 


Drilling Dist. Mat. Man Head Whseman 


Dist. Dev. Geol. 
Ch. Clerk 
Pipe Line Contractor 


‘ r. 
Oil Treating Engr. 


Independent 
Partner 

President 

Vice President 
District Landman 


Drilling Contractor 
V.P., Drilling & Prod. 
Consit. Pet. Engr. 
Dist. Engr. 

Engr. Dftsm. 
Exploration Engr. 
Prod. Engr. 

Devel. Engr. 

Div. Fld. Engr. 
Reservoir Engr. 
Sr. Pet. Engr. 
Dist. Supt. 

Div. Mech. Supt. 
Drig. Supt. 

Fid. Supt. 

TL Pusher 

Fore. Drig. 


Head Gasman 
Ch. Gauger 
Seismic Supv. 


Div. Geol. 

Sr. Geol. 

Ch. Geophysicist 
Ch. Palentologist 
Sr. Seismologist 
Chief Clerk 
Fidmn. 

Pumper 

Pusher 

Prod. Supt. 
Asst. Store Mgr. 
Shop Supt. 

Fleet Supt. 

Sta. Supv. 

Ch. Proc. Engr. 
Ch. Chem. 

Mgr. of Purch. 
Testing Chem. 
Mer. Tech. Serv. 
Supt. Gas Dept. 
Dist. Plant Supt. 
Sales Mgr. 

Div. Mer. 

Ind. Mgr. 

Engr. Geol. 

Pet. Engr. 
Consit. Engr. 


Gen. Drilling Supt. 


PHILADELPHIA 

Asst. Treas. 

Dir. Res. & Dev. 

Mer. Cost. Sect. 

Mer. Fire Prev. & 
Safet 


y 
~~ Meth. & Stds. 


ept. 


Mar. Prod. Const. Dept. 


Chem. Ener. 
Chief Engr. 
Engrg. Consultant 
Proc. Engr. 
Physicist 

Supv. Engr. 


6,000 Bonus Distribution 
at November API Meeting 


As part of Petroleum Week’s reader serv- 
ice program, bonus distribution is pro- 
vided at important industry association 
meetings throughout the year. For ex- 
ample, approximately 6,000 compli- 


mentary copies of the Nov. 16 issue will 
be distributed at the American Petrol- 
cum Institute Annual Meeting. As part 
of PW’s regular research, this issue is 
scheduled for a Mills-Shepard study. 


PETROLEUM WEEK 


Oil’s Most READABLE Magazine 
A McGRAW-HILL PUBLICATION 


HOUSTON 
Prudential Bidg. 


NEW YORK 
330 W. 42nd St. 


Ch. Estim. 
Controlman 
Distill Supt. 
Gen. Refy. Supt. 
Instrument Fore. 


Manager Refy. 
Adm. Asst. 
Mgr. Tax Dept. 
President 


Mer., Pipe Line 
Gen. Traff. Mgr. 
V.P. Pipeline 
Const. Engr. 
Purchasing Agent 
Asst. to Port Capt. 
Gen. Mgr., Trans. 
Economist 

Dist. Mgr. 

Div. Gen. Mer. 
Mer. Ind. Sls. 

Sls. Mgr. 

Merch. Mer. 

V. P., Prod. 

Asst. Ch. Engr. 
Asst. Dir. of R & D 
Pit. Mer. 

Job Engr. 

Sales Engr. 


Asst. Supt. Chem. Dept. 


Div. Mer. 
Gen. Sis. Mer. 
Proj. Engr. 


What Price Promptness 
for Overseas Delivery? 


Important oil men abroad are paying 
big air mail premiums to be sure they 
get Petroleum Week fast. Here are 


just a few typical examples. 


Cia. Shell de Venezuela Lid. 
Depto. de Secretaria 
Caracas, Venezuela (3 copies) 
. .. $105.00 per year Air Mail 


Signal Exploration Co. 
GC +, 1 ie +, 4 


sen $35.00 per year Air Mail 
Irranse Aardolie Raff, MiJ 


Teheran, tran 


. . . $74.00 per year Air Mail 


President 


Gulf Eastern Co. 
London W 1, England 
. . » $52.00 per year Air Mail 


Veedo!l GmbH 


Hamburg, Germany 
. . . $52.00 per year Air Mail 


Toa Nenryo Kogyo K. K. 


Tokyo, Japan 


. . » $94.00 per year Air Mail 
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Campbell's Soup 
Vending Machines 
Will Invade Canada 


Toronto, Oct. 2—Canadians 
eat more soup per capita than 
Americans, and they will eat even 
more if marketing plans of Camp- 


sideration are successful. 

Newest innovation in the soup 
business in Canada is the vending 
machine. This oldtime, one-arm 
bandit has been transformed into 
a slick dispenser of foods both hot 
and cold. 

According to Campbell’s Bill 
Cartwright, 33-year-old manager 
of institutional sales to restaurants, 
clubs, snack bars and cafeterias— 
the vending maching is just now 
blossoming in Canada. 

“Sales in our department ac- 
count for a good portion of com- 
pany volume but we expect this 


to increase substantially during | 


the next 5-10 years,” he said. “A 
portion of this will be due to the 


opening of a whole new field, 


through the vending machine.” 


@ In the U.S. there are reported to 
be four different kinds of vending 
machines dispensing 8 oz. cans of 
hot ready-to-serve soups. However 
in Canada presently only one is 
available. But others are expected 
on the market soon to match the 
Vendo Co.’s units. Campbell makes 
available through the Vendo ma- 
chine some 12 varieties of its 22 
soup products. 

“It may take a couple of years 
to get rolling,” said Mr. Cart- 
wright, “but this is plus business. 
It won’t take away from ready-to- 
serve soups being sold now.” 

Advertising agencies currently 
working on the Canadian Camp- 
bell account are: Heat process 
soups and Franco-American prod- 
ucts, Cockfield, Brown & Co.; fro- 
zen soups, ketchup and Swanson’s, 
Leo Burnett of Canada; V-8 and 
beans and pork, Needham, Louis 
& Brorby. 


McGraw-Hill Publishes 
‘Readings in Marketing’ 

A second edition of “Readings in 
Marketing” has been published by 
McGraw-Hill Book Co. The new 
edition, according to the publisher, 
includes 80% new material. 

“Readings” is primarily a re- 
print of articles from various 
sources, and includes sections on 
“Customers and their Motiva- 
tions,” “Marketing Structure and 
Choice of Distribution Channels” 
and “Elements of the Sales Pro- 
gram.” The 560-page book is edit- 
ed by Malcoim P. McNair and 
Harry L. Hansen; it sells for $6.50 
in a cloth-bound edition; paper- 
bound $4.75. 


Goodman-Anderson Adds 15 

Goodman-Anderson Advertising, 
Los Angeles, has added 15 new ac- 
counts during the past month. 
Among these are United Jet Insti- 
tute, Desert Inn at Palm Springs, 
California Casualaire, Dunes Hotel 
in Las Vegas and Coast Thrift & 
Loan. The agency also has named 
Verne Reynolds copy chief and 
production manager and Jules Glu- 
coft art director. Mr. Reynolds 
formerly was associated wtih mo- 
tion picture advertising; Mr. Glu- 
coft previously worked on tv com- 
mercials for Universal-Interna- 
tional Studios and Walt Disney 
Productions. 


Kemper Plans ‘Fire’ Boost 

The Kemper group of insurance 
companies plans a nationwide ad- 
vertising and promotion campaign 
based on the theme “Fire Up in 
October.” The campaign will fea- 
ture fire, homeowner’s and com- 
prehensive dwelling insurance. On 
the first Sunday, Oct. 7, newspa- 
per ads will appear in 121 major 
markets. 


TV Gets Toastmaster 
Toastmaster makes its debut in 
national network television adver- 
tising the week of Oct. 15 on three 
of NBC-TV’s shows: “Today,” 
| “Home” and “Tonight.” Sponsor- 
|ship will be on a weekly basis 
|until Christmas time. In addition, 
| Toastmaster Products division of 


1 
| McGraw Electric Ce. plans 27 ads 
bell Soup Co. Ltd. now under con- “ 


in 12 national magazines this fall, 


making its fall advertising pro-| 
'The agency will occupy the sec- 


gram the largest campaign it has 
ever conducted. 


House of Feder to Zlowe 

The House of Louis Feder, New | 
York, which makes Feder Tashay 
hair pieces, has named Zlowe Co., 
New York, to handle its advertis- 
ing. The account was last with 
Ruder & Finn. 


Kamin Plans Building 

Kamin Advertising Agency, 
Houston, plans to construct a two- 
story office building next year. 


ond floor and lease the first floor. 
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The Only Exclusive Gas Heat- 
ing Magazine for the Dealers, 
Wholesalers, Gas Utility 
Heating Men, and Manvu- 
facturers who have Equip- 
ped 8 Million Homes with 
Central Gas Heating and 
20 Million Homes with 
Gas Water Heaters. 
Write for full facts: 


How Short Is Long? 


Times change and styles change. Markets and media change, too. 
That's why our three media claims analysts are scouring Pittsburgh for 
the reasons behind the great linage surge of the Post-Gazette. Three 
reasons, they point out, are basic: high reader acceptance, broad mar- 
ket coverage and low cost. Why not put all three to work for your prod- 
ucts in the $3 billion plus Pittsburgh market. Find out for yourself why 


Gomthine HAS Happened, in Pritaburge! 


Pittsburgh Post-Gazette 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT 
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-yomebody ‘shoutt tell her about 
non-glare TRU-SITE 
Just’a pity glass has so much glare, 
one carit protect one's 
Deasured pictures 


by Weekend Prices, 
Food Retailers Say 


New York, Oct. 2—Food retail- 
| ers and the federal government are 
at loggerheads over the signifi- 
cance of weekend special prices. 


| Living Index Affected running as high as 1,000% above) 


that in the early part of the week. 
These weekend specials, the sur- 
vey shows, are currently more 


'mumerous and the percentage of | 


The government says the week- | 


end prices are “no _ significant 
factor” and cannot be taken into 
consideration in the Consumer 
Price Index. The food men feel 
otherwise. 

A survey of representative re- 
tailers, conducted by Food Topics, 
and reported in its current issue, 
disclosed that two-thirds of the re- 
spondents conduct regular week- 
end specials featuring price reduc- 
pame as high as 25% and volume 


Madam srould frame her pictures 
with Non Glare TRU SITE glass 
ard $0 should you 


7902 ,202 corporate officials or titled executives’ 
176,059 currently appointed or elected civic leaders 


Dhiae Dusiness and community ieaders take an active part in pur- 
eHasitg aquiprriect, susolies or sarvices for their businesses and 
Fats J gover nitent, echeol, phyrch, hospital and institutional use. 


|into this subject by both parties.” 


/and that figures of tonnage moved 


|contrasted with that for the early 


price reductions greater than they | 
have ever been, and have resulted 
in a larger number of housewives 
doing most of their shopping 
Thursdays, Fridays and Saturdays. 


® As a result of the survey, Food 
Topics, in an editorial by Len 
Kanter, editor, proposes a joint 
government-industry study of the 
question in addition to the govern- 
ment’s monthly cost-of-living fig- 
ures. After a three-year period of 
stability, the publication says, the 
index has risen this summer, prin- 
cipally because of rising food costs, 
according to the government. The 
editorial declares that “there exists 
a sufficiently wide difference of 
opinion between government and 
industry to warrant further inquiry 


Mr. Kanter suggests an exam- 
ination of sales records “‘could cast 
new light on this complex score,” 


and prices of weekend specials, 


week, might give. the Bureau of 


Labor Statistics new material for 
its evaluation of cost-of-living 
factors. 


| 
| 
| 
} 
| 
| 


WGN Elects Quaal VP 

WGN Inc., Chicago, has elected 
Ward L. Quaal a vp. Mr. Quaal) 
has been general manager of | 
WGN and WGN-TV since Aug. 1. 
Before that he was vp and assist- 


| 
lant general manager of Crosley. 
| Broadcasting Corp. 
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Crockford 
Kennedy Richardson 


ELECTED—H. M. Kennedy, executive director of public relations 
and advertising of the Prudential Insurance Co. of America, has 
been elected president of the Life Insurance Advertisers Assn. 
He succeeds A. B. Richardson, vp for public relations, Life of 
Georgia, who was named to the executive committee. Other new 
officers are Morgan S. Crockford, secretary of Excelsior Life, vp; 
Joseph M. Locke, advertising and pr officer of Gulf Life, secre- 
tary, and Richard S. Haggman, director of advertising, North- 
western Mutual, treasurer. 


TO REACH AND SELL GREATER LOS ANGELES— 
BUY THESE COPLEY “HOMETOWN” NEWSPAPERS 


In Los Angeles County, 25% of the people live — and buy — 

in areas served by these COPLEY “Hometown” Newspapers. 
ALHAMBRA POST-ADVOCATE 

BURBANK DAILY-REVIEW 

CULVER CITY STAR-NEWS 

GLENDALE NEWS-PRESS 

MONROVIA NEWS-POST 

REDONDO BEACH-SOUTH BAY DAILY BREEZE 
SAN PEDRO NEWS-PILOT 

VENICE EVENING-VANGUARD 


15 “Hometown” iain Senin i “Wemeteen” ag, 
of Greater Los Angeles — Northern Illinois — Springfield, Illinois 
— and San Diego, California ...all the Local News plus the 
COPLEY Washington Bureau and the COPLEY News Service. 
REPRESENTED NATIONALLY BY WEST- HOLLIDAY CO., INC. 
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Editorial Vitality ... another good 


REASON-WHY 


Advertisers seeking sales to Southern 
farmers are switching to Farm and Ranch 


There are two Southwide farm magazines. 
Each delivers a little over 1,300,000 sub- 
scribers, in an agriculturally-retooling, re- 
vitalized South. 

But, right there, the similarity ends. 


Only Farm and Ranch... 


Is edited the modern way, as a farm serv- 
ice magazine. A magazine which gives 
help, not entertainment. 

Helps the businessman-farmer stay 
informed—helps him ‘‘farm ahead.’’ He 
hasn’t time for a re-hash of last year’s 
information. And—in Farm and Ranch— 
he doesn’t get it. 


Only Farm and Ranch... 

Has speedy, less-than-a-week press time, 
from editor to mailing. Gets farm news to 
farmers while it is still news. Makes farm 
people do things. Things which raise their 
farm income (and advertisers’ income, 
too). Proof? Starch research found 55.6% 
took some recent action as a result of read- 
ing Farm and Ranch, 


Only Farm and Ranch... 


Realizes nothing but “stand-pat’’ farm- 
ers are attracted to “stand-pat” maga- 
zines. 

Deliberately and successfully uses “‘Edi- 
torial Selectivity”’ to screen out all read- 
ers save those who are farming and living 
as well as they know how—and who want 


Some other good — 

REASONS-WHY 

_ you should switch to _ 
FARM and RANCH 


e Your! message is in the good company 
of America’s best-known brands. 


@ Subscription sales are booming. We | 
produced 445,736 paid subscriptions 
in the South in 1955. eo 
one, ever, did before. = 


Advertnas se “Me gi cost” 


@ Farm and Ranch is more: efficient. 
Why pay $5600 for a black and white 
page in the other Southwide farm 
magazine (new rate effective 
February, 1957) when you can buy a 
page in Farm and Ranch for $4000? 

- You make more “‘calls”, get more 

cuts at the ball . . . why pa 


to farm and live better. Both Daniel Starch 
(three consecutive reports) and Farm 
Journal research show Farm and Ranch 
subscribers superior to Progressive Farm- 
er subscribers in category after category. 


Only Farm and Ranch... 


Is completely edited by its own well- 
respected, capable, hard-hitting staff, 
headed by crusading Editor Tom Ander- 
son. Farm and Ranch is the most-read, 
most-quoted, most-reprinted, most- 
clipped, most-followed magazine ever to 
hit Southern mail boxes. 

Is pushing, pulling, leading. If you have 
not seen it ately, you have not seen Farm 
and Ranch. 


Farming techniques change. 


Farm magazines change too. In fact, truly 
service magazines such as Farm and Ranch, 
change first. For a farm service magazine 
must push its readers into better things. 
And you can’t push something that’s go- 
ing faster than you are! 


Advertisers change, too. 


“‘Let’s take a look at last year’s schedule”’ 
is no longer adequate media research for 
a business whose goal is growth. 

Many of your colleagues in American 
business have taken a new look at Farm 
and Ranch. They like it. They are using 
its pages to deliver monthly sales mes- 
sages directly into the homes and the 
minds of 1,300,000 profit-seeking farmers 
all across the South. 

It will profit you to join them there. 


Farm and Raneh 


NASHVILLE, 


TENNESSEE 


More than 1,300,000 subscriber families in 15 Southern states. 


DALLAS 


Bruce Johnson 


ATLANTA 


Bill Jones 


CHICAGO — NEW YORK 
Dan Doody Bob Finn 


LOS ANGELES 
(McDonald-Thompson) 


SAN FRANCISCO 
(McDonald-Thompson) 


Ed Thompson Roy McDonald 
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POMBE "O77 0. Sanne Ore ea : : | What a time to talk about household 
appliances...while an average 

of 4,115,000 people a minute—mostly 

homemakers too busy for other 

| advertising media—listen to CBS Radio’s 

"weekday serial dramas. 


re aa 


|__| These programs are the strongest 

4 __ lineup in all daytime radio. 

4 In one week, 20,548,000 different people 
hear them. And in four weeks, 

| there are 31,791,000 different listeners. 
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this is the right time to buy... 


CBS RADIO NETWORK 


From left to right: 
12:00 N. WENDY WARREN & THE NEWS 
12:15 PM BACKSTAGE WIFE 
SMG '2:30 PM ROMANCE OF HELEN TRENT 
12:45 PM OUR GAL SUNDAY © 
1:00 PM THIS IS NORA DRAKE 
1:15 PM MA PERKINS 
1:30 PM YOUNG DR. MALONE 
1:45 PM ROAD OF LIFE 
2:05 PM RIGHT TO HAPPINESS 
2:15 PM SECOND MRS. BURTON 
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Distribution—it's FAST! 


Almost any product may be marketed faster to 
homes, stores, offices, factories by Direct Distribu- 
tion. Time-tested methods allow you to try field 
cheaply, virtually risk-free. Ready-trained, self- 
financing Direct Selling Specialists assure accepted 
products fast profitable volume on cash basis; no 
credit problems, no “allowances”, no display or 
_— headaches. The facts will convince you 


HERE ARE THE FACTS——FREE! 

“Quickest Way to National Sales,” modern au- 
thority on Direct Distribution, details methods, 
basic costs, gives amazing case-history proof of 
performance. Sent free when requested on busi- 
ness letterhead. Write today to: Specialty Sales- 
~-_ Room 812-10, 307 N. Michigan Ave., Chicago 
, Illinois. 


‘Gamble-Skogmo Tells 


of Farm Ad Success 


Cuicaco, Oct. 2—Starting last 
February, Gamble-Skogmo, Min- 
neapolis, wholesale-retail mer- 
_chandising company which oper- 
yee more than 300 stores and has 
over 1,800 dealers in 21 states and 
Canada, launched its first “Na- 
tional Blast” promotion. Gam- 
| ble’s agency is BBDO. 

The program was designed to 
develop more farm family bus- 
iness in 1956 and was built around 
|a series of three-page, four-color 
gatefold ads that appeared in 
Successful Farming in February, 
March, June and August. 

The company also utilized a de- 
tailed merchandising plan to fa- 
miliarize dealers with the sales 
significance and potential of its ad 


program. 
Although Gamble has used na- 


tional farm and other publications 


in the past, this campaign marks 


| 


the first time the company has ad-| 


| vertised more than one line of 
/merchandise and with retail prices 
| shown. 
| Fred A. Lawrence, advertising 
|manager, says he selected Suc- 
| cessful Farming for this campaign, 
|“because its circulation seemed to 
best fit our marketing pattern.” 
He thinks that Gamble will run 
janother similar campaign next 
| year but says he’s not ready to 
| comment on the publications to be 
| used. 


|® To encourage Gamble salesmen 
to sell the advertising program— 
and dealers to hear the pitch—a 
/contest was sponsored in which 
both dealers and salesmen were 
|possible winners. To qualify for 
|the prize, a Smithfield ham, the 
dealer was required to send a 
‘postcard to Gambles saying that 


A 
FRANK STATEMENT OF POLICY 


REILLY PLASTICTYPES 


Ever since the Reilly Electrotype Company wus founded, fifty years ago, we 
have given highest priority to quality, research and new product development— 
backed up with sizable budgets. PLASTICTY PES, Laminated Electrotypes, Cen- 
trifugally Cast Electrotypes, Reillytypes and Pre-made-ready R.O.P. Bista Mats 
are but a few of our contributions to the progress of the electrotype industry. 


As early as 1920, we started doing plastic 
plate research... but we found that plas- 
tics of that era were not adequate for the 
job. Ir was not until 1938, when Vinyl 
plastics became available, that we were 
able to perfect the technique of manufac- 
turing plastic duplicate plates. Meanwhile, 
Reilly invested huge sums in research and 
eng neering to develop the Duramatrix 
from which PLASTICTYPES are molded. 
This material produced by Reilly, and not 
available e any other plastic plate manu- 
facturer,ie — key.to high-fidelity molding. 


plates, has produced 


The past twelve years has seen the plas- 
tic duplicate plate market grow from 
nothing to an important segment of the 
electrotype industry. This has naturally 
attracted those who are more interested 


Reilly, on the other hand, believes in 
the future of this relatively new medium, 
and no expense is spared in the develop- 
ment and manufacture of PLASTIC- 
TYPES. Reilly, the originator of plastic 


PLASTICTYPES for thousands of news- 
papers and hundreds of national adver- 
tisers. This continuing acceptance among 
advertisers, their agencies and newspaper 
publishers is emphatic proof that Reilly 
PLASTICTYPES give the best perform- 
ance of any newspaper plate. 


Newspaper printers particularly find 
that much extra time and labor are re- 
quired to prepare poorly made plates be- 
fore they can be used, and although they 
do everything in their power to make 


tens of millions of 


an inch. Reilly 


final result is frequently unsatisfactory be- 
cause of inadequate routing and finishing 
when the plate was being made. This sit- 
uation exists because some plastic plate 
manufacturers do not have the know-how 
to adopt the rigid quality control standards 
that we have set up in eight Reilly plants. 


Reilly is the only electrotyper in the 
industry employing engravers for quality 
control, to inspect originals and to check 
out the routing of the pattern plates to a 
guaranteed depth of fifty-five thousands of 


has accumulated a stagger- 


ing quantity of evidence that proves every 
claim we have ever made for PLASTIC- 
TYPES. If there is any doubt in your 
mind that PLASTICTYPES outperform 
every other plastic plate we will be glad 


in quick profits than satisfied customers. sub-standard plates print properly, the | to show you undeniable proof. 


It is our sincere desire that something be done about the casual attitude toward 
plastic plate quality that prevails in the graphic arts industry. Why should the 
plastic plate purchaser pay prevailing prices for an inferior product? Why 
should Advertising Managers have to apologize for poor reproduction? Why 
should agency men have to make excuses for dirty, smudged advertisements 
with filled-in halftones? Why should the newspaper mechanical superintendent 
have to adjust his budget to cover the cost of extra routing and finishing? 


Remember that at Reilly every PLASTICTYPE mailed to newspaper pub- 
lishers is the same top quality for the same price ... and delivered on time. 


"diet ie 


ELECTROGRAPHIC CORPORATION 


REILLY ELECTROTYPE DIVISION *+ 305 


T-7484 Job No. 8469 6th Proof, 9-12-56 


EAST 45th ST. NEW 


YORK 17, N.Y. 


Advertising Age, October 8, 1956 


he had heard the story of the “Na- 
tional Blast” promotion. 

Personal calls on more than 100 
'Gamble dealers attest to the ef- 
fectiveness of Gamble-Skogmo’s 
advertising. For example, Abe 
Smith, manager of the Gamble 
store in Carroll, Iowa, says, “Dur- 
ing the 10-day period after the 
February advertisement hit our 
country, we had the biggest week 
we've had all year. Farmers came 
in from twenty miles away and 
bought merchandise featured in 
the ad.” 


® Another Gamble dealer, Charles 
Cheseboro of Audubon, Iowa, said, 
“This ad has been doing very 
good. People are coming in from 
miles away, people we have never 
seen before and they are asking 
for merchandise they saw adver- 
tised. 

Still another dealer, Wayne 
Swanson, Gamble dealer in Mary- 
ville, Missouri, said “If this ad- 
vertising is going to mean very 
much to us sales-wise, we must 
tie-in to it at the local level. If I 
can judge my future potential on 
the results of this first ad, my 
store is in for a ‘bang-up’ year. 
We've had remarkable response. 
The farmers are coming in and 
asking for the merchandise in the 
ad and that proves the power of 
advertising to me.” 

Dealers also report that Gamble 
farm advertising is helpful in 
competitive selling. From the Fre- 
mont, Nebraska store, salesman 
Milton Sloup said, “I never would 
have believed this kind of re- 
sponse was possible. We’ve been 
trying to pull business in with 
local media but never with this 
much success. Omaha takes a lot 
of business away from us. Maybe 
we’ve got a program that’ll 
hold ’em in Fremont now.” 


® A more specific comment came 
from Mr. and Mrs. Ralph Cox, 
dealers in Grand Junction, Iowa. 
“As far as we’re concerned,” said 
Mr. Cox, “the February ad really 
made our business for the month. 
The sales we got from that ad 
gave us 80% more business that 
month than we had during the 
same month in 1955.” 

Many Gamble dealers use re- 
prints of the ads as a selling tool 
in their stores. Leonard Martens, 
salesman in the Salina, Kansas 
store had this to say. “Two days 
after the on-sale date of the mag- 
azine, a lady came into the store 
to get a pair of pliers and two heat 
lamps that she had seen adver- 
tised. I waited on her and showed 
her the reprint of the ad and 
asked if there was anything else 
she needed. She became interested 
in a television set. When she left 
the store twenty minutes later, I 
had a check for pliers, heat lamps 
and television set.” 


Esty Advances Daigh 

Donald Daigh, formerly with 
William Esty Co., has been pro- 
moted to executive producer in the 
tv commercial department. 


CLICK—It's A 
Razor-Blade 


cLICK— Safe for Pocket or Purse! 


Handi-Kuttor 
The PREMIUM That 
Has EVERYTHING 


Widely adaptable for tie-in and self- 
liquidating merchandising deals. 
Ample space for ad or trademark 
imprinting. Compact — attractive — 


useful. 
WRITE for Free Sample, Prices, 
and details pooneting 4 
method for distri 


KENWORTH MFG. CO. 


12315 W. Lisbon Ave., Milwoukee, Wis. 
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All postmarks are actual reproductions. Post 
offices mentioned in the text really exist. 


Grit is a basic medium for mass-market advertisers 


When you sell to every Mary (Ky.) and Bill (Wyo.), 
you ve got to root ‘em out wherever they Maybee 
(Mich.). 

There are an awful lot of them in hard-to-reach 
places—specifically, in the true small towns of 
America; the nonsuburban towns far enough removed 
from big cities to be uninfluenced by them; the 
towns too small for daily papers, magazine sub- 
scription crews, big cut-price merchandisers, the 
multitude of metropolitan advertising media. 

You can't ignore these people. They're pros- 
perous, ready to buy. They’re good customers. 

There is, we submit, one best way to influence 
them. Advertise in Grit, the national weekly cut 
specially to their cloth. Grit is a favorite in over 
16,000 small towns. Its cover-to-cover readers 


+e++e+eeeeeee ete $$ + + 


number 4 million weekly. And 58.53% of them 
are concentrated in towns of 2500 and less—a circu- 
lation concentration several light-years away from 
that of any other important publication. 

You'll be in good company in Grit. The word 
around Madison and Michigan Avenues is that this 
is a ‘‘hot book.’ Advertisers are beginning to 
appreciate as never before what Grit can do for 
them. And at such lowcost, too. With Grit, youcan 
have a big-space, consistent campaign in 16,000 
small towns at a cost of about $2 per town per year. 

Grit is a Dilley (Oreg., Tex.) of an advertising 
Purchase (N.Y.). 

Grit Publishing Co., Williamsport, Pa. « Represented by Scolaro, 


Meeker & Scoet in New York, Chicago, Detroit, Philadelphia; and by 
Doyle & Hawley in Los Angeles and San Francisco 


+++ ++ 
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representatives of award-winning 


El Pase leads ALL Texas military ™ ’ companies by William Clawson, of 
installations in payroll expenditures Wins 56 Gold Harris-Seybold Co., Cleveland, 


Hoffman-LaRoche| "= 
| 0 an- oc e Certificates were presented to 


—totaling $6.4 million monthly for chairman of the board of judges. 
Awards were made for achiev- 


Ft. Bliss alone. e : 
ing excellence in six basic func- 
This is a swell place to de Business! Mailbox Awar d tions plus two new classifications— 
The Fd | Paso Cimes multiple function (combination of 
New York, Oct. 2—The Gold|any of the six basic functions) and 
AN INDEPENDENT NEWSPAPER Mailbox—top award in the direct! low budget. Other winning compa- 
MORNING AND SUNDAY. | mail advertising field—was award-| nies and their classifications were: 


- S ed yesterday to Ira Contant, of 
Paso Herald Post. Hoffman-LaRoche Inc,. Nutley,| FUNCTION ONE: Creating more effective 
A SCRIPPS-HOWARD NEWSPAPER N.J. personal sales contacts 
sees A total of 45 other companies| 4, using @ Printing 


MATION: LARGEST TRADE TERRITORY also received awards for outstand- |“ ‘signey C. Simpson 
ing direct mail advertising in Di-| The Simpson Press Ltd. 


Two e! arate News aperse 30: Line BUYS BOTH! rect Mail Advertising Assn.’s 1956! Montreal, Can. 
p pap competition, at DMAA’s 39th an-| ,ytomotive-Trecks ‘SNO GAME—Sylvania Electric Prod- 
nual convention which is being| H. P. Sattler ucts plans a Christmas promotion 
offering this igloo as a premium 


for customers buying a tv set, and 

prizes for dealers for window dis- 

plays featuring the playhouse. 

Dealer aids and advertising are 
available. 


Chevrolet Motor Division, General Mo- 


Business Machines 
G. A. Woolfenden 
Burroughs Corp. 
Detroit 


Creative Art & Design 
Art Schlosser 
Monogram Art Studio Inc. 
New York 


Farm Equipment 
Dean M. Carpenter 
Massey-Harris-Ferguson Inc. 
Racine, Wis. 


Industrial Equipment 
A. R. Tofte 
Allis-Chalmers Mfg. Co. 
Milwaukee 


Office Procedures Equipment 


William R. Rich 
IN AUTOMOTIVE SALES © Champion-International Co. 
Lawrence, Mass. 
Steel Containers 
William E. Geidt 
> Inland Steel Container Co. 
al Chicago 


FUNCTION TWO: Bringing the prospect 
to you 


Consumer Finance Service 
John L. McHenry 
Local Finance Corp. 
Providence, R.I. 


Wholesale Furniture 
W. M. McCandless 
Oklahoma Wholesale Furniture Corp. 
Oklahoma City 


FUNCTION THREE: Delivering back- 
ground, sales or public relations messages 
employes or oth- 


Advertising & Marketing Services 
Harry F. Brian 
Van Sant Dugdale & Co. 
Baltimore 

— Fi ing 
Gerald A. Waindel 
A iates Invest t Co. 


South Bend 
Instrument Transformers 


International Direct Mall Advertising 
Service 
Daniel J. Verge 


Things are moving faster than ever in the nation’s Capital. And more and more advertisers who want to go places in HOW TO 
Washingtonians are riding high, wide and handsome . . . this growing metropolitan area are riding with the best AND SUCCESSFUL 
accounting for the greatest automotive sales volume in selling vehiclese—WRC and WRC-TV, Washington's A ay sees that is metping tae 
. . . ° 4 “nn: 7 . nking men and women 
Capital history. Leadership stations. Billings for the first half of this year pitti Aro 3 eel, aitiind 
against those for the same period in 1954 show that auto- and success socially and in business. 


In just five vears, Washington automotive dealers’ annual : : rege 
{ 8 motive advertisers have more than doubled their invest- Written by an advertising executive 
who sought and found a revealing basis 


sales have risen $85 million—an increase greater than the ical hel WRGIR haeht ane Lin Ease hon inser 

total sales of Salt Lake City or Richmond for all of last ; od ) : of Truth upon which to pattern his 
. ’ : . =e Le +a: : . J own career. Simply and understand- 

year. Washington's total automotive sales for 1955 reached You'll be riding in high style, too, when you go with the ably written. Ite sound, colid counsel 


biggest guns in Washington's selling boom .. . is genuinely useful, easy to apply to 
your daily living. Can clarify and en- 
ij rich your entire life. Send check or 


money order for only $2.75 to: 


WRC annW RG -TV. . . SOLD BY SPOT SALES | wage ey oun aN 


nec Leavexstup stations sy WASHINGTON, D. C. New York 17, N. Y. 


a staggering $420,335,000! 
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Advertising Age, October 8, 1956 


Bottin-Adresses 
Paris, France 


Paper Merchants 
Ray A. Stridmo 
Bermingham & Prosser Co. 
Kansas City 


Pharmaceutical 
Austin J. Daly 
Lederle Laboratories Division, American 
Cyanamid Co. 
Pearl River, N.Y. 


Pharmaceutical International 
_ Thomas S. Bird 
Abbott Laboratories International Co. 
Chicago 


Pharmaceutical Veterinary _# 
E. W. Whitney 
Charles Pfizer & Co. 
Brooklyn | 


Publishing 
Homer Smith 
Parade Publications Inc. 
New York 


Television Programs 
John Porter 
National Broadcasting Co. 
New York 


Typewriters & Supplies 
Albert F. Slattery 
Royal McBee Corp. 
New York 


FUNCTION FOUR: Taking actual orders 
through the mail 


Conservation Education 
J. A. Brownridge 
National Wildlife Federation 
Washington 


Jewelry, Wholesale 
Robert A. Sherman 
More & Co. 
Warren, O. 


Magazine Subscription 
William Baring-Gould 
Life Magazine (Time Inc.) 
New York 


FUNCTION SEVEN: Multiple-function 
(which includes functions five and six) 


Alr Conditioning 
Robert J. Tenny 
Westinghouse Electric Corp. 
Staunton, Ve. 
Automotive-Contest 
F. L. Hopkins 
Chevrolet Motors Division, General Mo- 
tors Corp. 
Detroit 


Barbecue Service 
Nichols Inc. 
Exeter, N.H. 


Building Materials 
William G. Reker 
Insulite Division, Minnesota & Ontario 
Paper Co. 
Minneapolis 
Business Magazine 
Herman C. Sturm 
Nation’s Business 
New York 


Carpets 
Charles B. Konselman 
A. & M. Karagheusian Inc. 
New York 


Distribution Transformers 
Cc. T. Walker 
General Electric Co. 
Schenectady, N.Y. 


Envelopes 
Robert H. Goldhamer 
The Wolf Envelope Co. 

Cleveland 


Farm Machinery 
M. W. Finkenbinder 
Danuser Machine Co. 
Fulton, Mo. 


Feod Preducts 
- Green Giant Co. 
Le Sueur, Minn. 


Heating & Ventilating 
A. O. Dietrich 
Minneapolis-Honeywell 
Minneapolis 


Investment 
Daniel H. Woodward Jr. 
New York Stock Exchange 
New York 


Materials Handling Equipment 
Newcombe C. Baker 
The Yale & Towne Mfg. Co. 
Philadelphia 


Petroleum Products & Services 


Encyclopaedia Britannica 
Chicago 


Travel 
Harold Gyllensward 
Clipper Line 
New York 


FUNCTION EIGHT: Low budget 


Boxes 
William F. Westerhold 
Hinde & Dauch 
Sandusky, O. 
Dyers & Finishers 
Ohio Falls Inc. 
Louisville, Ky. 


~ 


Fund Raising—Bynden Weod Music Fes- 
tival 

Horace P. Shepherd 

Y.M.C.A. of Reading, Pa. 
Restaurant 

Lester Gruber 

London Chop House 

Detroit 


LaChoy Repeats Scuffs Offer 
LaChoy Food Products, Arch- 
bold, O., is repeating its premium 
offer, first made last fall (AA, 
Oct. 10, 55), of a pair of black silk 


satin scuffs for a label from any | 


ek? 4) 


one of LaChoy’s products and $1. 
The scuffs, made in Hong Kong, 
are valued at $3, according to the 
company. Color ads, including or- 
der blanks, are scheduled for the 
Metro Sunday supplements in 30 
cities on Oct. 28, as well as in the 
October issues of Everywoman’s 
Magazine, Family Circle and Wom- 
an’s Day. The scuffs will be ad- 
vertised on Don McNeill’s “Break- 
fast Club” and in trade publica- 
tions. 
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PISTON RINGS How MUCH MONEY was spent & 


for them by truck fleet operGtors last year? The greatest 


survey of the rolling market ever made shows— 


$21.3 MILLION Ficet OWNER KNOWS new market fm 


figures for 108 other major automotive products. 
See pages 72 and 73 


* This city zone pop- 
ulation as defined 
by the Audit Bureau 
of Circulations is 
contained within a 


ROCKFORD 


PHENOMENAL GROWTH OF THIS 
GREAT CITY AND MARKET CAN 
MEAN INCREASED SALES FOR 
YOUR PRODUCT OR SERVICE 


compoct 5 mile ra- CITY OF 
pe te 4 ROCKFORD : 
tees Wnate Retail Sales "55 $215,333,608 
ABC Retoil Area 
woe ee 0441,222 careers + ee HIGHEST IN 
| Effective Buying Income $237,660,000 ILLINOIS 
- Expendable Income 34th in USA OUTSIDE OF CHICAGO 
Buying Power 36th in USA > . 
é Daily Bank Deposits +0.8 AND INCREASING 
June "56 EVERY MONTH 
‘ increase’in Dept. Store 
Sales in June 1956 +34% 
Over 1955 : 


Additional $ Millions in Construction—Both industrial and Retail keep Pouring in... 


AT THE TOP We ILLINOIS 


AT THE TOP OF YOuR List 


¥, 


Regardless of claims . .. metropolitan area confusion and so-called top market desig- 
nations here’s proof that people are making more money and creating greater sales 
in Remarkable Rockford than any other city in the entire state of Illinois outside 
Chicago. For complete coverage of this remarkably rich northern Illinois and 
southern Wisconsin market use the Rockford Morning Star and Register-Republic. 
These progressive home-owned newspapers can point to tremendous successes for 
their advertisers. Full-color press facilities to further aid in selling your product or 
service are available. 
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2,185,524 autos inspected... 


LOOK CO-SPONSORS 


SAFETY CHECK} 


Again this year, the annual community Safety Check — co-sponsored 
by Loox Magazine, Inter-Industry Highway Safety Committee and 
National Safety Council—caught the imagination of civic leaders from 
coast to coast. Governors and mayors issued official proclamations. 
Eight hundred cities in 34 states actively joined the campaign. 

From the program’s inception, LooK has worked with its co-sponsors 
at national and local levels to plan and carry out the campaign. In 
the May 15th issue of Loox, “Case of the Care-less Car,” by Loox 


Governors and mayors led many opening day parades 


automotive editor George Koether, alerted 19,500,000 readers to the 
hazards of driving an unsafe vehicle, and told how communities could 
join the program. 

Since May, more than 2,000,000 cars and trucks were brought to 
safety check lanes all over the country—the largest voluntary safety 
check ever held. The results proved the campaign’s worth. Inspectors 
found that 1 out of every 5 vehicles needed repairs or maintenance. 


Rear lights, brakes and fromt lights led the list, followed closely by 


oe ee te haw eo eee AE a, 


Twice as many vehicles checked as in 1954 
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| 600 cities participate... 


LARGEST VOLUNTARY 
EVER HELD 


exhaust systems and tires. Most of the defective vehicles were taken at 


once to local dealers for necessary repairs. 
Many of the participating cities have prepared case histories in book 


form of how they conducted this year’s safety program. To see them. 


contact your Look representative. 


The 1956 National Community Vehicle Safety Check, the third the exciting story 


annual campaign co-sponsored by Look, is another example of how 


Look inspires people »nd stimulates action across tife country. of peop le 
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Communities in 34 states tied in 
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‘Moments of Force at (Ad) Fulcrum 
Must Be Equal,’ Says Adman Speedie 


Boston Agency Head 
Applies Physics to Ads 
in ‘Emotronics’ Theory 


By Charles Downes 

Boston, Oct. 2—The ad man 
from West Medford, Mass.—Gor- 
don A. Speedie—who has been 
successful in an unusual way by 
taking laws from physics books 
and finding ways to rephrase 
them as a basis for advertising, 
has just hit the jackpot with his 
new graphic rate guide for adver- 
tisers (AA, Sept. 17). ; 

Over the Labor Day weekend, 
Mr. Speedie mailed 4,000 copies of 
his new rate guide to advertisers 
in New England and New York. 
The guide indicates in graph form 
the average cost of ads, surveys, 
catalogs, booklets, direct mail and 
several other types of services 
available through the Speedie 
agency. 

To date, Mr. Speedie told AA, 
he has received orders for $46,000 


worth of advertising brochures 
specifically as a result of his new 
rate guide. In addition, several | 
small agencies have written him | 
requesting copies of the guide. He 
has received eight inquiries which 
he believes will result in business, 
and also “a large batch of compli- 
mentary comments on the format 
and contents of the guide,” most 
of which, he says, “indicate that 
the writers are keeping the guide 
handy for future reference.” 


® However, Mr. Speedie cautions, 
“it is hard to say that a mailing is 
responsible for the total of results 
immediately following a mailing. 
Although in this particular case, 
business from prospects not pre- 
viously active and from clients who 
may have been sparked into re- 
newed activity by the rate guide 
has been highly satisfactory. 

“We do something each year, 
just at this time, to stimulate bus- 
iness, and each year we find our 
fall season a busy one. 

“Last year it was space adver- 
tising mostly. This year the em- 
phasis was on direct mail. By 
keeping a balanced program con- 
tinually moving, we have few 
lulls. We advertise our business, 
get business by our advertising, 
and this helps to prove to us as 
well as our clients that our adver- 
tising theories are sound. 


= “The success of this mailing,” 
says Mr. Speedie, is just another 
proof of the validity of his theory 
that “there is a kind of relativity 
of thought between known laws 
of physics and the problems of 
advertising.” 

Mr. Speedie has been in the 
advertising business since 1946. 
His background is scientific. He 
was in the class of 1931 at Mas- 
sachusetts Institute of Technolo- 
gy. After college, he worked in 
the automobile radio business for 
a time and then joined New Eng- 
land Telephone & Telegraph Co. 
In World War II, he scheduled 
and expedited radar and elec- 
tronic equipment as a department 
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chief at Western Electric Co., 
Kearny, N. J. Near the end of the 
war he was appointed assistant 
director for the disposal of surplus 
electronic equipment at the War 
Assets Corp., Washington, D. C. 

During that period, he devel- 
oped his theory that human emo- 
tions are similar to and possibly 
related to electrical waves, and 
“like the waves of mass particles,” 
he says, “emotions are a form of 
energy.” 

He calls his theory “emotron- 
ics.” His application for the use 
of the word as a registered service 
mark is pending at the Patent 
Office. 


= The basis of his theory is what 
he calls thought relativities. For 
example, he takes a basic law of 
physics, which defines energy as 


“the capacity for doing work,” and 
applies it to emotion. “Emotion,” 
he says, “is energy giving man 
the capacity for doing work. Work, 
in this sense,” he says, parenthet- 
ically, “may be considered as 
either a negative or positive psy- 
chological and physical manifesta- 
tion to a stimulus.” 

Since it is easy to get involved 
in a lot of technical jargon in a 
matter of this kind, AA asked Mr. 
Speedie to explain the practical 
applications of his theory to ad- 
vertising by the experience of a 
particular client. 

“All right,” he said. “Let’s take 
the case of Roland Teiner, who 
has a metal spinning shop. He 
started with us as a client in 1947. 
Since then, his advertising pro- 
gram has grown from a file folder 
for direct mail and an occasional 
ad, to a regular schedule in seven 
business papers. 

“Currently, Teiner ads are run- 
ning in Aero Digest, American 
Machinist, Fortune, Massachu- 
setts Industry, Product Engineer- 
ing, Steel and the New Englander. 


They also appear in several metal- 
working trade directories. 


= “The company maintains a 
large stock of reprints of feature 
and technical articles which have 
appeared in various business pa- 
pers about the Teiner shop, and it 
has an ample stock of full-color 
literature, as well as a 32-page 
brochure, all of which we pre- 
pared. These mailing pieces are 
used to answer the gratifying re- 
sponses received as a result of the 
continuous advertising. 

“Roland Teiner, personally,” 
Mr. Speedie said, “knows little 
about emotronics. He knows I 
have a theory. He likes the word. 
But he insists, ‘results count.’ He 
particularly liked the results ob- 
tained since the introduction of a 
‘Sketchform’ set in his advertis- 
ing copy. 

“These ads reflect the use of 
specific laws from physics. For ex- 
ample, there is a law of physics 
that ‘the buoyant force which a 
fluid exerts upon a submerged 
body is equal to the weight of the 
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fluid the body displaces.’ 

“Transposing this principle to 
emotronics: The reader interest 
which a medium provides for an 
ad is equal to the importance of 
the editorial material the ad re- 
places. 


# “Since Teiner fabricates metal 
for models of advanced scientific 
developments, this idea suggested 
that ads for those most concerned 
with news about such projects 
should give the best results. This 
made sense. Using the idea to cal- 
culate the relative values of vari- 
ous space-sizes and positions led 
us to pay a premium for preferred 
positions next to news. 

“Now the second law of physics 
used in this connection,” Mr. 
Speedie said, “was the law of 
leverage. In all mechanical de- 
vices, the acting force multiplied 
by the distance it moves, equals 
the resisting force multiplied by 
the distance it moves. Or, in fewer 
words, the moments of force about 
a fulcrum must be equal. 

“Converting this into an emo- 
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tronics idea in relation to Goer piee of this can be found in almost 
tising,” Mr. Speedie said, “we find|every good magazine cover, to a 
that, in all emotional devices, the | greater or lesser degree. 
activating imagination multiplied; “In the case of our client Teiner, 
by the number of prospects who our research, studying the design- 
have shared a similar experience er, engineer, draftsman and exec- 
equals the resisting imagination|utive, led to the observation that 
multiplied by the number of pros-|most of these men, under pres- 
pects who share the experience.|sure, make sketches on any kind 
Or, in fewer words, moments of|of paper that happens to be 
imagination equal moments of re-| handy. 


tention. Applied to a specific ad, 
this means the emotional energy 
activated by an idea determines 
the length of time the reader will) 
retain the impression conveyed,| 
let’s say, the company name and. 
service. 


s “This thought equation,” Mr.| 
Speedie said, “suggests that ads| 


“Since this approached an emo- 
tional experience, it seemed to be 
the selective kind of binary we 
wanted. In course of time, we de- 
veloped a mailing piece, then copy 
for a series of ads on this, and 
recently a pad containing a dozen 
sets of sheets, convenient for any 
business man to carry in his 
briefcase. 


have two fundamental parts. I} “These sets make three auto- 
call them binaries of imagination-| matic copies without carbon pa- 
activation, and reader-reaction.|per. They have alphabetical and 
This suggests delving into a pros-|numerical reference lines to per- 
pect’s life to find the moment of|mit engineering changes of data 
past experience which, when pic-| on the sheets to be made by tele- 
tured in a new form, will produce phone, if necessary. 

a high energy factor for this imag-| 

ination-activation binary. Exam-|# “While few of the details are 


described in the copy of the ad 
used by Teiner, the ad has proved 
the old saying that ‘a good spark 
can ignite a lot of sales.’ The 
Sketchform sets seem to be a 
ready answer to a need. But this 
is only half of the ad. 

“The second binary of reader- 
reaction called for basic illustra- 
tions of Teiner’s services. For 
copy choices we took items that 
would be recognized by the great- 
est number of prospects. Continu- 
ous response from repeated use of 
the ads indicates these binaries 
have merit. 


= “I could mention other exam- 
ples of how similar ideas have 
helped us to produce advertising 
for other clients. Minute Man 
Photo, for instance, should be 
mentioned. Its half-page ads in 
American Girl, Parents’ Magazine 
Senior Scholastic and Seventeen,” 


convey the idea that we who are 
working with these ideas think 
they make us better than other 
admen. We prefer to think that 
these ideas have helped us to 
shorten the process of becoming 
good admen.” 

Mr. Speedie has made some- 
thing of a specialty of taking on 
new clients who have had no ad- 
vertising experience. He has been 
rather successful in building up 
such accounts. Concerning one 
phase of this, he told AA that 
“one of the first specific programs 
we undertake with new clients is 
what we r to as a classifica- 
tion market ‘Survey. 


“In a classification market sur- 
vey, we use clues by identifying 
pages and addressees’ names for 
future use. The mailing list is ob-| 
tained, if not otherwise available | 
from the client, from a local clas- 
sified telephone directory. We 


ROLAND TEINER 
Cost-Savers 


SKETCHFORM SETS 
A Roland 


Letter-paper sized pads fit briefcase. 
Sketching designs, ideas, revisions, makes 
three automatic copies. Copy to Teiner 
brings cost-saver radius and design sug- 


Teiner First 


Mr. Speedie said, “have produced 
annual results equivalent to more 
than 100 times the initial budget. 

“But don’t misunderstand me in 


first make a partial mailing. From 
the returns indicated by the clues 
on the returned cards, we prepare 
a complete mailing to the classi- 


all this,” he said. “I don’t want to/fications responding best. 


HERE is absolutely no truth to the rumor 
that we’re putting pay phones in our edi- 
torial offices ... 


Our controller would be a happier man if we 
did. 
phones for everybody, but we haven’t been able 


In fact, he’s on record as favoring pay 


Be Se AES 


deg 


to work it out. Even non-controllers are stag- 
gered by the size of our four city* phone bill. 


| 
Some of it, of course, is of the When-are-we- | 


going-to-get-the-plates variety. But two-thirds 
is charged to the editorial department—for calls 
all over the country—made to confirm stories, 
develop facts, develop news angles, or run down 
rumors. 


It’s quite true that anyone can spend money on 
phone calls. But when you add ours to other 
communications items—TWX’s, leased wires, 
telegrams, plus bureau coverage in the 4 more 
important sources of radio-tv news, plus the 
salaries and travel expenses of 35 editors, re- 
porters and writers—it totals real dough. 


Willingness to invest in first-hand information 
produces a business magazine every week that 
radio-tv folks depend on. Advertisers have dis- 
covered this—BeT carried more pages of radio- 
tv advertising (3,832) last year than all other 
vertical publications in its field combined. 


* Washington, New York, Chicago and Hollywood offices. 


gestions with quotes. 

SPINFORMING 

A Roland 

Teiner First 
Spinforming permits 
cost-saving model and 
shart run fabrication. 


| Thimbie size to sixteen 


foot diameters. *Exam- 
ples: (1) Conical (2) 
Spherical (3) Cylindri- 
cal. 

HYDROFORMING 

A Roland 

Teiner Facility 
Hydroforming permits 
cost-saving special 
shapes, medium run 
fabrications. Up to 
twelve inch blanks. Ex- 
amples: (1) Irregular 
deep drawings (2) Un- 
sphericaj pressings (3) 
Combinations; part 
spinformed then hy- 
droformed, - 


DEFENSE, ADVANCED AIRCRAFT, NU- 
CLEAR RESEARCH. AND AUTOMATION. 
EQUIPMENT CUSTOMERS ARE MAKING 
SUBSTANTIAL COST-SAVINGS BY USING 
SYMMETRICAL SHAPES AND TEINER- 
FORMING -METHODS. 

Send prinis, drawings or sketches for design 
suggestions and quotes or write for literature 
and sample “Sketchform Set” 

sat? 
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an 
ROLAND TEINER COMPANY, inc., Dept. 50 


134 Tremont $t., Everett 48, Mass., Tel. EV 7-7806 
ENGINEERING REPRESENTATIVES IN PRINCIPAL CITIES 


COST-SAVERS—These words ix the 
Teiner ad drew many requests for 
Sketchform sets and brought the 
company new business that might 
not otherwise have been developed. 


“Following this general applica- 
tion on one locality basis, we ex- 
tend the mailings to other localities 
according to results achieved. 
“Over a period years, we have 
discovered that there are certain 
essentials that seem to be impor- 
tant in all first-approach letters. 
One of the best gimmicks is to 
include an asterisk and dotted line 
above the company’s name and 
address. It seems to be one of the 
most natural things in the world 
to write a name—your own or 
someone else’s—so we ask the re- 
cipient of our letters to do this 
easy thing. It seems to work al- 
most every time.” 


/\LYNCHBURG 


VIRGINIA 

A Metropolitan Market as defined 
by Sales Management, the City of 
Lynchburg’s 1954 per capita retail 
sales ($1,478) were 22% higher 
than the U. S. average. 

ONLY the NEWS-ADVANCE cov- 
ers this basic Virginia market. 
ADVERTISE IN LYNCHBURG—GET OUR MARKET FOLDER 


WARD-GRIFFITH 


The Ward-Griffith Co: . i 


in all priricipal ddvertising centers 
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The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome 


Calls Mergers a ‘Basically has always been. The founder and agement it will very soon have} 
Constructive Factor’ president, Charles Lubin, will con-| new plant facilities and complete- 
To the Editor: We were particu- tinue to be the guiding light for /ly new and modern baking equip- 
larly interested in your editorial Sara Lee. In fact, he also will be | ment. eee 
of Aug. 27 captioned “The Way the @ member of the board of directors} With respect to Toni and Paper 
World Goes” because three of the of Consolidated Foods and we know Mate, these operations are enjoy- 
examples you cited—Sara Lee that he is already being consulted ing greater success than ever be- 
cakes, Toni and Paper Mate—are | 0m many of the non-Sara Lee food fore under the Gillette Co., and 
all public relations clients of ours. | activities of this corporation. What | there is no absence of the dy- 
Because of our close relationship Will happen is that the knowledge, namics in these situations that ex- 
with these companies, I feel we ability and energy of this execu-/isted prior to the purchase of the 
can tell you personally that the tive will now be given broader respective companies by Gillette. 
fact that they have become part Scope through his involvement in| It certainly is true that this is an 
of large corporate structures has activities of the larger corporation. | era of acquisition and mergers. 
not in any way “destroyed” the The immediate causal factor in| But rather than being a destruc- 
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Man with 
a magic pencil 


le qe. pores & aioe tetas me 
ets the Nem Rene Be 


GOLDEN STATE MUTUAL 
PC ISNC RVC! COREE a exvrer ure von woe NEW ENGLAND 
oar 


businesses themselves, nor any of| this sale was the compelling need 
the values that have made them for new production facilities, in- 
successful in their respective volving a large capital investment. 
fields. Sara Lee has been plagued during 

In the case of Sara Lee, we) the past year or so with inability 
know that it will remain just ‘as/|to meet the great demands for its 
much the “vigorous expression of product despite a 24-hour produc- 
entrepreneurial enterprise” as it} tion schedule. Under the new man- 


SELLING FOOD PRODUCTS? 


tive factor, it seems to me that 
it is basically constructive. Some, 
like those you cited, involve suc- 
cessful companies which, through 
a corporate change, are enabled to 
reach the fulfillment of their po- 
tential. Others, which we read 
about every day, involve reorgan- 
ization of family concerns and 
others that have come on hard 
times for reasons of mismanage- 
ment: er lack of funds. The new 
blood that is poured into such en- 
terprises through acquisition or 
merger serves to revive them and 


ote 


GOLDEN MAGIC—The Golden State 


Mutual ad is one of a series, first 


of which ran in San Francisco newspapers on June 9. The New 
England Mutual Life page appeared in the Sept. 10 issue of Time. 


10 issue of Time—a full-page ad 
for New England Mutual Life In- 
surance Co. 

Both, of course, are selling the 
same basic thought—the service 
which can be secured only from 


a competent, well-trained insur- | 


ance representative. 
Coincidence we are convinced 


some exclusive item or phase of 
operation found in Stop & Shop 
supermarkets. Some of these ads 
carry the price of the item fea- 
tured, some do not. (Our meat se- 
ries always had price of some item 
in them in spite of Mr. Venet’s 
oversight of this.) These ads are 
| designed to create a feeling in the 


Your market is 
299 MILLION DOLLARS 
in Flint and the Saginaw Valley 


to bring them back as strong com- 
petitors. 
DANIEL J. EDELMAN, 
Daniel J. Edelman & Associ- 
ates, Chicago. 
Opinions on this subject obvious- 
ly differ. We still believe that the 
tax structure is the most important 
| | merger-motivating force, and that 
| individualistic entrepreneurs are 
|not precisely the same when they 
| become cogs—no matter how im- 
portant—in some other, bigger 
| business. 


| “Season Never Ends’ Is 
|Trade Ad‘s Reminder 
| To the Editor: The Rose Marie 


this is—the type of coincidence| consumers’ minds about Stop & 
which once threw us deep into| Shop... feelings that might be ex- 
despair, but now makes us philo-| pressed as follows: “These are 
sophical about two great minds smart people and they do things in 
and the channels in which they /a smart way. It must be more fun 
run. ;and more exciting to shop there 
Davip R. FENWICK, |... 80 I think I'll try it.” 

Vice-President, Elwood J. We hope that these ads create 
Robinson & Co., Los Angeles. the idea in the consumers’ minds 
e * e 'of WHERE she should do her shop- 

Stop & Shop Agency Explains Pins. ..not WHAT to shop for. 


The price ads on the weekend, 
Plan Behind Ad Series | which Mr. Venet claims are the 


To the Editor: Being of a dif- | ONLY thing that counts and 


ferent school of thought from that, 
NEW BERN 


to which Mr. Venet of Howard, 
NORTH CAROLINA 


Mintz & Venet, adheres, we were 
naturally interested in his letter of 
reaction to the meat series we pre- 
pared for our client Stop & Shop 


|Reid Life ad that you pictured in 


Big names sell brand names on 
WNEM-TV. They reach the Flint- 
Saginaw market on its most sig- 
nificant station. 


Michigan’s 2nd richest market 


This hungry market buys a lot of soup and cereal. For 
Michigan’s Golden Valley has a lot to spend and 


spends it. . . 
@ Total Spendable Income .. . . $1,683,023,000 
@ Average City-Family Income 


@ Annual Retail Sales 


Influence these dollars best on WNEM-TV—the only sta- 
tion that completely covers all the sets . . . that gives 
86.9% penetration of all the homes in Flint and the 
Saginaw Valley. See PULSE and ARB surveys for proof. 


Contact Headley-Reed or Michigan Spot Sales 


WNEM-TV 
a Cotily station 


serving Flint, Saginaw, Bay City, Midland 
WPON —Pontiac, Michigan 


| your Sept. 17 issue was captioned 


}|mer is settling into a memory and 


‘jalmost a plan... It’s a setting of 


coincidence, in reaching from New 


“The Last Swim of Summer.” 

It might be more accurately 
captioned “The First Swim of 
Fall.” I’ve enclosed the same ad 
(with trade copy) as it appeared 
in the “Resort & Cruisewear” sup- 
plement to the Sept. 19 Women’s 
Wear Daily. 

As the copy states, it was meant 
to “hit Life’s readers just as sum- 


the lure of a winter vacation is 


the stage for near-now cruise sell- 
ing. It’s proof again that at Rose 
Marie Reid the swimsuit season 
never ends.” 

Sept. 17 may be a bit chilly for 
the beach at Southhampton, but 
the girls are just beginning to get 
their feet wet at Varadero Beach. 

JERRY GROSSBERG, 

Advertising Promotion Man- 

ager, Women’s Wear Daily, 

New York. 


Golden Pen, Magic Pencil 
Are Insurance Ad Themes 
To the Editor: The long arm of 


England to California, appears to 
have developed two hands—one 
clutching a magic pencil, the other 
wielding a golden pen—both sell- 
ing insurance. 

The enclosed proof is of a series 
of ads which was first run by our 
client, Golden State Mutual Life 
Insurance Co. of Los Angeles, in 
San Francisco newspapers on June 
9 of this year. It is part of a com- 
plete campaign which will run 
not only in newspapers throughout 
the nation, but also in magazines, 
beginning the latter part of this 
month. The entire campaign is 
built around the theme, “The Man 
with the Golden Pen”—the rep- 


Radio Stations WABJ — Adrian, Michigan 


resentative of Golden State Mu- 
tual. 
The tear sheet is from the Sept. 


Inc. (AA, Aug. 27). 

Mr. Venet’s statements are much 
like the man who proclaims: “I’m 
against sin.”” No one can argue too 
much with that. What Mr. Venet 
does not understand is the objec- 
tive of our advertising program. It 
can best be expressed as follows: 

Each Wednesday, the day before 
our weekend of “price” ad appears, 
we have been running a large 


space advertisement which features 


New Bern is the buying center of 
‘Craven County’s— 
$65,740,000 

effective buying income. 
The Sun-Journal, New Bern's only 
newspaper will cooperate in build- 
ing sales for you. 
REQUEST MORE FACTS—ADVERTISE IN NEW BERN 


Reliwnaily Kepreoentieu bp 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 


us once and 
try us thrice 


yout 


Our halftone work 
is O, so nice! 


Photo Engravings 


pom ==4 


Of this 
re quite sure 


An ad-man’s 
headache cure 


SO DOOOOOE9SS2ESEEESES 688822225 
COLOR AND BLACK-AND-WHITE 
DAY AND NIGHT SERVICE 
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which we feel merely tell a reader 
WHAT she should buy this week- 


end..,no matter where she shops, | 


cannot do the whole job for the| 
market. If price were all import- | 
ant, then the lowest priced market | 
would do all the business. Obvi- 
ously there are other factors in- 
volved in the decision as to where | 
to shop. 

We know from experience that a 
supermarket chain like the one we| 
represent must do much more in 
front of the public than produce 
low prices if it is to exist and grow 
in the face of its competition. The 
growth factor at Stop & Shop in- 
dicates we must be right in our 
approach. 

We also are willing to recognize 
that the food stores Mr. Venet 
represents may be the type that 
can do well solely by price promo- 
tion. So let’s all live and let live. 

ARNOLD Z. Rosorr, 
Arnold & Co., Boston. 


Thoughts Illustrated 
To the Editor: Re: Those won- 
derful HELP WANTED ads. 


HOWARD STIVERS, 

Stivers Studio, San Francisco. 
P.S. If you don’t want to pub- 
lish this for free*—send it back. 


—which we advertise in AA. 
* To you, that is! 
* - * 


Space Discount Rise Would 
Affect Small Manufacturers 

To the Editor: I read with in- 
terest your editorial, “Should 
Maximum Discounts Be Higher?” 
(AA, Sept. 24). 

There is only one fly in the oint- 
ment relative to discounts for 
space. Unless the discounts were 
figured on the basis of products 
advertised, it would put the small 
manufacturer with only one or two 
products to advertise at a decided 
disadvantage when competing with 
the big soap and food manufac- 
turers and would also bring the 
congressional small business com- 
mittee down upon the heads of 
publishers. 


J. W. Martin, 
J. W. Martin Inc., Milwaukee. 
+ e * 


Debates Arkin’s ‘Mundane’ 
Term for All Fashion Ads 

To the Editor: Hockaday Asso- 
ciates and its client, Andrew and 
Leonard Arkin, are to be compli- 
mented on using a new approach 
to fashion advertising (AA, Sept. 
3). However, when they attempt 
to justify their novel comic strip 
series by relegating all other fash- 
ion advertising to the creative 
limbo, we think the Messrs. Ar- 
kins’ skirts and narrow mental 
silhouettes are showing. 

If they went through “tons” of 
fashion magazines “page by page” 
and “issue by issue” as they said, 
they would see that there is a 
perceptible difference between 
good and bad fashion advertising 
just as there is a marked differ- 
ence between good and bad any- 
thing. To dismiss all fashion ads 
with a sweeping “myopic, mun- 
dane and mass produced” deroga- 
tion is ridiculous. For sadly what’s 


excellent fashion efforts of Hock- | 
‘ably, and we have had our layout 


aday Associates? 
. We await eagerly the dramatic 
new instalments of this adventure 
series. We trust “The Life and 
High Times of the Arkin Girls” 
will prove higher and happier 
than those of their other less for- 
tunate sisters—Winnie Winkle, 
Mary Worth, Daisy Mae, Orphan 
Annie and Tillie the Toiler. 
RICHARD L. GILBERT, 
President, Gilbert Advertis- 
ing Agency, New York. 
* * * 


Pressurization Theme Hard 
to Dramatize, Airline Finds 

To the Editor: The publicity 
manager and I read, with great in- 
terest and edification, James D. 
Woolf’s article in the June 25 issue 
of ADVERTISING AGE on the subject, 
“The Difficult Art of Dramatizing 
the Key Idea.” 

We feel the examples he gave 


backed up his arguments admir- 


pads out, sharpened our pencils in 
an endeavor to find some way of 
dramatizing the selling points of 
airline travel—such as comfort, 
speed, quietness and service, etc. 

Our fleet includes the Vickers 
“Viscount” pressurized airliner 
and, of course, pressurization is a 
feature which we plug as much as 
possible. However, we found it dif- 
ficult to be as directly dramatic as 
the people he features in his arti- 
cle. I think the reason is that in 
every case his sample advertise- 
ments feature the product itself as 
the center of attraction. Herein lies 
their strength. However, it is ap- 
parently a different matter with 
airline advertising, as our products 
are sometimes intangible things. 
We are not selling a packet of Kel- 
logg’s Rice Crispies, but an aircraft 
seat. 

I thought you might be interest- 


ed to know that we read Mr. 
Woolf’s articles avidly every week 


= 
and do endeavor to use the won- na 
derful knowledge we gain in a p e @) 2 i A ee 
practical way. 3 


Than‘ you for helping us. 

P. C. H. Taytor, 

Publicity Officer, Trans-Aus- 

tralia Airlines, Melbourne. 

s es a 
Bearded Models Absurd, 
This Reader Avers 

To the Editor: This fad for 
bearded models is becoming ab- 
surd—as witness the Stroock ad 
from the Sept. 8 New Yorker. 

I don’t believe two such be- 
whiskered characters could be 
found in any American business 
office. 

ALLEN GLASSER, 

Production Manager, Cantor 

Publications Inc., New York. 

The Creative Man commented on 
beards and other attention getters 
in his Sept. 24 column. 
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$708 Million Market 
Largest in Downstate Illinois 
JOURNAL STAR 


Covers 
All Peeriarea 


Daily Net Pd. 
Exceeds 100,000 


1956 Brochure 
on Request 


EARL H. MALONEY 
Adv. Director 


WARD-GRIFFITH CO: 


The Word-Griffith Co. maintains offices 


in al! principal advertising centers é 


then to become of the many other 


‘Thirst 


The successful man has an unquenchable thirst for new ideas, for up-to-date 


methods, for every product or development that can help him in his work. No 


wonder, then, he turns instinctively to leading business publications in his field, 


for there, on both the editorial and advertising pages, he finds the news reported 


and advertising copy. 


Chilton 


COMPANY 


with skill and authority. No wonder, then, he is so receptive to both editorial 


Chestnut and 56th Streets « Philadelphia 39, Pennsylvania 


CHILTON PUBLICATIONS: Department Store Economist « The Iron Age « Hardware Age « Spectator » Hardware World 
Jewelers’ Circular—Keystone « Automotive Industries + Gas « Distribution Age + Optical Journal and Review of Optometry 
AS ud Motor Age + Boot and Shoe Recorder « Commercial Car Journal « Butane-Propane News « Electronic Industries « Book Division 
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Stars ‘n Strips Gets Push 
Johnson & Johnson, New Bruns- 
wick, N.J., plans to promote its 
Band-Aid Star 'n Strips via com-| 
mercials on the “Adventures of) 
Robin Hood,” heard over 159 | 
CBS-TV stations. When the prod-| 
uct was first announced, no adver- | 
tising had been planned (AA, Sept. | 
17). Young & Rubicam is handling. 


ROCKY MOUNT 


Business Is Better Than Ever . . . in 
NORTH CAROLINA 
Per Family Retail Sales 
Food Salcs 
Drug 
One of the nine largest cities in the State. 
Sell in this rich market thro advertising 
in one medium offering comp coverage. 
FREE! New Grocery Route List 
available to manufacturers and distributors. 


THE TELEGHAM 
Bvenlag and Sunday 
Nationaliy Represented by 


WARD-GRIFFITH CO, 
The Word-Griffith Co maintains othices 
in oWprie ipo! @@yeti r 


INQ Teaters 


John M. Hancock, 


| After college, he taught school;to the Lever organization as a 
|and became a high school princi- | “watchdog” and that it indicated 
pal. Later he was appointed as- | a' “Lever determination to build a 
sistant paymaster in the U.S. Navy | solid but unspectacular merchan- 
supply corps. He was on duty in dising organization,” since Mr. 
|China at the outbreak of World| Hancock, the report said, had “a 
War I and was recalled to Wash- reputation in business circles for 
ington, appointed a commander | his ability to put sagging compa- 
and put in charge of the Navy’s nies on solid ground” (AA, May 
purchases division. He received the 8, 50). 

Lever Bros. Co., former president Navy Cross for his services. Mr. Hancock was Mr. Baruch’s 
of Jewel Tea Co. and an associate| In 1919, Mr. Hancock resigned alternate on the United Nations 
of Bernard M. Baruch in develop-| from the Navy to join Jewel Tea | atomic energy commission in 1946- 
ing proposals for peaceful use of|Co. as vp. He was made president | 47, and earlier the two men had 
atomic energy, died Sept. 25 at|/of the company in 1922 and res- been associated in government 
White Plains Hospital. He retired| cued it from bankruptcy, turning | service on the war resources board 


Corporate ‘Trouble 
Shooter,’ Dies at 73 


New York, Oct. 2—John M. 
Hancock, 73, partner in the invest- 
ment banking house of Lehman 
Bros., former board chairman of 


Advertising Age, October 8, 1956 


business courses he helped reor- 
ganize—and of the Institute for 
Advanced Study at Princeton, N. J. 


EARL W. WALDRON 

New York, Oct. 2—Earl W. 
Waldron, 55, former publisher of 
the Albany Times-Union and the 
Baltimore News, Hearst newspa- 
pers, died Sept. 20 at his home 
here after a long illness. He began 
his career with the Buffalo Cour- 
jer, and became associated with 
‘the Hearst organization in 1920, 
| when he joined the Washington 
| Herald. He was publisher of the 


from business two years ago as a a $2,000,000 loss into a $750,000 and in a survey of the rubber in- | Times-Union from 1927 to 1929 be- 


result of ill health, and suffered a, profit within two years without | 
stroke shortly before he died. | dismissing a single employe. 
Mr. Hancock at one time was a 
director in 21 corporations and | ® In 1924, he joined Lehman Bros. | 
held executive positions in several as the first partner who was not a) 
others. | member of the family. In the years | 
Born on a wheat farm near Em- | that followed, he became a director 
erado, N. D., he was graduated of many of the leading industrial 
from North Dakota University in| companies in the country, and in 
1903 after having won varsity let-| 1950 he was named board chair- 
ters in football, baseball, basket- man of Lever Bros. Co. 
ball and track. He also edited the| At the time, AA reported that 
college paper. | Mr. Hancock had been brought in- | 


dustry in 1942. Mr. Hancock re- | fore going to the News in Balti- 

ceived the Army's Medal of Merit more. In World War II, Mr. Wal- 

in 1948 for his wartime services in | qgron was an aide to Secretary ‘of 

investigating production, studying the Navy Frank Knox. Later he 

the termination of war contracts | giq public relations work in Wash- 

and assisting the President and de- | ington. At the time of his death he 

partment heads in reconversion | wa, vp of the North River Trans- 

problems. ‘portation Co. and the Freight 
Clearing House of New York. 

= He was active also in the field . 

of education as a trustee of Mas- | 

sachusetts Institute of Technology parece Bean gyal — 

and Hamilton College—whose_ Ew s08K, . ; 
Stanley, 62, former vp and eastern 


When a city’s ABC Retail Trading 
zone t»tals one million persons 
and they regard one newspaper 

as their prime source of news 
and information... 

When almost everyone of shopping 

age regards this newspaper as a 
shopping guide... 

Then you have an ideal situation: 
bustling, buying Seattle and its 
accepted newspaper: The Seattle Times! 


Seattle has the third highest per capita buying power in the nation. 
Day after busy day this buying power is translated info actual pur- 
chases — purchases guided by. . . 


le Gimes 


_ NEWSPAPER 


SBE, -- 
Derr - ye ; 


Member Metro Sunday Comics end Sunday Magazine Network 


| manager of Oral Hygiene Publica- 
'tions, died at his home here Sept. 
| 20 after a long illness. He had re- 
'tired last January after 35 years’ 
association with the publishing 
| company. 
‘CHARLES W. FRAZIER 
New York, Oct. 2—Charles W. 
Frazier, 82, president of the Brett 
Lithographing. Co. for the past 50 
years, died Sept. 25 at his home 
in Englewood, N. J., after a long 
illness. Born in Brooklyn, he was 
graduated from Polytechnical In- 
stitute and New York Law School 
and was admitted to the bar in 
1899. 
| Mr. Frazier was a charter mem- 
|ber of the Lithographers National 
|Assn., and was one of its early 
| presidents. He also had served as 
| president, director and treasurer of 
|the Lithographic Technical Foun- 
| dation. 


PRESTON H. STRALEY 

Evmira, N. Y., Oct. 2—Preston 
H. Straley, 55, proprietor of a mail 
advertising service, died Sept. 18 
after a brief illness. He had oper- 
ated the business in this city since 
World War II. Prior to then he 
had been in the typewriter busi- 
ness. 


WILLIAM J. SPRINGFIELD 

Datias, Oct. 2—William James 
Springfield, 55, owner of Spring- 
field Advertising Agency, died 
Sept. 15 in a Dallas hospital fol- 
lowing an illness of several 
months. He worked for the Dallas 
Morning News and Daily Okla- 
homan, Oklahoma City, prior to 
establishing his agency here in 
1944. 


Telegram Co. Buys Daily 

The Evening Telegram Co., pub- 
lisher of the Telegram, Superior, 
Wis., has purchased the Press, 
Ashland, Wis., from John B. Chap- 
ple and Myrta B. Chapple. 


Sackheim Boosts Beddoe 

Robert Beddoe, account execu- 
tive with Maxwell Sackheim & Co., 
New York, has been named head 
of the agency’s direct mail divi- 
sion. 


SALISBURY 


NORTH CAROLINA 
Let us 


PROVE IT 
Generous Merchandising Service 
WARD-GRIFFITH CO. 


The Ward-Griffith Co. maintains offices 


in all principal advertising centers 
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“Spot-TV advertisers make wise | 
use of their money and our space; J 


says Abraham Cohen, President 
of Lafayette Pharmacies, 

reporting results produced 2 
by Station WTVR, Richmond s 


How do you rate, “use of space,” Mr. Cohen? 


By volume, turnover and mark-up. That com- 
bination must justify the space required for wi 
proper stock and display. 


You mean that, large as your stores are, space 
is at a premium? 


Always—and we want each foot to return its 4 
fair profit. : 


Is that determined by sales-checks? 


To a great extent—checks that are especially 
thorough when we're measuring an advertising 
medium. The results of our TV analysis were 
an eye-opener to me. Checking items that had 
announcement-schedules on WTVR, we found 4 
in each instance we were re-ordering more often. . 
Can you cite specific figures? 


. 


Take Bexel Vitamins, for example. TV built 
up a steady volume on them to more than three 
times the previous rate of sale. 


How much time do your sales-checks cover? 


Usually three to six months. We check for an 
extended period AFTER a TV schedule starts, 
then compare with a similar prior period. Cer- 
tainly everyone in the drug field has experienced 
the tremendous selling-power of television in 
cosmetics. Yet on products with much smaller 
potential, the consistent use of Spot-TV, timed 
to catch the desired viewers can produce sales ee 
even more spectacular in results per dollar. 


Then you don't feel that TV advertising is 
costly? 


Not at all. What may seem costly in dollars 
alone, can prove highly economical when meas- 
ured by results. Aud I repeat: our sales-checks 
show that Spot-TV advertisers are making wise 
use of their money — and our space. 

ABRAHAM COHEN. president of Lafayette 

Pharmacies, Richmond, Virginia. Lafayette’s five 

modern drug stores are strategically situated to 

give complete coverage of metropolitan Richmond. 


Television's - 
BLAIR-TV ©" | 
For sales building availabilities on these major-market stations ...Call National 
Represeniative 

I 
’ WTVR — Richmond WBNS.-TV — Columbus WBKB — Chicago WFIL-TV — Philadelphia WPRO.-TV — Providence WEWS — Cleveland KFRE — Fresno ‘ 
WDSU.TV —New Orleans KING-TV —Seattle-Tecoma WXYZ-TV — Detroit KVOO.-TV —Tulse WIIC—Pittsburgh WCPO.TV — Cincinnati KGO.-TV —San Francisco ., 

WOW.TV — Omaha KTTV —Los Angeles WABT — Birmingham WFLA-TV — Tampa-St. Petersburg = WNBF-TV—Binghomton WMCT — Memphis WABC-TV — New York 


Offices: NEW YORK + BOSTON * CHICAGO + DALLAS * DETROIT + JACKSONVILLE * LOS ANGELES + ST. LOUIS + SAN FRANCISCO + SEATTLE 
TEmpleton 8-5800 HUbbard 2-3163 SUperior 7-5580 _—- Riverside 4228 |= WOod'rd 1-6030 Elgin 6-5770 DUnkirk 1-3811 CHestnut 1-5688 YUkon 2-7068 Elliott 6270 
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| Dooley to Sullivan, Staufter al Baking Co., has been appointed 
Edward W. Dooley, formerly ad an account executive of Blaine- 
manager for Soilax and Soil-Off,, Thompson Co., New York. 
HOUSE ORGANS | products of Economics Laboratory, | 


music. Bu the copy must BING | Weed |has joined Sullivan, Stauffer, Col- Frigidaire Names Morrell 


plotter). Bree copy tf Seen es Ste? =| well & Bayles, New York, as an ac-| J. David Morrell has joined the| 


“ ” count executive. _public relations staff of the) 
That Fellow Bott” | Frigidaire division, General Motors | 
Leo P. Bett, Jr., 64 E. Jackson, Chicage _Byra to Blaine-Thompson | Corp., Dayton, O. Mr. Morrell was | 


| Alfred E. Byra, formerly assist-| formerly with Carrier Corp., Syra- | 
| ant advertising manager of Gener- cuse, N.Y. 


THIS IS ‘‘BING’’ MURRAY—(Another W-G Salesman) 


After graduating with scholastic and athletic honors from Indiana University 
(majoring in marketing), Robert F. “Bing” Murray spent a year and a half in mili- 
tary service. a, ™ then became Regional Account Executive with the Grant 
Agency’s Detroit Office, later becoming district manager for the Pontiac Motor 
Company's Sacramento, California office. That excellent background explains the 
fine work “Bing” is doing for us in the Detroit area. “Bing” is well qualified to help 
you with your advertising problems. Newspapers advertising gets immediate action— 
at lowest cost too! Advertise in Newspapers! 

Please note individual adv>rtisements of our newspapers throughout this issue. 


WARD-GRIFFITH CO at ar a 
- * PONDERATION—One of the 1,800 entries received for the Art Direc- 


DAILY NEWSPAPER REPRESENTATIVES tors Club of Chicago’s 24th annual exhibition gets careful study 
from the jury. Judges are Robert Pliskin, erecutive art director, 


ig > Sle eetieeenetes ana TEE) Dutleniidiees: Reedbury Themecen, ext. divadter of Mele. 

Statler Omice Building. 2-20. 0000000000200Uberty Sebae9, 00000 esron , ; gg Siig 

Pulton National Bank’ Building. ||” sessiwrem Attanta, ‘0iselle, and Carl Harris, art supervisor, Young & Rubicam, all of 
« CHARLOTTE New York. The exhibition will be held for two weeks, from Nov. 


318 Addison Building.....................20... un 5- _... CH 
Reuss Building. ....... ie ecee ies cseseeesensens - eee SAN FRANCISCO | 
Phi'ade'phia National Bank Building - se Pe ETLAns | 1 to 16, in Chicago’s Prudential Bldg. 


Six H. K. Porter Co. 
Divisions Switch to 
St. Georges & Keyes 


PittspurGcH, Oct. 2—H. K. Por- 
ter Co. has assigned six of its di- 
visions—all of them previously 
handled by Arthur R. MacDonald 
Inc., Chicago—to the Chicago of- 
fice of St. Georges & Keyes. That 
office was created by the absorp- 
tion of K. E. Shepard Inc., Chi- 
cago, into St. Georges & Keyes, 
New York (AA, Sept. 24). 

Divisions involved in the switch 
are: Delta-Star electric division, 
Chicago; Eseco division, Lockport, 
Ill.; Laclede Christy division, St. 
Louis; Leschen wire rope division, 
St. Louis; McLain fire brick divi- 
sion, Pittsburgh, and Vulcane 
crucible steel division, Aliquippa, 
Pa. 

Account executive on all six di- 
visions is L. E. Ahlswede, who 
went along with the accounts in 
the switch from MacDonald to 
St. Georges. 

At the same time, Porter Co. as- 
signed its Riverside metal division, 
Riverside, N. J.—previously han- 
dled by St. Georges & Keyes—to 
W. L. Towne Advertising, Stam- 
ford, Conn. The Towne agency al- 
ready handles the alloy metal wire 
division, Prospect Park, Pa., and 
W-S Fittings division, Roselle, 
N. J., accounts. 


® The Philadelphia office of the 
St. Georges agency continues to 
handle Porter’s Henry Disston and 
Quaker rubber divisions, Philadel- 
phia, and Quaker Pioneer rubber 
division, San Francisco. The office 
is slated to pick up the Philadel- 
phia-located electric service works 
th B M b . th aH M / section of Delta-Star electric di- 
ey uy ore vecause ey ave ore. vision Jan. 1, 1957. 

—— ae Other account assignments un- 

changed in the shuffle are the 


@ You can carve a big smile on your jack o’lantern, this > It’s Bic . . . over 600,000 population. Connors steel division, in Alabama, 
loween, i ‘re selling i ig, ri j li apt. oe handled by Robert Lucki . 
Hal ones if you re selling in the big rich Indianapo is > It’s S ee ag a arb pois Bren 
market! It ranks 7th in retail sales per capita, and 10th in : P ° : 
: , - balance of industry and agriculture. ada, handled by Alan R. Sills Ltd., 
average annual income per family among cities of 600,000 Toronto. 
and over. That’s because average annual income per fam- > It’s Eastry Reacuep . . . you get saturation coverage of 
ily, here, is a whopping $6,669 . . . 39.3% above the the metropolitan area, plus an effective bonus coverage of 
national average.* Whatever you’re selling, you need the 44 surrounding counties in The Indianapolis Star TORONTO CANADA 
Indianapolis! and The Indianapolis News. Write for complete market data. ° 
»me » » j y : tal City of On’ ‘ 
And remember, these other important advantages: Capi Ny, of Ouenrie Canada’s Richest 


ebtecs- ~~ %, Fs 


TORONTO DAILY STAR 
—400,000 circulation (largest in 
Canada) 
—80% coverage of Toronto 


—50% coverage of 45 prosperous 
Ontario centers 


KELLY-SMITH COMPANY - NATIONAL REPRESENTATIVES 


*Saies Management, Survey of Buying Power, May 10, 1956 
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THE INDIANAPOLIS STAR oe 


YOUR FIRST TEAM FOR SALES IN INDIANA | 
, pas Natonally Representes by 


THE INDIANAPOLIS NEWS pap </ WARD-GnIFTEE co, 


The Word-Griffith Co. maintains offices 


in all principal advertising centers 
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HERE ARE THE FIGURES... 


“Fantastic...truly amazing” 
10-year post-war period, from Dec. 31, 1946 to Dec. 31, 1955 
DEPOSITS in BANKS 


"RW RG is os ke eee wi es increase 41% 
Florida State .............. increase 89° 
FLORIDA’S 3 “GOLD COAST” COUNTIES: § 
DADE COUNTY ......... increase 112% 
PALM BEACH COUNTY ... increase 59°% 
BROWARD COUNTY ..... increase 253% 


SAVINGS in 
Savings & Loan Associations 


Tete Wiis oi 6 nee increase 373% 
The HERALD is the dominating medium Florida State .............. increase 641% 
for reaching and influencing the buying decisions of FLORIDA’S 3 “GOLD COAST” COUNTIES: 
the 1,082,000 permanent residents of Dade, Broward ‘ R 
and Palm Beach Counties—plus a bonus of 3,000,000 DADE COUNTY . ene £ a? increase 490% 
seusatniin ae dees one PALM BEACH COUNTY ...imerease 771% 
BROWARD COUNTY ..... increase 1,946°% 


= >. ee 
Che Miami ¢ 

Write for your Story, Brooks & Finley, National Representatives ~ 
ae sey ; a } aes 
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Advertising Age, October 8, 1956 


grandfather was a former governor | was a playmate of the Lincoln,;fund raising campaigns for such 
children. important institutions as the 


% 4 On bf Vo Kn a lor Minnesota, who was appointed 
Gf M4 OW Cee Ww. R. Merriam by President William McKinley as George beg on ay ned 
the first paid director of the Cen-| = After graduation from Lehigh| Hospital and Georgetown Univer- 

Wasuincton, Oct. 4—William R. | direct mail with the public. Before | sus. His father was a career naval Sieeostier be 1933, he spent oe sity Gymnasium, both here. 

Merriam, newly elected chairman this is achieved, however, he \officer who entered the service| years on the old Washington| Financier-promoter Robert R. 
of Direct Mail Advertising Assn.,|acknowledges DMAA will also | during the Spanish-American War.| Times, and in free-lance pr work.| Young was the prime mover in 
is a comparative newcomer in the| have to have an internal peegrems | On the maternal side, he traces | From 1936 to 1940 he was with the| Federation for Railway Progress 
field of direct mail advertising, but to sell some of its own members’ his ancestry to the Blairs of Mis-| John Price Jones Corp., New York| when Mr. Merriam was recruited 
he believes his career has given on the importance of “upgrading” |souri, powerful leaders in the fund raising organization. After|to become membership secretary in 
him special “know-how” which) the material they send out. Lincoln administration. He recalls five years of military service dur-| 1948. He was subsequently vp for 
may be particularly useful to} DMAA’s new chairman is a na- public relations in 1950-54, re- 


- 7 one great uncle who was raised in ing World War II, he rejoined the 
DMAA at this stage of its history.| tive of Washington, with a colorful|the famous Blair House, across|John Price Jones organization| maining as vp and secretary-treas- 

He takes office at a time when! family background. His paternal|from the White House, and who from 1946 to 1948, directing the| urer for the whole operation when 
industry leaders talk seriously of ; 
an effort to improve direct mail’s 
prestige. In his acceptance speech 
Mr. Merriam made it clear that 
one of his major aims is to get this 
project past the “talk” stage. 

Mr. Merriam, who marks his 
44th birthday today, has been with 
the Federation for Railway Prog- 
ress, Washington, for the past 
eight years, and is currently vp 
and secretary-treasurer. At the 
federation he became exposed to 


x 


Table 
1 Sizes of Fleets in the Survey . 


it Number and Types of Vehicles in Fleets in the Survey... © ee ee vn eens 2 
William R. Merriam O00 Clhemesborieiiis OF Weliicles «8 cee etn ens nbs eben sone eee 3-12 
. A. Common Carriers ES Pee DR ee ee Te ey 3 
the techniques of testing lists and B. Food Distribution Fleets , ae (Se aed 4 
other direct mail procedures when C. Goverment Fleets i co Set ele et ee ie 5 
he set out to build the circulation D. Construction and Mining Fleets 6 
of the federation’s monthly publi- ee ade in ba ped Ree 7 
cation, “Railway Progress.” F. Petroleum Fleets 8 
G. Public Utility Fleets 9 
@ His experience as a user of di- H. Wholesale-Retail Delivery Fleets ak wb 10 
rect mail soon made him feel a | Miscellaneous Trucking ar j Pe tae See WwW 
compulsion to become active in J. Vehicles for Hire Without Drivers ‘ eee 
DMAA - pa to a j 1V Annual Mileage of Fleets in the Survey j > ae 
protect the medium. He has n V As : 
on the board of directors since pc saat $4122 
1952, and has served recently as @ei um 14-18 
treasurer, and as American vp. Ces ig 14 
Because of his experience at the Btocel Pe / +4 
federation, which is concerned RPE ATES SS aie Raa or rte 16 
chiefly with building better public Meter On 7 
relations for the railroad industry, venice 18 
he is particularly sympathetic with - on 19-23 
those who believe that an associa- Se tet tenner seen ee bce taeee tet cereepenteseeeed 19 
tion like DMAA has a strong obli- om 20 
gation to guard the public rela- a 21 
tions of the industry it represents. Possnne uct ond Trailer) 22 
As a trade association executive, vs ger Cars 23 
EHICLE ENGINES 24-26 


however, he is acutely conscious of 
the fact that associations inevita- 
bly move slowly toward making 
important decisions. To speed 
DMAA along the course he hopes 
it will follow, he proposes to re- 
tain outside pr counsel to analyze 
DMAA's public relations respon- 
sibilities and to develop a work- 
able plan which reflects the desires 
of the membership. 


s Part of the plan would be de- 
signed to improve the standing of 


DAYTONA BEACH 


FLORIDA 
Population: New Metropolitan 
WHOM, WOW ic occccccsceveceened 98,400 

Florida’s Year "Round Resort 

Covered By 

DAYTONA BEACH NEWS-JOURNAL 

1. Daytona Beach is an unusual 
test market; its thousands of 
visitors come from all over the 
U.S., Canada, Cuba and South 
America. Its Summer seasons 
now rival its Winters in tourist 


larity. 
2. Beer $137,120,000 effective buy- 


ing income. 
3. Retail Sales, 1955, Metropolitan 
area, $16,200,000. 


4. A quality market index of 123. 
5. 1988 total advertising 17,169,628 
ines. 


Clarence Publishers’ Representatives 
ot Florida, in Florida 
Nati liy Repr aw 


WA RD-GRIFFITH —€eo. 
Tine Ward. Griffith Co. mainteins offices 


in Ql! principal advertising centers 


Gasoline 
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Mr. Young pulled out after gaining 
control of the New York Central 
in 1955. 


® Mr. Merriam’s war service 
turned out to be a particularly im- 
portant stage of his career. After 
enlisting as a private in 1941 he 


he learned at John Price Jones 
Corp. soon got him into trouble 
with superior officers, who had 
their own way of organizing a 
training program. Before long he 
was enroute to North Africa with 
a group of replacement officers. 
The story, however, has an un- 


~—- — —— - 
. . — — 


7 


was graduated from a Quarter- usually happy ending. As a result 
master Corps office candidate of the transfer he was ultimately 
school and eventually found him- assigned to command a salvage 
self as an instructor at Camp Lee, unit in Rome. An Italian associate 
Petersburgh, Va. His initiative in|invited him to the 21st birthday 
applying the chart-talk techniques | party of. an Italian girl. A long 


courtship followed, stringently Oct. 8, parts of “Ma Perkins,” 
regulated by the restrictions en- “Right to Happiness” and “This Is 
forced by her parents. Nora Drake.” Dancer-Fitzgerald- 
But the bond of affection was|Sample is the agency. 
obviously strong. After returning 
to the U.S. for his discharge, he | Nestle (Canada) Sponsors 
returned to Rome in January, 1946, Nestle Co. Ltd. (Canada) is 
and was wed. The Merriams now | sponsoring “Oh! Susanna,” the 
/new television comedy series star- 
‘ring Gale Storm, over the 29-sta- 
Best Foods Buys Radio tion Canadian network. Nestle is 
Best Foods Co. has purchased also sponsoring the show in the 
time in three CBS Radio daytime) U. S. Cockfield, Brown & Co., To- 
serials. It will sponsor, starting ronto, is the agency. 


have two daughters. 


NOW AVAILABLE 


from your FLEET OWNER representative 


all the market information you've always wanted 


.-. never had... on 109 


truck fleet products 


FLEET OWNER sponsored it. McGraw-Hill research made it. 
Every supplier to the great truck fleet market can benefit by it. 
It’s a full-scale survey of 109 major automotive products, repre- 
senting an 8% billion dollar market. It covers purchases, buying 
habits, and rate of replacement. 


Made in close cooperation with over one thousand truck fleet oper- 
ators, it is undoubtedly the most comprehensive study of this 
rolling market ever attempted. The new information provided on 
market potential may well formulate new manufacturing and 
merchandising patterns throughout the industry. 


You have an unprecedented opportunity to set new sales sights for 
1957, as 90% of the respondents to this study say they will spend 
as much or more for products and services during the next year. 


Your FLEET OWNER representative has this information. Call 
him, or write or phone us (LOngacre 4-3000, extension 8333). 
You’ll hear from us within a week. 


F f F E rT McGraw-Hill’s Magazine of Trucking 


330 WEST 42ND STREET, NEW YORK 36, N. Y. ABS 
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Puerto Rico Rums 
Sets Car Card Push 


New York, Oct. 2—Rums of 
Puerto Rico has announced the 
largest transportation advertising 
drive it has undertaken in the six 
years of advertising and promoting 
rums for the Commonwealth of 
Puerto Rico. The campaign will be 
concentrated in five metropolitan 
markets from Oct. 1 through June 
30. 

The five markets are New York 
and northern New Jersey, Chica- 
go, Philadelphia, Minneapolis and 
Boston. 

The car cards will show Joe! 
Stetson, dog editor of Field &* 
Stream, and his now famous Bri- © 
ard shepherd “best friend” con- 
versing in the familiar balloon 
copy. Each card will feature one 
of seven brands of Puerto Rican 
rum with one of eight rum drinks 
(daiquiri, rum and cola, rum sour, 
rum collins, hot buttered rum, rum 
and tonic, rum highball and rum 
old fashioned). The brands fea- 
tured will be Bacardi, Boca Chica, 
Carioca, Son Q, Merito, Maraca 
and Ronrico. 

Rums of Puerto Rico is a divi- 
sion of the Commonwealth of 
Puerto Rico’s economic develop- 
ment administration. 

Ogilvy, Benson & Mather is the 
agency. Ee 


Rexall Drug Sets Semi-Annual 
One Cent Sale Oct. 15-20 

Rexall Drug Co., Los Angeles, 
will hold its semi-annual One 
Cent Sale Oct. 15-20, using retail- 
type advertising in national maga- 
zines, Sunday newspaper supple- 
ments and comic sections and radio 
to promote the event. The mag- 
azine schedule calls for four-page 
color ads the week before the sale 
in Household, Farm Journal, Life, 
Look, Progressive Farmer and The 
Saturday Evening Post. Two-page 
color ads will run Oct. 14 in Pa- 
rade and This Week Magazine. 
Similar ads or their equivalent in 
comics sections will run in 43 in- 
dependent supplements. 

More than 8,000 radio spots will 
be used in nearly 900 markets. The 
10,000 independent Rexall drug- 
gists will distribute 15,000,000 sale 
circulars locally to back the pro- 
motion. Batten, Barton, Durstine & 
Osborn, Los Angeles, is the Rexal) 
agency. 


‘Construction World’ Will 
Distribute New Edition 

Construction World, published 
by Miller Freeman Publications in 
Vancouver, B.C., since 1945, will 
distribute a separate new edition 
this fall to cover the Pacific 
Northwest states and Alaska. 
Charles L. Shaw, in charge of Mil- 
ler Freeman operations in Van- 
couver, will serve as general man- 
ager of both editions of Construc- 
tion World, with A. W. T. Chowne 
as advertising manager. 

A new staff has been organized 
at 71 Columbia St., Seattle, for the 
Pacific Northwest and Alaska 
edition and will be headed by John 
E. Miller. Each edition wili have 
its own identical rate structure 
with a combined rate for adver- 
tisers using both editions. 


PUT COLOR 


In Your 
ELIZABETH (N. J.) MARKET 


ADVERTISING 
One coior and black, two colors 
and black and full & O P color 


Accepted by the 


ELIZABETH DAILY JOURNAL 
ELIZABETH, NEW JERSEY 
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. / 
Brandon Rejoins Noble-Dury | me /_ \. P TV B k 
 SC/SSORS-T/P ARTs Nat Brandon has rejoined Noble- | SG i) * - % ; ay ac ers 
The most convenient and the quickest way to | Dury & Associates, Nashville, as i Ae ‘i 
duce smort printed promotions istowe .--ictant to the president. Mr. ‘ ae a Pit h C d 
the Clipper Scissors-Tip way. Free sample Brandon, one-time plans director, | & 7 i a ity licn in ana a 
copy, yours to use, no obligation. Address... ‘left the agency three years ago to| : 


Holn Coatin ‘Advertising “Agency,| in a , i. ee Critici 
eh a (Se fm Draws Criticism 


Box W908 Peoria, Minois | also of Nashville. 


Orrawa, Ont., Oct. 2—Three 
U. S. enterprisers pushing sub- 
scription tv apparently are at- 
| tempting to pioneer their system 
tn Canada in the hope that pay-as- 


iF YOUR TV SPOTS REQUIRE EYE- _you-see may eventually catch on 
CATCHING MOTION ON A CONSERVATIVE ¥ ‘in the States. 

BUDGET, TRY STOP MOTION FILMS! . | The companies—Zenith Radio 
Much, much lower in cost than full animation (which McMillen Beaton |Corp., Famous Players Canadian 


we also do jor the heavier budget), Stop Motion gives Corp. and Skiatron Electronics & 
MY FAIR CLIENT—J. B. Clark, head of Coats & Clark, talks over the si oe 
IMPACT to your TV sales message at LOW COST ~ene fl cad of Television Corp. of New York 


Write us today for Sample Reel. d 9389 6. WABASH company’s spring campaign with Cecil Beaton and Eleanor McMil- proposed subscription tv as a 
; ° | len, fashion director for Kenyon & Eckhardt. Photographer Bea- |means of picking up the cost of 
Mew YORK, MY | ton, the man who started the Edwardian Look with his costumes |out-of-the-ordinary programs on 

tine pg for “My Fair Lady,” will supervise photography for a new high- |Canadian tv. 


aa ashion campaign for the 100-year-old needlecraft company. Their plan was submitted to the 
—— nade . 4 f - Royal Commission on Broadcast- 


ing, but Chairman R. M. Fowler 
was cool to the idea, contending 
that Canada already has a pay-as- 
| you-see system—through taxes. 
The U. S. companies’ briefs were 
|immediately opposed by the The- 
|atre Owners’ Assn. of Quebec and 
other members of the commission, 
who questioned the value of sub- 
| seriptien tv in Canada. 


. The three competing companies 
— subscription tv could 
improve the economics of televi- 
sion financing in this country by 
|uncovering audiences willing to 
|'pay extra for better programs. 
|How to provide money for CBC- 
|TV is one of the big problems be- 
fore the commission. 


|@ John Fitzgibbon, president of 
|Famous Players, told the commis- 
| sion his company is planning tests 
of subscription tv by the use of 
| wired picture circuits in Kenora, 
/Ont., and Kitimat, B. C. 

He also proposed that CBC per- 
| mit his company to set up a tv sta- 
| tion in an area already served by 
tv to enable a test to be made 
with programs on the air. 

A Famous Players subsidiary, 
Trans-Canada Telemeter, has been 
set up to operate pay-as-you-see 
tv, and Mr. Fitzgibbon said,jts fa- 
cilities will be available to the 
whole Canadian theater and tv in- 
dustries. 


8OsTON sry, So oe that subscription 1 is 9 "realty 


““s Bae & alas! y ated with potential benefits for millions 

of people in the U. S. and Canada. 

e As explained by Zenith in its 

ADVERTISERS GET brief, subscription tv would in- 

volve special charges for particu- 

PORK & MOLASS lar programs broadcast by a sta- 
BIG -TIME RESULTS tion. Programs for which a fee 

: was to be charged would be scram- 
bled at the transmitter and un- 

ON WFAA =-TV scrambled at the receiver by a 


decoder. 
! 


co oid KGW-TV Joins ABC-TV 
KGW-TV, Portland, Ore., will 
The housewife who just opened this can of Heinz affiliate with ABC-TV, effective 
baked beans might find herself in the same predicament in December, when the new sta- 
s : : tion will begin operations. 
as the little cartoon character when it comes to pronouncing 
“Worcestershire Sauce,” but one thing’s for sure: She 


knows it pays to reach for HEINZ, regardless. IN HAVERHILL, MASS. 


And throughout North Texas more and more housewives 


are becoming presold on all Heinz products while IT’S THE GAZETTE 


settled back to watch “Studio 57” — now in its patentn, 
3rd year over WFAA-TV! of the ¢ AZET E 


at you these facts: 
Retail Sal 


If you're looking for “big time” re.ults, see your 
PETRYMAN for complete market data 
and coverage information. 


high. : 
DICK DRUMMY, 
Commercial Manager 3—World pod G. Mclaughlin 
' e SION making 
oe senvice OF THE +—Western ‘Fleetric Co., Mfg. Center. 
DALLAS MORNING NEWS A tradi 


CHANNEL 8 DALLAS HAVERHILL GAZETTE. 


NBC-ABC Matienaity Represented be 
WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising. centers 
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Some businesses (‘tis sad but true!) 


@ k oe | Grow big and fat—and lazy, too. = 
N ce D | a Q Cd N eee But why lose all that vim and vigor 


Just because one’s getting bigger? 


It’s not impossible, we mean, 


To grow quite large—and yet keep lean. 


Young & Rubicam, Inc. 
ADVERTISING 
New York « Chicago « Detroit « San Francisco 
Los Angeles « Hollywood « Montreal « Toronto 
Mexico City « San Jaan « London 
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PHOTOGRAPHIC REVIEW 


BACK TRIM—June 

Blair carries the 

word about Gel- 

vatex paints in 

this ad which ap- 

peared in the 
September West- 

ern Paint Re- 

view. The electric 

pencil is just a 

prop, though; the 
message was 

painted on June’s 

back with a spe- 

cial paint. Drey- 

fus Co., Los An- 

g geles, is the agen- 
VOU CAN'T TURN YOUR BACK OW GELVATEX ADversiING «=P cy. 


1s 


STRANGE BATHFELLOWS—With the aid of three pretty 
freshmen from Hunter College, Young & Rubicam 
President Sigurd S. Larmon helps lay a soap street 


current agency for Camay (the account moves to 
Leo Burnett Co. on Jan. 1). Mr. Larmon got into 
the act by reason of Y&R’s handling of advertising 


for the Citizens Committee to Keep New York City 
Clean Inc., which is dedicated to keeping New York 
City clean and is hereby dramatizing its efforts. 


in Rockefeller Center consisting of 108,000 bars of 
Camay. The gimmick was dreamed up to promote 


the new “loving pink” Camay by Benton & Bowles, PATRIOTIC—A new public service campaign sponsored by the Adver- 


tising Council is an appeal to vote. This poster was contributed by 
General Outdoor Advertising Co. in North Carolina. 


PACKAGES — Miss 
Package of 1956, 
Giselle D’Arc, in- 
troduces to the 
Western Packag- 
ing Exposition in 
Los Angeles, a 
new design pro- 
duced for Welsh’s 
Bakery by the 
Western - War- 
ide Specialty 
Packaging divi- 
sion of Crown 
Zellerbach Corp. 
The bread wrap- 
per features col- 
or illustrations of 
roast beef with 
serving sugges- 


Franklin Collard Beauchamp 


tions. Merchan- 
dising Factors is 
Crown’s agency. 


GOT A PENNY?—Marking the beginning of National 
Newspaper Week at the Poor Richard Club in Phil- 
adelphia, and the 250th anniversary of Benjamin 
Franklin’s birth, Edgar Andrew Collard, editor in 
chief of the Montreal Gazette (which BF helped 
found), hands a sword to Al Rexford, club presi- 
dent and head of Alfred Rexford Inc. The sword 


Smith Smith 


WEST COAST WAVELENGTHS—Among the 150 broadcasters and associates at a National 
Assn. of Radio & Television Broadcasters regional meet in San Francisco were these 
photo reviewees: At left, Peter Cary, Screen Gems, San Francisco; Edward Barnett, 
KBES, Medford, Ore.; Richard Dinsmore, Screen Gems; Robert Lindstrom, KBES; 


was left by a Continental soldier when that army 
invaded Canada during the Revolutionary War. 
Looking on are Barry Urdang, promotion manager 
of the Philadelphia Bulletin and director of the cere- 
monies; Reginald E. Beauchamp, director of special 
events of the Bulletin, and Ben as portrayed by 
actor Samuel Kressen. 


Reynolds Bostic 


Myron Ball, KUIN, Grants Pass, Ore. Rosel M. Hyde, FCC commissioner, chats with 
Donna and Calvin Smith, KFAC, Los Angeles. At right, W. B. Smullen, California- 
Oregon Television, Eureka, Cal.; R. O. Reynolds, KMPC-KSFO, Los Angeles; Thomas 
C. Bostic, Cascade Broadcasting, Yakima, Wash., and R. M. Brown, KPOJ, Portland. 
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month after month... 


1512 million’ men and women‘“live by the book” | 


...and the book is Better Homes and Gardens 


4,250,000 COPIES EACH MONTH 


“The book”’ is a trusted friend that reaches all members of the | a 


family —individually or collectively. 2,550,000 readers of an aver- 
age issue said they tried something or used an idea suggested 
in BH&G—4,450,000 total actions. 1,800,000 said they bought 
something shown in an article or ad—2,550,000 total purchases. 
15,500,000 people read an average issue of BH&G. One third of 
the 123,800,000 people in the U.S. 10 years of age or older read 
one or more of every twelve issues. That’s 44,150,000 Better 
Homes and Gardens readers—and over 40% of them are men. 
Meredith Publishing Company, Des Moines 3, Iowa. 


during the year... 


ys of America 


reads Better Homes & Gardens ! 


Se 90 


‘= A 12 Months’ Study of BH&G Readers, Alfred Politz Research, Inc., 1956 
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want big-agency quality CLIP ART? 

“ You can have 4000 proofs now —and 

1000 new ones yearly. Pay only for 

what you use @ §2 each or have Un- 

limited use for $9.95 monthly. We 

license only rated agencies & Nat. 

Advtsts. Handbook #9 now ready — 

ay send for License Form and samples. 

7S STIVERS STUDIO 

67 MAIN ST. « SAM FRANCISCO 5, CALIF. 


Packaging Institute 
to Present Awards 

The Packaging Institute, New 
York, plans to present annual 
awards for outstanding contribu- 
tions to packaging technology with 
the first presentations to be made 
at the 1957 annual forum. A cor- 


porate award will be given to the | W 


|}company which has commercially 
‘integrated packaging materials, 
|equipment and methods in the 
packaging of its product. Any cor- 
poration in the U.S. will be eligi- 
ble. 

A professional award will be 
presented to an individual for his 
contribution to packaging technol- 


mail or distribute advertising, sales promotion 
material at LESS cost, with NO headaches! 


@ The next 30 seconds may be worth $30 to you on your next ship- 
ment of point-of-purchase, advertising, and sales promotion material, 
phonograph records, books, pamphlets, etc. 

@ We can save you both time and money. Our unchallenged reputa- 
tion for schedule-prompt, precision-perfect, economical distribution of 
advertising and sales promotion material has earned for us the title of 
Qualified Efficient Distribution experts. 

@ And our present clients (Standard Brands, Inc., Grosset & Dunlap, 
Inc., Wonder Books, Inc., Educational Audio Visual Co., Inc. and others) 
are strong testimonials to the efficient service we perform. 


For the solution to your specific distribution problem, write or phone: 


[Q fggfT service conronarion, —-Fsxzry crit 
53-41 Bridge St., Brooklyn 1, N. Y.—MAin 5-6565 


2 ek a a a a a os ee er a oT 
: 


ogy. Also, an award will be pre- 
sented to the individual who con- 
tributes the most informative 
paper at the annual forum. 


1 

| 

v 

: Leo Burnett Names Three 

1 Leo Burnett Co., Chicago, has 

i appointed Raymond O. Bridges, 
formerly a brands manager with 

i Swift & Co., an account executive. 

- Burnett also has named William 

| 

| 

| 

| 

1 

i 

- 


C. Olendorf to an account group 
and Craig S. Rice to the marketing 
department. Mr. Olendorf former- | 


sales promotion department of | 
Kling Studios. Mr. Rice previously 


MORE THAN A MILLION MEN IN BUSINESS AND INDUSTRY PAY TO READ McGRAW-HILL BUSINESS PUBLICATIONS 


ind ustrial advertisements: 3 


SMT wrte s 
. a. +e. 
67 8 910 
3 14 15 16 17 
20 21 22 23 24 

26 27 28 29 30 


That’s a good question—and an extremely important one. 


McGraw-Hill’s Research Department has been probing the subject 
of repeat advertisements for years. The findings indicate that 

a repeated advertisement invariably attracts just as many 
“new’” readers as the original insertion—and that the third 
repeat is usually just as effective. 


Moreover, and this is also revealed by McGraw-Hill studies, in 
the seven year period 1946-52, the number of advertisers in 
business publications who repeated advertisements increased 94%. 
Ask your McGraw-Hill man for Data Sheets #3040 to 3049 
inclusive. They contain the whole story on repeat ads. 


Studies such as this are a continuing project at McGraw-Hill... 
all designed to providé a better understanding of how good adver- 
tising in good business publications can help create more sales. 


McGRAW-HILL 


PUBLISHING COMPANY, INCORPORATED 


App 330 WEST 42nd STREET, NEW YORK 36, N.Y. @® 


ly was an account executive in the | WOOD WORKERS REWARD—For the third year, Wood Working Digest 
has presented Award of Merit plaques for outstanding wood pro- 
was market research manager of | ™otion. Here, D. E. Nichols (right), past president of the Hard- 
Armour Laboratories. wood Plywood Institute, Chicago, accepts a plaque and check from 


| V.C. Hogren, exec vp of Hitch- 

| cock Publishing Co. Other first 

| place winners are Architectural 

| Woodwork Institute, Chicago, and 

| Consolidated Machinery & Sup- 
ply Co., Los Angeles. 


Easiern Ad Agencies 
Go West for Creative 
Talent, Says Glade 


| San Francisco, Oct. 2—*East- 
ern agencies are forever glom- 
ming onto our western men” be- 
cause “while advertising counsel 
|is no doubt older and more ex- 
|perienced in the area east of the 
Mississippi, there is a_ certain 
freshness, a newness, a bold re- 
sourcefulness out West, a freedom 
in creativeness and daring which, 
when harnessed to superb techni- 
cal advertising know-how, delivers 
the goods, and then some.” 


® Members of advertising and 
business clubs in more than a half 
dozen western cities have been 
hearing this regional pep talk re- 
cently from Earl J. Glade, presi- 
dent of the Advertising Assn. of 
the West, who is currently on a 
speaking tour. His schedule in- 
cludes Boise and Lewiston, Ida.; 
Eugene, Ore.; Seattle, Spokane and 
Tacoma, Wash., and Vancouver, 
B.C. 

Pointing to the natural and 
economic resources of the West, 
Mr. Glade asserts that “Western 
America’s golden age” is about to 
dawn. “The stream of migration 
is continuing westward,” he says, 
“and in a technically advanced 
area such as ours, the high birth- 
rate which we are enjoying is con- 
sidered a stimulant to prosperity. 
This augurs well for the future.” 


Simmons New KFEQ Rep 
Simmons Associates, New York 
and Chicago, has been appointed 
national sales representative for 
KFEQ, St. Joseph, Mo. Headley- 
Reed is the former representative. 


‘U.S. News’ Moves in N.Y. 

U. S. News & World Report has 
moved its advertising headquar- 
ters to larger quarters at 45 Rocke- 
feller Plaza, New York. 


Marie does it 
FASTER... 


complete mailings, multi- 
graphing, mimeograph- 
ing, addressing, fill-in on 
eenee letters, 
planograp ing. 
_ Marie keeps your Mail- 
ing List up-to-date, frees you 
from detail work. For rush pick-up, 
uick service and fast delivery 
ALL WAbash 2-8655. 
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NOW...in her 


Chicago Sun-Times 


she finds twice as many reasons 
for shopping at Kroger 


“Chicago Sun-Times families have responded so well to our ‘Live 
Better For Less At Kroger’ campaign that we have doubled our 
advertising in The Sun-Times,” says Henry Niemann, Chicago 
branch manager of Kroger Co. “We now are taking the two full 
facing pages each Thursday to advertise Kroger values.” 

“Kroger Co. sales for the 32 weeks ending August 11 were up 
28.2% to over $894,884,000,” adds William Cutter. He is general mer- 
chandiser for the chain’s Chicago branch, which contributed sub- 
stantially to the company’s over-all gain. “Without doubt, the food 
purchases of Chicago Sun-Times families swelled this total signifi- 
cantly. 

“The Kroger Chicago branch operation is concentrated within 
the Chicago 40-mile retail trading zone—and so is circulation of 
The Sun-Times,” says Edwin Dunmore, advertising and sales pro- 
motion manager of the Kroger Chicago branch. “That’s why ‘The 
Sun-Times is a ‘natural’ to bring homemakers in to buy from us.” 


Footnote to foods advertisers: Readers of The Sun-Times 
spend an estimated $722,000,000 annually for meats and gro- 
cery products—and they buy what they see advertised in the 
newspaper they read. To build your sales in the Nation’s 
No. 2 Market, advertise in The Chicago Sun-Times! 


Growing with the new Chicago— 
the new Sun-Times building 
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| was a member of the board of gov- , During World War II he served 
ernors of the Printing House as a technical sergeant with the 
Craftsmen of New York and of |42nd Division in Europe and re- 
the Printers Supply Salesmen’s ceived the Bronze Star. Following 
| Guild. | the war he took his degree in busi- 


/ness administration at Manhattan 
GEORGE C. WALDO 


College. 
FAIRFIELD, CONN., Oct. 2—George 


Nielsen Radio 


Two Weeks Ending Aug. 25, 1956 
Copyright by A. C. Nielsen Co. 


Nielsen Total Audiencet 


The $250 Million 
Give-Away Show! 


a 


Before joining American Home 
Curtis Waldo, 68, president of the in 1953, he had been a district 
Post Publishing Co., which pub- sales manager in the eastern states 
lishes the Bridgeport Post, Tele- for Guinness stout and Burke’s ale. 
gram and Sunday Post, died Sept. 
30 at his home following a heart 


Current 

Rank Program 

EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) 
1 People Are Funny (Participating, NBC) 

2 Convention Preview (Westinghouse, CBS) 

4 Two for the Money (P. Lorillard, CBS) 

5 Monitor (Participating, NBC) 

6 Counter-Spy (Participating, MBS) 
7 

8 

9 

0 

1 


_there’s so much 
A native of Bridgeport, he left | to choose from at 
Hotei Cleveland! 


| school at the age of 16 to become 
What's your pleasure? Fabulous 


a reporter on the old Bridgeport 

Standard. His father, George C. 
roast beef in Cleveland's first — 
restaurant The Rib Room. Dancing 


Waldo Sr., was editor of the news- | 
paper at the time. He later moved . . 
over to the Post, and at the time B +s po noe Sink 
of his death, in addition to being in the stag Men’s Bar. You'll find some- 
president of the company, was also thing to suit every taste and mood at 
editor-in-chief of the three news- | Hotel Cleveland. : 
And you're in the very heart of 


papers. He was also active in civic 
and political affairs, and was| town, close to business, shopping and 
theaters... directly connected with 


chairman of the Connecticut state | 
park and forest commission. Union Passenger Terminal. 
farm publication field, died Sept. 

30 in West Suburban Hospital of 

a heart condition. Mr. Boe was as- wy 
sociated with the Midwest Farm 
Paper Unit for more than 25 years | 
as a representative, and formerly | 
headed up the local office. He had | 
been a farm paper representative | 
for more than 35 years. His home| 


was in suburban Elmwood Park. i 


Official Detective (Participating, MBS) 
News from NBC (Brown & Williamson NBC) 
Gunsmoke (Liggett & Myers, Sunday, CBS) 
Telephone Hour (Bell Telephone, NBC) 


EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) 

Pp Con (Oldsmobile, RCA, Sunbeam, NBC) 
Republican Convention (Philco, ABC) 

Republican Convention (Westinghouse, CBS) 


A Quarter of a Billion Dollar 
Market is available in the Mem- 
phis Negro Trade Area! Naturally, 
the $250 Million Question is: 
HOW CAN YOU get in on the 
cash award? Here’s the answer.| 2 
WDIA’s 50,000 watts and consist-| 3 

1 


Pp. ‘sh 


EIVIND O. BOE 
Cuicaco, Oct. 2—Eivind O. Boe, 
70, veteran representative in the 


NEW YORK WASHINGTON 
tel The 
Mayflower 
‘ ye CORPORATION OF AMERICA 
CLEVELAND CHICAGO BOSTON 
Hotel ater 
ote Edgew Somerset 


PATRICK J. FLYNN 
New York, Oct. 2—Patrick Jo-! 


Sept. 29 of a heart ailment at his) 
home in Yonkers, N.Y. 
Born in County Waterford, Ire- 
land, Mr. Flynn was brought to 
this country by his parents in 1928. 


Ss 


ent top-ratings control, almost to WEEKDAY (AVERAGE FOR All PROGRAMS) 
monopoly, Negro consumer con- Democratic Convention (Oldsmobile, RCA, Sunbeam, NBC) 
tact in this section of the South.| 2 Westingh ‘ 
3 
Specialized Market 4 
5 Democratic Convention (Philco, ABC) 
There is, within WDIA’s radius,} 6 Young Dr. Malone (Carter, CBS) 
a total of 1,237,686 Negroes—| 7 unt Jenny (Lever, CBS) 
nearly 10% of the entire Negro] 8 = Republican Convention (Westinghouse, CBS) 
population of the United States.| 9 Republican Convention (Oldsmobile, RCA, Sunbeam, NBC) 
They will earn in excess of a|!'0 Young Dr. Malone (Sleep-Eze, CBS) 
quarter of a billion dollars in 1956, | 5 AY, SUNDAY (AVERAGE FOR All PROGRAMS) 
and they will spend at least 80% | | — Woolworth Hour (F. W. W Ca., C88) 
of their’income on such commod-| 2 Robert Trout-News (Chevrolet 12, CBS) 
ities as coffee, Paps a 3. News (Texaco, 3, ABC) 
supplies, and soft g 3 
is pense this specialized market —o 5 wc are om ur cy maned 
with customized sales promotion} ,  ,y., . a ro endo : 9 
for name-brand merchandise, as:| 3; — Weayt ag tae é pe: eas ¢ Asphalt oregon 
Carter’s Liver Pills . . Borden Pg of homes reached is based on 47,300,000, the estimated July, 1956 total, 
>. radio homes. 
Ch —— eeu _. es t reached during all or any part of the program except for homes listening 
eer .. Kellogg ..a ‘0 pray rr aeenk: comoet oe Nien homes 
: ing’). For five-minute pro- 
gate Dental Cream. aie Amn thin “ese tidttale ae tennis hy Recladed. 
**First week. T}Second week. 
Specialized Station ' On Soturday, ot 8:40 p.m., in the first week. 
° * Rating for Tuesday, 8:25 p.m., of the first week. 
WORD ome Seammoel. emer sate) teodey. * Rating for first half, Tuesday. * Rating for second half, Tuesday ond 
messages directly to ready-made, Thursday, of second week. * Rating for second half, Friday, of second week. M .OCT 
loyal audiences. WDIA — Bis i. 
its 50,000 watt station exclusively 7 He belonged to many chemical fe 
for Negroes. Programs feature Dr. Camille Dreyt uS, | societies throughout the werk, was 
only Negro talent—announcers,| Pioneer in Cellulose a member of the French Legion 
MC’s, disc jockeys, musicians, and “ A of Honor, and a member of the 
home economists. Listeners, with | Field, Dies at 78 eg, Sere ~~ Ayer —_ es 
a quarter of a Len apse” Pay! New York, Oct. 2—Dr. Ca-'in various Jewish philanthropies, 
check, feel that WDIA is their sta- mille E. Dreyfus, 78, a leader in and was a member of Congrega- 
tion. They respond to Negro stars | the textile and chemical industries, tion Emanu-el. 
with racial pride and support 
products, which these stars repre- 
sent, with stout fidelity. 
Market Development 
Moreover, this market potential 
is just developing. As industry 
moves more and more rapidly to 
this section, Negroes become a 
stronger integral factor in the ex- 
panding economy. They are evolv- 
ing a social consciousness, elevat- 
ing their standard of living, con- 
stantly buying more and better 
goods. 
Market Foundation 
The market foundation is, al- 
ready, an established order. WDIA 
can sell your consumer goods over 
radio programs that offer more 
opportunities than a Give-Away 
Show. You ask the questions, we 
furnish the answers on how te win 
your share of a $250 Million Mar- 
ket. Send your name and address, 
on your letterhead, today. We will 
mail to you irrefutable facts and 
figures, along with your bound 
copy of, “The Story Of WDIA!” 
WDIA is represented nationally 
by John E. Pearson Company. 
C y ere 4 A Prevdeat 
hit 7 
BERT FERGUSON, Coneral Manager 


HAROLD WALKER, Commercoat Manage 


and a founder and board chair- 
man of the Celanese Corp. of} 
America, died Sept. 27 after a) 
short illness at his apartment in 
the Hotel Pierre. 

Born in Basle, Switzerland, he 
and his brother, the late Dr. Hen- 
ry Dreyfus, began basic research 
in cellulosic chemistry in 1904. | 
Six years later they began pro-| 
duction of cellulose acetate lac-| 
quers and plastic film, and their | 
non-inflammable motion-picture | 


000 experiments, the brothers in 
1913 produced laboratory samples 
of acetate filament yarn. 

World War I caused a postpone- 
ment of this work. They turned 
their efforts to volume production 
of acetate lacquer for aircraft. 
They went to England and built 
a plant, and in 1918 built a similar 
plant in Cumberland, Md. 

When the war ended the factory 
here started to produce acetate 
yarn. The Dreyfus brothers com- 
missioned silk mills to weave ace- 
the business began to grow. | 

Their work culminated in the| 
establishment of three enterprises, 
British Celanese Ltd., Canadian 
Celanese Ltd. and the American) 
company. | 

Dr. Dreyfus was graduated from | 
the University of Basle and took 
| degrees in chemistry at the Sor-| 
/bonne in Paris. Throughout his) 
|career he shunned public atten- 
‘tion, but was prominent in chari-| 
‘table work and founded 


| dations. j 


film replaced the previously used | 
volatile cellulose nitrate. After 20,-. 


tate yarn, and after many setbacks H 


HENRY HAAS 

PHILADELPHIA, Oct. 3—Henry 
Haas, 60, director of advertising 
and public relations for Albert M. 
Greenfield Co., real estate oper- 
ator, and also for several hotels, 
banks and other organizations, died 
yesterday in Jeanes Hospital. 

Prominent in advertising and 
public relations here for many 
years, Mr. Haas, from 1952 through 
1955, won the grand national 
award of the National Institute of 
Real Estate Brokers for effective 
| advertising. 

He had been with the realty 
| company for 34 years. He was also 
|advertising director for Bankers 
| Securities Corp., Bankers Bond & 
|Mortgage Co., and six local ho- 
tels—Bellevue-Stratford, Adelphia, 
Benjamin Franklin, Sylvania, John 
Bartram and Essex. 

Mr. Haas was a director of the 
|convention and visitors bureau of 
|Philadelphia, the Willow Crest 
Home for Convalescents and the 
| Philadelphia Public Relations Assn. 
e@ was a member of the Adver- 
tising Federation of America and 
the Poor Richard Club. For sever- 
al years he conducted courses in 
advertising and public relations at 
the Junto School here. 


CARL J. BERGSTROM 

New York, Oct. 3—Carl J. Berg- 
strom, 62, president of Rathbun & 
Bird and its subsidiary, the Del- 
lenbarger Machine Co., and a 


the founder and past president of the 
| Camille and Henry Dreyfus foun-| Printing Machinists Assn., died 


here Oct. 1 of a heart attack. He 


FOSTER & KLEISER PLANS COMPLETE SWI 
COLUMBIA ELECTRIC'S SIGNBOARD LUMINAIRE 


e fF 


$500 AWARDED FOR NEW SIGN LIGHT CO 


. , 
> " 


TCH TO 


Adoption of the first basic innovation in many years for poster panel lighting has won a 
$500 award for a Foster & Kiciser employee. The new lighting, an ultra-modern, fluorescent 
slimline fixture which doubles illumination of a d = poe while cutting current con- 
sumption by abour half, was tried and proved by Mike Varichek, Foster & Kleiser's Long 
Beach foreman 
Above, the $500 award check for testing and proving the new slimline lighting fixture idea 
is presented to Mike Varichek by Foster & Kleiser Vice President, W. M. Rose. Waiting two 
congratulate Varichek are Willard Scrivner, operating superintendent, and Mark Nielsen, 


Manager Long Beach branch 
CONVERTS TO COLUMBIA ELECTRIC 


Co. of Spokane, Wash. 
Just as important as facts and figures are F & 
of the new concept in outdoor li 


“Displays using the new lamp have an unus 
clarity of copy and an overall crisp neatness 
so-called “hot spots’’ and shadows eliminated 

TOP COLD WEATHER PERFORMANC 

Designated SOD-M5 O 
cold weather ligne source. 

CAN BE US WITH VHO LAMP 


supplied in quantity as soon as this new lam 
FULLY APPROVED BY UNDERWRIT 
Special Silver plated, double contact, telesc 


Write or wire today for 


COLUMBIA 


& MANUFACTURING CoO. 
?.0. Bex 2180 


After a year's testing, Foster & Kleiser now is convertin, 
fixture incorporating the new idea, designed and produ 


Improved neoprene sleeves give an excellent weathertite seal. The O' 
is easy to install, easy to maintain and replace lamps. It inco 
reflector for better light distribution and is fully approved by Ue 


DESIGN 
all 24-sheet boards to a fluorescent 
by Columbia Electric Manufacturing 


K's glowing claims for the overall effectiveness 


lightio : 
UNUSUALLY CLEAN, DA LIGHT ILLUMINATION 


ually clean, daylight 
The ill 1 i 


appearance, bringing out 
ion is Cc pl J. kL A 
by this lineal light source . . . 


ly with 


R LUMINAIRE by Columbia Electric, the new fixture is 
available for all slimline as well as the high output rapid start lamps, providing an ideal 


Sample units for the revolutionary new Sylvania VHO Lamps are now available and will be 


- on the market. 

opic lamp-holders give itive connections. 
L de R LL as 

rates the new parabolic open 

nderwriters Laboratories. 


‘ELECTRIC 


MANUFACTURING DIVISION 


SPOKANE, WASHINGTON Kiystone 4-9371 


DESIGNERS, ENGINEERS AND MANUFACTURERS OF QUALITY LIGHTING 
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Advertising Age, October 8, 1956 


Bernstein Martineau 


Birch 


PARTICIPANTS—Seated at the speakers’ table during the eighth district 
convention of the Advertising Federation of America, Milwaukee 
(AA, Oct. 1), are Sidney R. Bernstein, editor, Advertising Age; 
Pierre Martineau, director of research, Chicago Tribune; Frank 
Birch, board chairman, Klau-Van Pietersom-Dunlap, and conven- 


« . , ; 
3 - oF ‘ 
5 
e . 


= 


tion committee chairman; James Proud, assistant to the president, 
AFA; Norton F. O’Meara, vp and copy supervisor, J. Walter Thomp- 
son Co., Chicago, and J. W. Murphy, assistant advertising manager, 
Allis-Chalmers Mfg. Co., Milwaukee, and eighth district convention 


Proud 


general chairman. 


ee, 


O'Meara 


Murphy 


Positions of Ads in 
Dailies Vital, 92% 
of ANA Members Say 


(Continued from Page 3) 
the ANA study, it was said, differ 
with popular conceptions about 
the influence of positioning on 
readership. 

“One example...for all types 
of newspaper pages, readership 
figures for men and women aver- | 
age 3% to 4% higher for left-hand | 
pages, and for general news and 
advertising pages, they are 2% or 
3% higher for left hand pages. In 
actual practice, however, most ad- 
vertisers request upper right-hand 
pages.” 


® The study showed that positions | 
on the page requested most often | 
were “above fold” and “right| 
hand.” Most frequently men- 
tioned among specific pages or 
sections of the paper were, in or- 
der, sports, woman’s, main news 
and food. 

Only two cf 123 companies an- 
swering the question said they got 
the requested position on “all” 
ads. But 81 companies [66%] re- 
ported getting the desired position 
on “most” ads. Another 31 com- 
panies [25%] said they got the 
wanted spot in “about half” the 
cases. _ 

The booklet also gives examples 
of nine position-rating systems | 
used by ANA members. One of | 
these is used by an advertising | 
agency and eight by ANA compa- 
nies in the food, liquor, drug and | 
petroleum fields. 
U of Portland Adds House 
& Leland to Faculty 

House & Leland, Portland, Ore., | 
agency, has been added to the 
faculty at the University of Port- 
land in an unusual move toward 
closer integration | 
between college 
courses in adver-_ 
tising and the’ 
practical applica- 
tions of advertis-| 
ing theory. Ar- 
thur E. House, 
co-partner in the 
agency, will be a 
lecturer in the 
college of busi- 
ness and through 
the agency will 
bring in outside authorities during 
the courses. 

Using the facilities of the agen- 
cy, Mr. House will offer the course 
to provide business graduates with 
a working knowledge of advertis- 
ing in relation to their field. 


Arthur E. House 


Kahn Forms Company 

Ezra Kahn has resigned as east- 
ern advertising representative of 
American Hairdresser and Barber’s 
Journal to organize Successful 
Products Co., 795 Bedford Ave.,| 
Brooklyn, a distributor of profes- 
sional merchandise for beauty shop 
use. | 


The brands that mean business... 


These grocery and supermarket items are currently advertised on WJR, Detroit. To 
move goods fast in Detroit and the Great Lakes market there’s no medium like WJR. 


FOOD & HOMEMAKING 


Ac’cent 

Aunt Wick’s Root Beer Mix 

Awrey Baked Goods 

Baker's Angel Flake Coconut 

Blue Bonnet Margarine 

Breeze 

California Bartlett Pears 

Chef Boy-Ar-Dee Food 
Products 

Chiquita Bananas 

Chun King Foods 

Contadina Tomato Paste 

Diamond Crystal Salt 

Doeskin Products 

Frostee Desserts 

Hills Bros. Coffee 

Instant Chase & Sanborn 
Coffee 

Instant Fels-Naptha 

Instant Sanka 

Jel Sert Fla-Vor-Aide 

Jolly Time Popcorn 

Kellogg's Cereals 

Kerr Jars and Lids 

Keyko Margarine 

Kool-Aid 


are 


Lipton’s Tea & Soups 
Michigan Beet Sugar 
Minute Potatoes 
Nestle Instant Coffee 
Perma-Starch 
Pillsbury Products 
Pine-Sol 
Royal Gelatin Desserts 
Salada Tea 
Sanders’ Candy & Baked 
Goods 


Scott Paper Products 
Shedd-Bartush Foods 
Silver Dust Blue 
Simoniz Products 
Spry 

Sta-Flo Liquid Starch 
Surf 


Swift & Company Meat 
Products 


Tide 
Twin Pines Dairy Products 
Vel 


DRUGS, SUNDRIES & TOILETRIES 
Anacin 
Arrid 


Bufferin OTHER PRODUCTS 

Carter's Liver Pills Camel Cigarettes 

Chooz Carling’s Black Label Beer 
Coldene Cavalier Cigarettes 


Colgate Palmolive Products 
Doan’s Pills 


Chesterfield Cigarettes 
d-Con Products 
Eveready Batteries 


Ex-Lax : Frankenmuth Beer 
Feen-A-Mint Goebel Beer 
Heet Hartz Mountain Products 
Ipana Tooth Paste Herbert Tareyton Cigarettes 
Lifebuoy Pec oe 
Muri & ilter Tip Cigarettes 
p Pie Mail Pouch Tobacco 

ep — Muriel Cigars 
Pepto-Bismol Old Gold Cigarettes 
Prell Pal Blades 
Prom Pall Mall Cigarettes 

. : Paper Mate Pens 

Sal-Hepatica Pfeiffer’s Beer 
Sleep-Eze Philip Morris Cigarettes 


Sweetheart Soap 
Toni Products 


R. G. Dun Cigars 
Salem Cigarettes 
Schlitz Beer 


Tums 
y i Stroh’s Beer 

— ane Viceroy Cigarettes 
Vitalis Winston Cigarettes 


White Rain Shampoo 


The Great Voice of the Great Lake 
CBS Radio Network 


advertised on WIR perror 


Wrigley Gums 


Da oe 


Sc 


( ira 
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‘Philadelphia News’ 
Issues R.O.P. Rates 

The Phildelphia Daily News has 
issued its rate card #1 on its r.o.p. 
color. One page, or 1,000 lines, 
one color and black is $200; two 
or three colors and black is $400, 
added to the paper’s regular rate. 
Frequency discounts are includ- 
ed in the rate card. 


BOWL BETTER WITH THIS 
"POW-R-WRIST POSITIONER’ 
1. Throw «@ stronger boll 
2. Get consistent deliv: 
3. Develop fellow through 
4. with effective hook. Fits 
men or women iike a regular 
wristband, metal insert pre- 
vents sone Give glove or 
cot size left or right. 
FIDELITY PRODUCTS 
BOX 888-A, CANTON, OHIO 


It’s that easy to get to Pine- 
hurst. Start today—-on the 
first tee tomorrow, relaxing 
in sunny, dry, pine-scented air. 
And where, but in Pinehurst. 
a choice of 4 top-flight 18- 
hole courses? For extra fun, 
get your regular foursome to 
join you —or, for pleasure- 
with-profit, your business asso- 
ciates. Fine hotels. 

For reservations write Pine- 
hurst, Inc., 60 Dogwood Road, 
Pinehurst, N. C. 


= Tee off today for 


This question was tosse 
members of the Harvard 
school last week, members of a 
new experimental course on “Cre- 
ative Marketing Strategy,” 
|they came up with predictions 


lranging from tremendous revolu- | 
|tions in advertising to magnetic) 


highways. 

Advertising was the butt of sev- 
eral conflicting views expressed 
by the students, all second year 
candidates for a master’s degree in| 
business administration. 

The competition in developing 
products ‘which are more useful 
and easier to use will require in- 
creased advertising in order to 
launch the products and quickly | 
achieve high volume, said one. 


= But the consumer of 1966 will | 
be much more intelligent, another | 


and distribution, he went on. 
and | 


student pointed out, and “the day 


Experimental Harvard Business Class Sees 
Revolutionary Marketing Changes by 1966 


Boston, Oct. 2—‘What will the} 
American market be like in 1966?"| has SOS in it is limited,” he said. 
at 84) 
jusiness | 


you can sell toothpaste because it| 


If public taste matures due to ed- 
ucation, there will be a “tremen- 
;dous revolution” in advertising 


A forecast of “abundant, cheap 
and plentiful” energy which will 
make remarkable changes in mar- 
keting was made. The forecaster 
| thought that “somehow” products | 
would be brought to the consumer | 
instead of the consumer visiting 
the store. Possibly “a moving side-| 
walk-type thing and you can wait 
| until something you like comes by | 
and pick it off.” | 


® In the same vein, another stu-| 
dent thought consumers would do| 
most of their shopping by picking 
|up their television-telephone sets, 
| asking the clerk to set up the dif- 
ferent models of the items they 
are interested in, and making their 
choice right off the tv screen. 


Toledo is. 
the key to 
the Sea... 


Minth largest port in the U.S. Tolede is 
the center of a biltion-dollar market 

how. What will it be when the St. Lawrence 
Sezway is completed’ Keep your sights 
trained ca Toledo, the key to the sea. 


and the BLADE-TIMES is the key to the 


We say billion because it rolls off the tongue so 
easily. But it’s really $1,222,296,000*. (After the 
Seaway is completed we hesitate to say how astro- 
nomical the figure will be.) To open the door to this 
well-over-the-billion market you've got to use the 
proper key—and that’s the Blade-Times. There 
are no duplicate keys. 


* Sales Management Survey of Buying Power, May 10. 1956. 


TOLEDO BLADE Daily ond Suadoy TOLEDO TIMES Mowing 


SCHAITT, 


RepROESQ@Onrvrveob 8 MOLONEY, 


BILLION DOLLAR 
TOLEDO MARKET 


REGAN & 


inc. 


{0-pe. dinnerware set 
only ‘1.00 exire 
with veg service tor Sis 
TUDOR PLATE Ge Gone 


$1 SPECIAL—In this b&w page in the 
Nov. 27 Look, Oneida Ltd. will of- 
fer a 40-piece dinnerware set for 
only $1 to anyone buying a $59.75 
service for eight in Tudor Plate 
Oneida Community silverware. 
Batten, Barton, Durstine & Osborn, 
New York, is the agency. 


With the same frame of refer- 
ence but facing a different di- 
rection was the view of a student 
who thought the consumer would 
be much closer to the production 
line and that shopping would be 
combined with pleasure. For ex- 
ample, consumers would get on 
a magnetic highway, zoom out to 
the factory at 100 miles per hour, 
take the product right off the line 
and return home with it in a mat- 
ter of a few pleasurable hours. 

Advances in communication and 
transportation will mean increased 
foreign competition, it was felt. 

“How long will you be able to 
keep up with the Joneses?” one 
class member asked. There may be 
too many emotional and intellec- 
tual robots developing and he 
thought that ten years from now, 
many people will be looking for 
“something different” to relieve 
the monotony of their Jores-like 
existence. 


s Greater emphasis will be placed 
on planned obsolescence and many 
of today’s durables will become 
disposables ten years hence. More 
thought will be given to “func- 
tions” rather than “objects,” thus 
opening up new markets. Consum- 
ers will find it easier to pay for 
things—like having bills sent di- 
rect to the bank for payment—thus 
expanding the country’s credit 
economy. 

Advertising in supermarkets 
will shift from promoting brands 
and items on an “exclusive” basis 
to promoting the stores on all- 
inclusive programs. 

Automation in the home will 
gradually replace servants, a class 
which is constantly growing small- 
er. Automation and mass produc- 
tion in the building industry will 
put housing output an a par 
with the automobile business. 


® The increased mobility of our 
population—already one of the 
most mobile on earth—will have 
strong effects on our tastes, atti- 
tudes, concepts of living and needs 
for identification. 

There will be more do-it-your- 
self because of the increased lei- 
sure time. 

More and more, luxuries will 
become necessities. Items which 
are pre-cooked, pre-packaged, 
don’t need to be cleaned or ironed, 
homes which are completely air 
filtered, and the like, will create 
“unemployment among house- 
wives.” 

While he didn’t predict it, one 
student wondered aloud what the 
economy would be like in ten years 
if we were at war. Nobody volun- 
teered an answer. A second ap- 
proached Professor Harry Hansen, 
creator of the course, and said he 


‘yds ao : Nak haat... i? Rae Tae Mie cass © b : ieee ji 4 wall a | ree 
ia “ : eA, Nee eee - Pi os eee F< 
. ee 82 % 
ele ore | 
2h e Advertising Age, October 8, 1956 
oe ie 4 i 
Late tad 4 gf 
ee s sorts cae we, , = "S of j 
aa) Bi.” Pa, | 
er bee Peed 
aoe Te 
oe ms eae S é . - 
= ies Jf i I, 
uy 
Oe ee BL ANU PIRES RS SRR RATT IE i SEP | |\ emg “4 / 

5 ee ae 
a ae e ; 
ame ee . 

ae é , ; 
Pa mh 

a. i" oy epee gH ! 
gh ieee ° on : , 
me ° en 
Mene e , <, bh tOmy - 
ge eat Oc, Za | 
ae . & 

ee Sy) | ss 7 i: 
oe: wor | : | 
e: " ‘TH CAROLINA | 

et ae 

= ae ign P;) at apaaal ay == z 
ope , Aa! FS ee Seaatsiaatiia i 
= Ape —_ - 

et ola ‘ 
he 

e peel. MRSS IES eS Fae SAPS SA at RRS REE Te ' 
piers ——~ 

PS. er — — 

et | le aa | 
a . \\ | _n-onliinipicnbtnndise ola 
Beate ys te A | 

es , - \ 
ie em ' 

cai: my 4 ad 

a ) i — a | 
ale eae thi ‘ { 

Sins Roe y 
iets a" j q ® I WL \ 

Steny AB s > \, 
ce ij ee A ‘ 
en ; a = saa \ 
Baath Y) Ss .¥ 

eye: ve et), ‘s -' \ 

ney i . ; VW ‘ i 
eet ff q eae ‘ i 
a ne , . . . 
os | lis. YW | 
A ig ». at 
oe qj: <e. 4g > 4 \ 

3 ~ ' ; 
aS diy %) \ 
ae _— + \ 
i ' ’ “yy \ ‘ i 
Ben - | yi. | se \ 
x. Re t ; \ > \, * ’ } 
a as A) \ wee \ | | 
faa: / \ cee \ she ‘ | 

Se » ‘4 ¥ Vv) “ed Be ee t 
poate’ * Pi) ' we ren Se cace eet , 
ae . MF MY Fee WA , - ‘1 
es : ce. ty Py f) f} o/ P 4 Y y) s * ; ’ 
Sam . ’ AD a is a > it, - an z ) A ’ 

i OW a | Pe a ¥ 
ae tae - - Site 2 .~ ‘ 

qe 7 Agy ye Sy i—_— e (f | 
we s i 4 ~ if s - Cty ee ] 

ee ai _ as “ara A a : be : ae \ 4 Jy, 

att a : a. Pe ’ a 7 . 

per “ i W) 4 ty A if fi 1 . ¥y Ee ct . we a ae Y¥ * 
a — ° sgt a. Ara, we - a ‘ bj 4%) 
eae) (70 Bea. y any a s\ 
1a on Ba Ne ~t.. e « . ] | 
Pay jane” | ee a? 4’, 

ie es . ew ee ie ‘ ; ™ 4 

a Y clei ks ul y , 2 | i. = ‘ .' be 

eae an! - i bir 

Se y | i — 

ee m¢ a — tl roLeae 2 ; 

"eae ek Si ae ee: re MARINE ie 

pate S 8d ie eres Bote ne a ee a Nitigs TERMINA oe 
pene: aes 6 Mw Se | _ oe es eo <a ie eS ws INC if 
pea o RP a aes aie a. . 4 v vv vr 
7 be oS ies (4 ae ae Foe a : | 
sly ae “hee | On ‘ — ee a ae : _ NC 88 —e 
Ce ia = fe See Be ——— ime \ 
oar me ayo i pee oe, ee : eld te . # a eer ¥ ic ee x re a er ie ea 
2 Pos go ae 9 3} Pe 
oon pee “aed pr Be eg. ‘ = Fa. Tah. ae re ‘a el ee” a 
ah ON 4 gy See ae tae PE eee Abaya a a. Rea. (re 
foes ie eee eae ; cae a 
ome 

ht Poe 
a le 
ey: j | 
ere a ‘ 
ae 
Lae 4 
oe 
oy ae 
Aap a 5 

mor 
ea gies 1 
ae 
a — 

Tg ae 

ee ee 

or : 
doer be 

re tute 23 
Font ng ; 
eee | 
ae AN | 
a 
a 
ah ie: ® y 
Ral ae ee. Ce een te) a eS ee a = eo dlClCmC—“—i—“—‘“—s—i‘“‘ . es , 


Advertising Age, October 8, 1956 


would have liked to have heard, 


Toward the conclusion of the| 


Lady Esther Promotes Sixth 


some discussion from a pessimistic 13-week semester, when the teams Aynual Face Cream Sale 


point of view. 


® “Creative Marketing Strategy” 
differs from most of the other 


have come up with their proposals, 


|executives from the companies in- 
_ volved will be invited to the school 
|to sit “judge” over the students’ 


courses at the business school,| proposals, along with other faculty 


which use the case history tech- 
nique and are concerned with 
fixed problems. “Creative Market- 
ing Strategy” offers no case book 
to its 84 students (enrollment will 
normally be limited to 80). And, 
by definition, it will deal with dif- 
ferent—and real—problems each 
semester. In addition, it varies 
from Harvard’s normal curriculum 
in that, after several introductory 
sessions the class is split in half 
and then equally divided into 
groups of teams. 

A team on one side works on 
the same problem as its opponent, 
but separately. The teams will 
meet weekly for discussion with 
Prof. Hansen, creator of the course, 
or his assistant, Wilson Nolen. 


RADIO 
SELLS 


no matter 
when 
people are 
listening! 


= 


Politz finds...” 


.-. that it is necessary to 
discard the old image of 
RADIO as people massed 
alongside their sets. A SUB- 
STANTIAL amount of listen- 
ing goes on virtually ALL THE 
TIME in each of a variety of 
places outside the home as 
well as in it. 

In Southern New England— 
where family retail sales are 
9% above U. S. average— 
34.1% of all adult listeners 
are listening before 7 A. M. 
And almost EIGHT TIMES as 
many are listening to WTIC 
as to any other station serving 
the area. 

* Alfred Politz Research, Inc. 
For complete information on this 


rich Southern New England 
Market... 


call CHRISTAL 


or write directly to 


|members, the course instructors 


and members of the class. As in 
a business situation, this group 
will weigh one team’s proposals 
against the other. Unlike a busi- 
ness decision, the group’s evalua- 
tion will take the form of final 
grades for each team. Team mem- 
bers themselves, in accordance 
with their own individually ar- 
rived at formulas, will apportion 
the grade among themselves. 


s For the first semester, the five 
companies selected and the mar- 
keting strategy problems which 
will be presented to the class are 
as follows: 

Corning Glass: The Pyrex divi- 
sion is looking for means to in- 
crease its rate of advancement. 

Westinghouse: The air condition- 
ing division is seeking to better 
evaluate its market. How and 
when do you move in an industry 
growing at an annual rate of 30%, 
keeping in mind the fact the heat 
pump division may potentially be 
as big a factor as the air condition- 
ing business? 

Burlington Mills: Should we in- 
tegrate forward by taking over 
more marketing functions? 

Hercules Powder: In which di- 
rection should we expand? Out, by 
entering new fields, or in, by plow- 
ing deeper into the fields in which 
we are already established? 

Norfolk Southern Railway: As 
a freight carrier, we are dependent 
on regional growth. How do you 
sell a region? 


= Drawn direct from the compa- 
nies involved, the problems will 
be presented to the teams almost 
as cryptically as listed here and 
the students must take it from 
that point. The companies have 
agreed to supply the class with 
additional information which may 
be requested and the students will 
be working under what is called 
“stringent security” regulations. 
Because of the confidential in- 
formation which is expected, some 
thought is being given to requiring 
the students to take a moral oath 
not to work, for a period of time, 
for a company which is competi- 
tive to the one they are examining. 

Another course which the busi- 
ness school will be offering this 
semester for the first time is a 
marketing research seminar for 
second year students. It will be 
taught by Professor Edward C. 
Bursk (who is also editor of the 
Harvard Business Review) and his 
assistant, Richard Armknecht. 

In January, Professor E. Ray- 
mond Corey will offer a course on 
“Industrial Marketing and Prod- 
uct Line Problems.” It will deal 
with the development of markets 
for new materials. 


Chicago Women's Adclub 
Awards Foreign Fellowships 

The Women’s Advertising Club 
of Chicago has awarded its first 
two $2,500 foreign fellowship 
grants for a year’s graduate study 
at Northwestern University’s Me- 
dill school of journalism. The two 
young women recipients are Car- 
men Etcheberry Orthusteguy of 
Concepcion, Chile, and Laila Ros- 
tom of Cairo, Egypt. 

The fellowship winners were se- 
lected by members of the WAC 
foreign fellowship committee work- 
ing with an advisory committee 
headed by Mrs. Louise Leonard 
Wright, midwestern director of the 
Institute of International Educa- 
tion, and Sidney R. Bernstein, edi- 
tor, ADVERTISING AGE; Melvin 
Brorby, vp of Needham, Louis 
& Brorby, and Kenneth E. Olson, 
retiring dean of the Medill school 
of journalism. 


Lady Esther division of Chem- 
way Corp., Chicago, is promoting 
its sixth annual four-purpose face 
cream sale this fall. The regular 
$1.49 jar will be offered for 98¢, 
a saving of 51¢, until Dec. 15. Color 
pages and half pages will run 
monthly from September through 
December in Good Housekeeping, 
McCall’s, Photoplay, Seventeen, 


True Experience, True Love, True} 


is a ee 


Romance, True Story and TV-Re-| paign. Mats, counter cards and 

dio Mirror. rack cards in all sizes have been 
Cooperative newspaper advertis- | sent to dealers. Dancer-Fitzgerald- 

ing will back up the national cam- | Sample, Chicago, is the agency. 


Imprinting— our 
© Magazines 
Sersen’s Meil sample fer 


IMPRINTING, Inc. 


specialty ! 
Booklets ’ 


or Phene vs to Call 


CHesapeake 3-2050 
17 N. Loomis St. CHICAGO 7 
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HOW WELL 

DO BOYS’ LIFE 
READERS 
READ ADS? 


HOW DO BOYS" LIFE 
READER FAMILIES 
COMPARE WITH THOSE 
OF OTHER MAGAZINES ? 


WHAT DO 
THESE 
STATISTICS 
PROVE? 


1,600,000 
ABC Average Net Paid Circulation 


FOR ALL BOYS *¢ 


Seen— 
Noted* Associated 
4th cover 83% 80% 
B & W page 
B&W ‘2 page 
B&W “% page 


*Starch Readership scores of four ads 
taken from the April 1956 issue. 


Of the 54 magazines included in 
the Starch 51st Consumer Maga- 
zine Report, May 1956, BOYS’ LIFE 
Reader Families were 


in home ownership and 
FIRST weekly food expenditure. 


in car ownership and 
SECOND electric aiaaraier ownership. 


That BOYS’ LIFE readers read ads the way 
most adult magazine readers read editorial 
matter. And that they come from families on- 
the-go, with the will and the money to buy. 
Therefore, they're a primary target for new 
sales. Reaching them now is easier than fight- 
ing for their attention when they get older. 
Advertising in BOYS’ LIFE reaches boys in 
their own language, in their own magazine. 


BOYS’ LIFE 


PUBLISHED BY THE BOY SCOUTS OF AMERICA 
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Feature Section 


Advertising Age 


A Ho-Hum from The Creative Man 


Christmas Catalogs Discussed by Weiss 


Bedell Offers a Readership Lesson 


New Status for the Plant Reporter 


Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


THE NATIONAL NEWSPAPER OF MARKETING 


Salesense in Advertising... 


Testing Takes the Conceit 
Out of Copywriters 


By James D. Woolf 
Advertising Consultant 

Now and then, in this column, I have 
asserted that I have yet to meet a bona 
fide advertising authority. I have said that 
there are no authorities in any field of 
human endeavor that has to do with psy- 
chological stimuli and 
response. There is no 
theatrical producer 
who is an authority, no 
playwright who is an 
authority, no book or 
periodical publisher 
who is an authority, no 
political campaign 
manager who is an au- 
thority. Witness the 
whopping failures that 
are suffered by experienced operators in 
all these fields. 

An article by Homer J. Buckley, in a 
Direct Mail Manual issued by The Na- 
tional Research Bureau Inc., bears out my 
contention. I think you will find Mr. 
Buckley’s remarks both entertaining and 
instructive. Here is what he says of “an 
interesting experience”: 


Jomes D. Woolf 


® “Altogether too many campaigns are 
launched without sufficient testing and 
preliminary survey of lists and copy to 
determine the proper approach in eco- 
nomically obtaining results. Under no 
circumstance would I recommend to any 
client of ours to make any large mailing 
to a new list without first testing. I’m a 
great believer in tests. I’ll give you an in- 
teresting experience. When Encyclopedia 
Brittanica came on the market some years 
ago with a $50 edition, it was merchan- 
dised through Sears, Roebuck. They had 
a large national newspaper advertising 
campaign on that was handled through 
one of the big agencies in Chicago, and 
they developed, out of that, 1,800,000 in- 
quiries from the coupons on the full-page 
newspaper ad, and to those prospects they 
had a five series mailing piece going out. 

“They had received a satisfactory 3%% 
return out of those coupons, but they had 
the residue of 1,500,000 names left over. 
The sales manager said to me one day, ‘I 
think we ought to take one more shot at 
this entire list and see if we can’t mop up 
some more returns out of it,’ and I said, 


‘No, I don’t think we should do that. We 
should do some testing on it. When these 
people have received five pieces, we have 
to take a new approach entirely.’ And he 
said ‘Well, what do you suggest testing?’ 
And I said, ‘I suggest we test about 25,000 
names out of the 1,500,000.’ Well, the sales 
manager wrote the first letter. It only 
pulled % of 1%—these names had five 
pieces preceding. Mr. Kennedy, the fa- 
mous writer, then with the Lord & Thom- 
as agency, wrote the second letter copy, 
and his effort pulled % of 1%. I wrote 
the third letter copy, and the best I could 
do was pull 1%%, and if you want to have 
the conceit taken out of you as a copy- 
writer, just do some testing once in a 
while. We had five tests sent out, and not 
one of them pulled better than 144%. My 
test was second in the five—not first— 
you see I am not egotistical about it. 


= “And then one day the group standing 
around the sales manager’s desk dictated 
a composite letter. The sales manager dic- 
tated one paragraph and I dictated 
another one, and Mr. Kennedy dictated 
one and Waldo Warren, who was adver- 
tising manager at Marshall Field & Co. 
dictated one. We had what you'd call a 
jumbled type of a letter. Now we needed 
2% return to make it pay out. This com- 
posite letter pulled 4%. 

I’ve taken those six letters to direct 
mail conventions—I have taken them to 
the meetings of the American Business 
Writing Assn., which is composed of the 
managers of the schools of marketing of 
the various universities, and I put those 
letters up on the wall and gave an award 
to people who could pick out the winning 
letter—and not a single soul ever picked 
the sixth letter that was the successful 
letter! Then we shot out the successful 
test letter to the full 1,500,000 names and 
the return jumped to 6%, and if you ask 
me today what’s in that letter that made 
it click, I can’t tell—I don’t know. To me 
it was the least effective letter in the se- 
ries, but it pulled.” 

As Mr. Buckley says, “If you want to 
have the conceit taken out of you as a 
copywriter, do some testing once in a 
while.” It is too bad that in the agency 
business we seem to have neither the time 
nor the opportunity to do more of it. 


Looking at Radio and Television ... 


It Takes Ingenuity 


By The Eye and Ear Man 


In order to be most successful in selling 
a product, that product must be demon- 
strably superior to its competition, effec- 
tively distributed, well displayed, and 
persede these essential characteristics is, 
properly priced. To ask advertising to su- 


in a sense, dishonest, but in more in- 
stances than not, advertising must per- 
form selling miracles against staggering 
odds. But a product can be sold against 
its competitors with ingenuity. 

Effective techniques have been devel- 
oped in electronic advertising which can 
help. 


e@ 1. Mention the product name frequently 
coupled with a minimum of copy. 


If the product is directly reliant on taste 
preference, like a beer or cigaret, and is 
a frequently purchased product, multiple 
radio spots of 20 seconds or television IDs 
can be used effectively to remind consum- 
ers to try the product or switch over. Ra- 
dio in particular can be used to drum 
this short hard sell into the noggins of the 
people. Radio is a “wheel and deal” me- 
dium right now, and many spots can be 
bought at bargain prices. The trick is to 
bombast any market area. Radio alone can 
do the job if enough frequency is 
achieved. 


e 2. Develop a personality to represent 
the product. 


Local products have been able to com- 
pete with national products by memorable 
gimmicks. Perhaps the most classic case is 
that of Piel’s beer. The fictional Piel Bros. 
with their droll humor and clever product 
claims have caused national ¥Ycomment. 
The earlier “Calling all men to Barney’s” 
made an obscure clothing store an impor- 
tant volume retailer of men’s clothes in 
New York. 

There are many other examples of local 
personalities who have emerged as per- 
sonal salesmen for their companies. The 
bearded commander who peddles Schwep- 
pes is a typical example of the possibil- 
ities of this kind of sales approach. 


e 3. Get a good singing jingle. 


Probably one of the best efforts to 
maintain sales position in a rough-and- 
tumble market is evidenced by the Pepso- 
dent “wonder where the yellow went” 
campaign. With Colgate and Procter & 


Gamble outspending the brand by mil- 
lions of dollars and selling new scientific 
additives hard, Pepsodent resorted to a 
counter move of simplicity in a memor- 
able jingle. The jingle didn’t have te say 
much to achieve an oasis of charming 
calm in a sirocco of claims and counter- 
claims. The result was a holding action 
rather than an aggressive advance, but 
share of market can be maintained with a 
smaller amount of money until the fury of 
the attack is diminished 
aggressive moves can then be started. 

Over the years jingles such as Pepsi- 
Cola’s have enabled little guys to move 
in gently on the leaders. These jingles 
can cost up to $100,000, but a good one is 
a lifetime investment. 


e 4. Throw the book away. 


This technique requires great courage. 
Examples are such sound effects as the 
BO fog horn for Lifebuoy, the chant of 
the auctioneer, talking animals or almost 
any method of attracting attention. Once 
the attention is won, the follow-up should 
be short and hard. 

This is a technique that can be laughed 
at or sneered at, but it rarely gets 
obscured. Very often an attention-getting 
device gets talked about, but is not an ef- 
fective device for a convincing sales mes- 
sage. 

In general, the brand of no distinction 
must simply make more noise while man- 
ufacturing catches up with selling. Radio 
lends itself to noise-making with great 
frequency at low cost per thousand. It is 
only by daring methods that mediocrity in 
product can be superseded. There is no 
ultimate satisfaction in ingenuity, but it is 
a holding operation. 


Just Looking... 


In the New York Times Book Re- 
view’s chat department, “In and Out 
of Books,” I recently came across this: 

“One only knows what a book is 
when it is finished,’ M. Dutourd said, 
‘and particularly after the author’s 
death.’ Whereupon five more book re- 
viewers went into advertising.” 

The italics are mine to underscore 
a misconception quite common among 
literary people, i.e., that any man of 
letters, if he should so wish to down- 
grade himself, can turn to advertising 
and succeed with little effort in that 
lowly field. 


= The late Bernard De Voto, who rel- 
ished nothing more than a well-turned 
copywriter, often expressed this view- 
point. And, with all due respect for 
the contentious Bernie’s acumen, I 
think he was wrong. 

The fact seems to be that it is easier 
for an advertising writer to become a 
practitioner of bookwriting, in both 
the fiction and nonfiction departments, 
than vice versa. 

The record, at any rate, appears to 


By Walter O'Meara 


bear this out. Some of our most dis- 
tinguished novelists, for example, be- 
gan their lives at the typewriter as 
advertising men—Sinclair Lewis, Sher- 
wood Anderson, John Marquand, Al- 
dous Huxley, to mention a few. 

But I find it impossible to name even 
one literary man, among quite a few 
who have “gone into advertising,” who 
has scored a notable success as a copy- 
writer. 

This is not to suggest that advertis- 
ing copy is a superior kind of writing. 
No doubt it is a very inferior form of 
literary effort indeed. 


® But it should be understood that it 
is, at least, a different kind of writing 
—one demanding skills that are not 
easily acquired and talents that are 
not common. That it is, in fact, a very 
difficult and exacting form of compo- 
sition. 

And this, I am quite certain, is some- 
thing that those five book reviewers 
who “went into advertising” have al- 
ready discovered. 


and counter- . 
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Advertising Age, October 8, 1956 


On the Merchandising Front... 


The Retailer-Imprinted Christmas 
Catalog Goes Berserk 


The Creative Man's Corner... 


By E. B. Weiss 
Advertising Consultant 

The Christmas buying season for 1956 
will’ bow with the greatest collection 
of retailer-imprinted Christmas catalogs 
ever poured into the nation’s mail boxes. 
At least several hundred department 
stores will use the 
Christmas catalogs in 
one form or another; 
they were, really the 
first among the large 
retailers to turn to 
this promotional form. 
Any number of in- 
dependent retailers in 
several fields—drug- 
gists and hardware 
E. B. Weiss retailers, for example 
—will band together in various forms 

of Christmas catalog exploitation. 
Various types of chains will be getting 
out Christmas catalogs; the variety 
chains, for example, which had stepped 
gingerly into this exploitation are now 
jumping into it. Woolworth, for example, 
will expand its catalog this year from 48 
pages to 64 pages and Grant’s will have 
its first Christmas catalog in some four 
years—it will run into a 5,000,000 edition. 
Newberry will have a 32-page catalog, 
same size as Grant’s. Newberry will have 
a 2,500,000 edition. McCrory’s will have 

a Christmas catalog; so will Kress. 


® The chains of the auto tire makers 
will have Christmas catalogs. So will 
some of the other hard goods chains. Hun- 
dreds of mail order houses, from the 
giants to the tiny ones, will have either 
special Christmas catalogs or flyers. And 
the enormous discount-house catalogs, 
with editions running into many millions, 
will also come out in special Christmas 
editions. 

Nobody knows how many hundreds of 
millions of Christmas catalogs will be put 
out in booklet form under a retailer’s 
imprint—I am not including, here, the 
Christmas catalogs that appear in other 
forms. But I dare say that if all the re- 
tailer-imprinted Christmas catalogs and 
flyers were put end to end, they would 
provide a royal road from the earth to 
the moon. 

I believe there are some 45,000,000 
family urits in this nation. A very rough 
guess would come up with the conclusion 
that there will be from three to five 
retailer-imprinted Christmas catalogs for 
each family! And I am not including the 
Sears and Ward catalogs in this total. 


= Now the very interesting angle in this 
situation is that manufacturers pay the 
lion’s share of the total cost of the retail- 
er-imprinted Christmas catalog. In in- 
numerable instances, manufacturers un- 
derwrite the total cost. 

As a matter of fact, I suspect that if 
retailers were compelled to shoulder 
merely 50% of the cost of the Christmas 
catalog, there would be oddly just about 
half of the retailer-imprinted catalogs 


Employe Communications ... 


flooding the mails this November. That 
is hardly a strong testimonial to the ef- 
fectiveness of the _ retailer-imprinted 
Christmas catalog! 

What the retailer-imprinted Christmas 
catalog will cost manufacturers in total 
could hardly be estimated. But if we were 
to figure a total of some 150,000,000 of 
these catalogs, and if we were to estimate 
an average cost of perhaps 50¢ each in- 
cluding printing, paper, handling, mail- 
ing, etc., then we are dealing with a 
$75,000,000 figure. 

Practically every cent of that $75,000,- 
000 will be underwritten by manufac- 
turers! Indeed, there may be reason to 
believe that in some instances the retailer 
takes in more on catalog allowances than 
he pays out! 


= I lay these charges against the retail- 
er-imprinted Christmas catalog (always 
noting certain exceptions): 

1. It has become a racket. 

2. It has reached utterly uneconomic 
proportions. 

3. Where a catalog is dependent on 
allowances for its selection of merchan- 
dise, rather than on the Christmas appeal 
of the merchandise or the brand, it can 
hardly be a potent medium. 

4. Many of these catalogs are not only 
poorly “merchandised”; many are poorly 
laid out, many are poorly printed on poor 
paper and poorly bound, and the art work 
is poor. 

5. In at least some instances, the total 
number of copies distributed is somewhat 
less than the “circulation” promised. And, 
of course, the purchasing power of the 
“circulation” may be somewhat less than 
indicated. Even the techniques for dis- 
tributing the catalogs are sometimes open 
to question. 

6. The total circulation is out of all 
proportion to the total volume that could 
possibly be done by this promotional 
medium. 

7. The “store cooperation” that is pre- 
sumably part of the “package” quite fre- 
quently is given only in part or not at all. 


= And there is another point: Many de- 
partment stores are now getting out from 
two to a half dozen catalogs a year. How 
long will it be before the drug chains, 
the variety chairs, etc., also get out a 
second catalog each year—and then a 
third and even fourth catalog annually? 

In this connection, I note that the Fred 
Meyer supermarket chain in Oregon has 
entered the hard-goods catalog order 
business (the Christmas catalog and 
year-round premium catalogs are not at 
all unknown, of course, among the food 
supers). This is to be a year-round ven- 
ture. If the food super “goes mail order,” 
then the “catalog allowance” concept will 
assume still larger dimensions. 

In viewing this entire situation of al- 
lowances, I am disturbed when I observe 
its enormous spread during a decade of 
unparalleled prosperity. What will happen 
if competition really gets tough? 


New Status for the Plant Reporter 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate their 
own organization in employe rela- 
tions.) 

The plant reporter for a publication 
for employes holds the cellar position on 


the organization chart of internal com- 
munications. Editors of employe journals 
strive to make the reportorial chore ap- 
pear glamorous and rewarding in terms 
of personal satisfaction, and some scribes 
accept this opiate agreeably. For the most 


100 pounds.” 


boom for which we are all grateful.” 


We remember reading somewhere about a man at a party discussing with 
a woman guest how boring certain persons are, how they will talk on and on 
about their pet subject without ever questioning whether the person they 
are talking to is interested or not—and suddenly, as he kept discoursing on 
bores, he detected in the slightly glazed look of the woman’s eyes the fact 
that he was apparently boring her to death. 

We can understand a business man’s finding great interest in his business. 
But we can’t understand how he can possibly assume that, because he’s in- 
terested in it, everybody else must be. Yet it happens, and this two-page 
spread in color for Republic Steel is a prime example. 

Oddly enough, the off-beat headline leads one to believe the copy must be 
equally off-beat. Only it isn’t. You detect that with the first sentence, which 
Says: “It’s also you—and your growing appetite for steel. That’s what’s be- 
hind all the interest in the steel industry’s expansion.” 

All the interest? Ho-hum. “It may be news,” the copy relentlessly con- 
tinues, “to you that as an average citizen, you use 1500 pounds of steel a 
year. By 1966 it is estimated that this per capita consumption will be 1600 
pounds a year.” And now get this dramatic conclusion: “That’s an additional 


To win the good will of any Democrats in the audience, the copy says 
further, “If we don’t do anything to upset the period of peace WITH pros- 
perity we now enjoy, the next ten years should continue to be the business 


Asleep yet? No? Okay. Try this: “Republic’s economists, researchers and 
engineers are busy now trying to figure out how much more steel, of what 
types, in what forms will be needed years from now—and how to get this 
steel for you despite rising costs of construction and operation.” 

Beats Miltowne as a tranquilizer, doesn’t it? And doesn’t begin to have the 
habit-forming qualities of the narcotics. 
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part, however, the plant reporter is real- 
istic enough to know that his is a kennel 
assignment and is dubious of the glories. 

Here and there around the country a 
few companies are beginning to discern 
that the plant reporter isn’t a bad guy 
after all, and are doing a bit better than 
give him a seat at an annual reporters’ 
dinner and a ballpoint pen at Christmas. 
These companies sense that an alert plant 
reporter or correspondent, usually a mem- 
ber of the plant work force, often reflects 
with clarity the thinking of his associates. 
In a period when two-way communica- 
tion is being upgraded in importance, the 
plant reporter begins to gain new status 
because he is a source of helpful and 
often dependable information. An indus- 
trial relations manager, for example, can 
frequently put his finger on the strength 
or weaknesses of a projectea program, 
simply by soliciting the opinions of the 
reporter group. 


® Reporter training is coming in for new 
emphasis also. Companies are beginning 
to see that a lathe operator, functioning 
as a reporter on the side, may not know 
too much about journalism. So courses 
of instruction are being offered here and 
there—actual classroom sessions—where 


a reporter is exposed to the five w’s and 
given some elementary guidance in what 
makes news. No sensible management ex- 
pects to raise a crop of Hemingways out 
of it, but hopes for improvement in the 
existing reportorial product. There is 
substantial evidence that the training 
courses are paying off in better reporting 
and higher enthusiasms. 


@ Many concerns issue reporters’ hand- 
books, simple manuals giving the ground 
rules for copy preparation, and some are 
fairly elaborate. Some time ago an alert 
former industrial editor, Robert F. Stone, 
conceived the idea of a small, inexpensive 
style book for plant reporters, written 
generally enough so that it could be syn- 
dicated. The style book is made available 
to those companies which, either through 
lack of time or a disinclination to spend 
money on a special product, will settle for 
a general style book. Stone’s book is 
meaty and contains much practical guid- 
ance for the shop employe suddenly 
plumped into the reporter’s saddle. 

For those concerns which might like to 
bolster the local reportorial staff, the 
manual is available from Mr. Stone, who 
is located at 7746 Bonhomme, Clayton, St. 
Louis 5. 
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; Will you have a plate of delicious hors d’oeuvres, or a timely explanation of your local 

| tax rates? Do you savor hot dogs and kraut, or do you want the story on the High Dam 

at Aswan? Take your choice—today’s modern American homemaker dishes up appetizing 
meals and expounds current events with equal skill. Never before has a generation of 


Real 


homemakers been so well informed and so well prepared to help steer the affairs of home, 
| community, and nation! Among women’s service magazines today, only Woman’s Home 
COMPANION dedicates itself to the kind of informative, entertaining, challenging reading 
that today’s homemakers want. That is why, on the stimulating pages of COMPANION, 


CROWELL-COLLIER PUBLISHING CO 
640 FIFTH AVE... NEW YORK 19. N.¥ 
PUBLISHERS OF WOMAN'S HOME COMPANION COLLIERS 


your advertising gets attention and arouses action! 


Companion sells your product to the homemaker and the retailer! 
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Looking at the Retail Ads 


By Clyde Bedell 
(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 


training.) 
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Now that AA has reported the third 
volume of the ARF advertising ratings 
methods study, it seems appropriate to 
blast a little at the general misuse of the 
term “readership” on the part of people 
who should know better. But first—some 
comment on early lessons taught by read- 
ership studies. 

The clipping here is from a spring 1933 
Chicago Tribune. The Tribune was one of 
the first papers in the country to check 
readership with the Gallup technique. It 
was quite new then. 

One of the outstanding iessons it taught 
the eager beaver students of advertising 
was the value of emotional appeals. (Of 
course, some of advertising’s contempo- 
rary speechmakers, unaware of any re- 
search in advertising earlier than their 
own, believe this is something new.) 


® The clip is from the bottom half of Page 
1 of the paper. The two major articles had 
men-women readership of 151 and 148, 
and 170 and 167, respectively. The more 
local article, with the greater emotional 
impact, had the greater readership. Then 
the small center top item about two men 
killed in nearby Whiting jumped to 194 
and 191. The very small item beneath it, 
“Thieves Keep Mama Broke Buying Bug- 
gies for Babies,” had the same 194 and 
191. 

The next small item below was headed 
“Will to Finance Haven for Nonsmokers 
Barred.” Nothing very emotion-provoking 
about that—for the average reader. 
Scores: 105 and 103. But the next item be- 
low, even smaller, jumped in readership 
again to 131 and 139. Heading “reached” 
more readers. “Fall from 3rd Floor Porch 
. Fatal to Evanston Boy, 7.” 

The bottom item was about California 
“Earth Shocks”—and being remote from 
Chicago readers, dropped in readership to 
87 and 86. 
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This is one of many hundreds of “les- 
sons” in my files. 

Teaching advertising at Northwestern 
University even before this time, I think 
I considered it only matter-of-fact to be 
teaching the wisdom of getting an emo- 
tional reaction and decision to buy—the 
easiest way! Then providing a rational 
support so the emotional decision could 
be acted upon. I still teach that. Since this 
all has to do with fundamental principles 
and basic human reactions, I suppose no 
research will ever suggest there is a better 
way to sell. 

My point is, teaching this in the 1930s, I 
never claimed to be teaching a new dis- 
covery. I had learned it from great stu- 
dents of advertising dead even then, and 
had it confirmed in spending millions in 
mail order and retail advertising, all re- 
sponse-tested. 

It is small wonder that some of today’s 
best advertising people are annoyed by 
the implications of current researchers 
that “emotional appeals” should be used 
as something new, and that the brilliant 
“full sell” advertisers of the past did not 
use them. There can be no effective full 
sell without emotional appeals. 


s Now—this matter of readership and the 
ARF study. AA pointed out such incon- 
sistencies as an identical ad in Life rating 
3% “readership” via “aided recall,” 
Starch 41% noted, and 8% read most, and 
Readex 48%. 

It has griped me for a long, long time 
that advertising people have so easily 
translated “noted” into “readership,” 
though they are two entirely different 
things. In AA’s feature article of May 14, 
an agency director of research said 
(Italics are mine): “When we studied the 
available readership information on the 
repeat advertisements, it was found they 
compare very favorably with readership 


of their first appearance. Our readership 
study was based on Starch reports...” 
(But the data given showed only “noted,” 
and “noted” is not readership.) “We found 
a high degree of correlation when we 
compared readership of the original in- 
sertion of each advertisement (Starch 
‘noted’ basis) compared to the readership 
of each advertisement the second time.” 
(Note the author using the terms “reader- 
ship” and “noted” as though they have the 
same significance. They do not.) 

Perhaps more people have been deluded 
in the last 15 years by the misuse of the 
term “readership” than anything else in 
the world of advertising. 

In the same article referred to above I 
also find this: “In some instances higher 
readership was reported on repeat inser- 
tions than we found for the original in- 
sertion.” And unquestionably here the 
author means “Noted,” not “Read.” 

I wonder if some of the recent enthu- 
siasm for “product image” advertising 


Advertising Age, October 8, 1956 


doesn’t grow out of the ARF study, which 
may be driving home to many advertising 
creators that their ads are not well read. 
Thus, by claiming no selling role for their 
ads they absolve themselves of much re- 
sponsibility. They can claim that an ad 
“noted” gets across a brand impression, 
but they could hardly say that “noted” 
means any real selling was achieved. Nice 
for the ad creators, but a little tough on 
the boys that pay space bills. 


® Retail advertisers who wish to learn 
from the Continuing Study of the ANPA 
and from other usual readership studies, 
have to gain what they can from study of 
national ad figures, for usually, there is 
but one figure on each retail ad. That is a 
“noted” figure, which can have very little 
significance. Retail advertisers can gain 
no greater lesson from these studies than 
that to be gained from the close reader- 
ship given news headlines with emotional 
impact. 


“Good style depends on what it is you 
wish to do.” Harold Speed, 1927. 

As you continue to improve your 
visual concept of ad ideas, you aid the 
art director and his departmental fol- 
lowthrough. Some copywriters, and 
some non-copy ad people, too, are 
helping themselves to a neat visual 
shorthand by practicing and using the 
suggestions offered here. 

1, 2 & 3: Pigs and cows can be used 
by creative people, not only for bacon, 
ham and dairy products, but to spark 
ideas for other messages, where ap- 
propriate. For instance, a folder of 
advice from a dairy representative 
could have a whimsical approach. No. 
4. Okay for breaking ice, attracting 
attention. 

The overlapping circle treatment, 
No. 5, is good for experimenting with 
many different perspectives, many 
varied actions. Change the feet, the 
expression, the tilt of the nose— 
you're the director, writer, producer, 
actor, critic. You are the boss of when 
to stop if it all seems to make sense. 
When it doesn’t make sense, file un- 
der “Early Efforts,” remove later and 
compare with new material. 


g §F YOU ARE In TOWN 
COME To THE SI CLAIR Hote IN) 
CHICAGO, FRIDAY, OCTOBER 12... 
THERE'S A FREE ra 
From 3 te io AM, A Senn Fs 
“QUEEN OF THA “ R* 
CROWNED creat 


Next Lesson: Real Copywriters who use Drawthinks. 


OTe ge tf Roh ORR See a Rn err ME Wey a | Pal cee 
a Rihae is E , : i ed é a at! i Sa es AS be ts law J ri a ar OF gi — 
“4 | 
2 
ai a 88 
ns *, 
Bet: eC 
a4 ee 
4 Bae i. 
a wee “2 
sO tan ve ‘ 
EES 
See ae 
ia ie 
a Che ae 
ee | 
i Bae 
: iy ae - 
oe Uae 
oS ae 
eae 
me ma 
egress. 
et 
gt je 
sa ry : 
OL ; oe ae 
Fs a cit ae Tae ee : 
ater. Ss sa ‘ a . ian. 
se 
Baik ‘Showdown % 
nes, | \e 
oe : ey Pac 7 a 
ara » oan Dar 
eng Pid nna 
8 ae na 
inte + : ° 
TS oes ORV A. is tage Vr 
Sie a6. : a ee ori ; J ; 
aged 3 Ut ~ Beads te ie. en ee 4 P* 
ae BP & ft co pent i gal | =e ran 
“iy ia it hie enn | The ay i” Be Wpitaie COE Me Bie ge aa 
oa a : a a “£0 ee. wher © ° 7, ee rl Laas Py ” 
eS a on . ot one (pian oo ae a at wa ore ae ial 
rar he | ” “ be wa ptdere bm frame. the . = tar ’ 
ot Por af « nae ee oe a ain on re Y 
. i. i‘ * ef a! Ste mrt y 
oh mm he i Udon AOR I, HUE emorie? : 
; ae 8 wit earity hn, gh awe peas Mein vg me fh “f the On r ~ 
- Bal St paaitias of Waskingten - Ge) py solkemed: ut wan @abekiy ca | Memercs! ft 
of ne se oor te & saree Devas ce contre i gehdbed by fe upeny"h fre a yee Maer, % 
hme’ <] € ae A ee mee OW — r 
a ie _ ore « . 
Bian es 7 . ; 
ee te he ee ee ae “— : seeing adn 3 Bs eee 
he = inl | were wn comreg 4 tang © bitinn ot Oe * BR the Meworiat Gay pre 
~ i. ee) oe i orleans, Mine Ain feel Saket acct) 2° o Chery bee & voterens” 
elton 7 font at the eee tier pense, | "04>. pinces tn te ae of re 
i " fe . ee che cetera date, a eS asugned by Aunbdniep eh ' 
BAe) worm pact tries we Peeektend; ee ee ee ee ne of ther poste 
a “ie ; i fet te dnarmtnnds eee Keep Mama Broke Ae niepreted ty the . 
bis es r ded pat te sonterenee wah! Buying Baggies tot Baby piaard pat tee regemer acm, thee 
aati 6 te now “edew chee the sue) Hide Maryn - eens Ss ee. Se ens 
j goers 
biaee ; i be A congo aa pen ci, fae we yp 
a . area eomnemmntot, ees 
ii ec ne ‘Ta whet, entin tow (hilien oablennie | Pe foes mn eet | ie omeh Sitaekan aut aay 
Ree ah oy Wowk Bie Ueined epee ong SAS Aa Se PRUE berte ine Gey Theretnre (he UA. 
eu gee e wee fully Soa rk pttte, Je 
Beets | mrpians at ton Keio weet Ss nal — showdt dnl tree cequlbre and 
Naa ny eer by psttinipattie 1 ls oie tine ~ . Nertoomt Cours hs the precewtan ~ 
ar bonmeibiils tar uaa ee Sage gee Nemerte Right Famed on Mae 
ef Me We samt tote," te mie, 7) ieee *) 9D wnsereetke to ay thet 
«Es & eee ao if oem 
ats. oreet onten © Pedy te tatefeet he rhe PF Ry netang tegument rena yareg 
> te wey etemrent (her want. shore om 
a ‘ e . ial wad i ai an the worbeetnee ante ‘ 
ae ro. a }them perform would kp Rieees 
ae a. jenme” thundered Comrete = ; ae 
ag 8 on ang tere Brown, © oD 
ae o teraaeel fri } ee ee eee an ok ee Y ie 3 
eo ead nanan TE HF os frig TD. z= 
yee — Suni be tr 7 waren, Ons, Mty “ye 6 wee ttuperd . ee Co eae : - 
pag as 6 Se es Gere are Ly MPee De Lim oln pack Beant emt Va oer, c . 
ok ma: rs the bute south path board, beth of when / ele : v6 * 2 * = 
ce e tard to )Pepervinion over Michipad even se. i m Fer. © ae i eae QJ ~ 
See a eet wee Te * Pores <> the Mat ae Peale ; i satay 
os ia = Pent tr’ ~y: ee hate ese we los od? - : eae : eo 
Fr ee + tebe one et Nba wy Boe ead ai 4 >i Fisd J “ [2 F i mr ee ag bee fa 
ae y , Seed § at wr other jormie , ~ ; = ar ae pal GE as i : 
Sonia Fa eater weet to the remmiar army or oe S| a —— ama eke tl ee 
Ts ote oe met a premio j hess Pees.  & 
Brae. ie. RG 7 the woot aomitee pin ’ a | i { ; 
Berta ’ tebe red otter - S : 
pie — Ca ar i's Grr 
Beker) 
unk: : 
Bee tt | 4 
yao). : : 
fe ae ees Bist Seeves _— ? " ] i 
a 3 Dae ee san a Ss ou Can 
| ot he gemitliom of (ee Cuttod | eae ‘ 
A 4 he) Macenrgt arate retue! ae, 
7.4) Ce a : ' rece 
mds saa Hiaasen wes! inaiented totay |.” “S OF eames « at the mead of 
i ~e “pectetaty Wull'et Greyttate tepart-| “Sz wien e+ » guard of home, TF 
an fe ne ira ra b> quent cided. Chew. # 
haa: ‘§ feclicm wo inden whe now . he 0 ebay eyed  adegrenge sey tthe 
wae. setae titent tome. im ve, Start aliberria |... ame iden ied a ; 
ists BS irene. Weeret, bs cppees rere F ty Sele 1 maw wo Intewtein bf. wkd \/ 
4 oe ee ee ee , Gute wo Marea the arm ot @ 7 
aire: — me toga «1h felt es Gis a 7 te Oe wrteret® porate We 
ie a Eee . lions to perenirase ane 1 sate $ 
em a pete jhe conctiione whith 
oe : , er My bamte wy ort © ite , 
ae £ ' 3 EE A 
P ~*~ ae a a : ee 
af aa A Ff Ce a : i 
mPa = . s ay aie .. ‘" ‘a ve" 
PA 4 te . & ~ b 
ee ee . { 
s =f he wy 4 
fa . 
mae Straw Bet. | 
es seated 
iwc Q | 
ae 
* | 
ee Rint 3 | 
neige: . t y 
Poe 
ae Tae ) 
Se ie 
ae if 
Se 
N eve 
(oo 
_ as 1 
ae bai, 
cee 
=a) 
2 » heals 
se bg 
aa é 
eee 
Tea 4 > . 
ae Tre Dairy Pe - 
oa Samet. ® 
ah 2 FIELDMAN gell 4 
ef ie iS oe r 
cat er : - : 
a - oT ' j 
<a eees ee 
S ait s re —— 
ean Ty 
eater) ' Sanna 
Ba ee 
oe 
a es URANCE 
wee. Ej INS 
eter ees) 
x ee SR PAINTING 
“Sea 
ae & THE BARN 2 
: es: : ) 
: = ay Phar OnRae canted coceas WA wnae eer t 
vEgt See 
Oa Se 
oie = 
ee v Y, 
os eee 
Nate.” ae } 
i tak: aa >, a } 
— ag Pe ei * 
eet * tee 
‘ao (an ; 
sear: ey ere 
oP ek 
ee 
a eee I ; 
nite | - 
1? , m, - 
oes ) ". =% . 
nie ‘ a 
os ies e ae b) . 
a OF CHAO A Now: 417 a6? 
Be: ANOS 1 
a ee PRoFiT GRPORATION- PY + 
a. HAs A Bie DaY y\ [ 
— . D/ rT = 
ee hy ts: 
ice. 
ee ‘You sHovid Come... BiG Free 
ES, - 
i CO) a * RT TALENT E ON... IDEAS APLENTY / 
ety ei - * om: = es - 
aac. on ts ht lait - Pi 
Be ean, _ 
Si ee «, es 
4 ie * Se pea ee set Cb eget eo ll ‘ oe ah i Poe Sata oe Y) 3 
: SA Fe ce Re oe a ee OA ie i | i a Ce 


A : Rg ee I Oe ee. : nS [eee ee ee ae 6S ig bleccare: 
oe : =" nae t ea * _ . : «oe, fe si a RA ‘ Pi see 


FAMOUS CRAFTS AND CRAFTSMEN Ce) One of a Series | 


THE NINTH CENTURY THE MIRACLE OF IRELANO, 
where learning and poetry seem to have sprouted from the GRound . 
since earli¢gst times, PRoduced an Muminated manuscript— ie 
thought bY many to be the most beautigul book in all the world: : 
THE BOOK Of KELLS. Zea. It is the work of anonymous 
monks who were inspired craftsmen, 
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9 ost ———_ The mundane and secular art of advertising 

is also anonymous, and sometimes it is inspired. During the 
past quarter century many of America’s most inspired 


advertisements, both in text and illustration, have passed 
through our shop on their way to a national audience. Our 


craftsmen have paid them the respect of appreciation . 
and the finest photoengraving reproduction that matchless _ 
skill and facilities could provide. It is this respect for quality - 
that set our standards high at the start and created 

a coast-to-coast market for C M&H engravings: the best ; 
that can be made. The same respect for quality . 
r reproduction is now expressed in our Gravure Division, 

specialized for national advertising. 


Collins, Miller & Hutchings, Inc. 


333 WEST LAKE STREET AT WACKER DRIVE * CHICAGO 6, ILLINOIS 


DESIGN, CALLIGRAPHY ANDO ILLUSTRATION BY RAY DA BOLL 
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Plans Com-Pak Campaign 
Westly Displays, Brooklyn, plans 
‘a campaign in business papers and 
business sections of newspapers to 
introduce the Com-Pak, an indus- 
trial sales exhibit. Creator of cus- 


tom-built displays for conventions 
and exhibitions, Westly has estab- 
lished a branch in Tampa. Ralph 
D. Gardner Advertising, New 
York, handles the company’s ad- 
vertising. 


GOES INTERNATIONAL—Voice of America Reporter Walter Kohl holds 
a taped interview with Douglas Leigh, creator of Broadway out- 
door spectaculars, which will be broadcast internationally. Mr. 
Leigh was chosen by the Voice as the advertising man with the 
most unusual occupation who typifies American enterprise. The 
background shows three of Mr. Leigh’s productions. 


Broadway’s ‘Lamplighter’ Will Shine in 
40 Languages as Voice’s ‘Unusual Adman’ 


ee 
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Mr. Aichimayr says: s 
We can't sell Western Washington 


with Seattle newspapers only“ 


“The biggest concentration of popu- 
lation in Western Washington is 
around lower Puget Sound, in the 
Tacoma and in the Seattle areas. 
In making our advertising plans, 
Seattle AND 
Tacoma newspapers must be used 

. not Seattle’s alone.’ 


we know that both 


Now... 


The circulation of the 
Tacoma News Tribune is 


MORE THAN 83,000 


City Zone Coverage . . 91.1% 
Metropolitan area . . . 89.1% 


Represented nationally by 
SAWYER, FERGUSON, 
WALKER COMPANY 


> Ca Col ‘ 
A + . 
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Tacoma News Tribune 


L. F. AICHLMAYR, 
sales manager 
grocery products 
division, 
CENTENNIAL 
FLOURING 
MILLS CO. 
(Seattle) 


Mr. Aichlmayr continues, “In 1955, 
for Centennial Pancake and Waffle 
Mix, we scheduled practically the 
same space in the Tacoma News 
Tribune as we used in 
newspaper which carries the great- 
R est amount of food advertising.” 


Seattle’s 


of Washington State's 


FOOD SALES 


58.9% 


in these two 
important markets 


| New York, Oct. 2—Douglas 
|Leigh, creator of the Broadway 
‘outdoor spectaculars viewed daily 
by 1,500,000 New Yorkers and 
visitors, was on his way this week 
to becoming the best known Amer- 
ican advertising executive in Ger- 
many and maybe the world. 

Selected by the Voice of Amer- 
ica as the advertising man with 
the most unusual occupation, Mr. 
Leigh, a favored son of Consol- 
idated Edison because he foots one 
of the largest electric light bills on 
Manhattan Island, wasn’t quite 
sure why the Voice had chosen him 
to represent the advertising frater- 
nity. But a perusal of his 17 out- 
door spectaculars (which he de- 
fines as “a larger-than-average 
sign that has unusual neon or bulb 
janimated effects’) accomplishes 
what the Voice had in mind while 
making the selection: a man with 
an unusual occupation who sym- 
bolizes an enterprising nation. 

Mr. Leigh, president of Douglas 
Leigh Inc., was interviewed re- 
cently by Walter Kohl of the 
Voice’s New York staff in front of 
his largest brain child, the world’s 
biggest outdoor spectacular with 
its 15,000 lights and man-made 
waterfall flowing 50,000 gallons of 
water per minute—naturally, the 
Pepsi-Cola sign. The interview 
with Mr. Leigh, who is often re- 
ferred to as the “Lamplighter of 
|Broadway” or the “Sign King,” 
| will be broadcast shortly over the 
| Bavarian Radio Network and will 
be made available for translation 
into 40 languages. 


= It was taped in response to the 

many inquiries the Voice received 

about advertising in the U.S. and 
especially those “gigantic signs” on 

Times Square, a spokesman for 
the Voice said. 

Footing a monthly electric bill 
of over $10,000 for the 500,000 
| bulbs and 3,000,000 feet of neon in 
his spectaculars, Mr. Leigh sat 
_back in his comfortable Fifth Ave. 
'office, spoke dotingly of his pres- 
‘ent creations and of other wonders 
to come. 

“I’ve got a soap bubble idea to 
really sell soap. Naturally it’ll be 
on Broadway—within the next 
year. We've got a few problems to 
‘iron out. This doesn’t include an 
advertiser. The sign can’t be too 
high or we'll lose the size of the 
bubbles or too low so as not to hit 
the public with bubbles. It'll de- 
pend on getting a suitable loca- 
| tion,” he said. 

Problems rarely outwit the ver- 
satile Mr. Leigh. In his White Rose 
tea spectacular he was getting 
|“frozen steam” in the winter time. 
|By using enough anti-freeze for 
|5,000 cars and insulated pipes, he 

llicked the problem. White Rose 

'now has a year-round commercial. 


| = A native of Alabama, Mr. Leigh 
arrived in New York in 1930 com- 
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paratively short on funds, and did 
a stint with General Outdoor Ad- 
vertising Co. This lasted slightly 
more than a year, after which he 
resigned when asked to take a 50% 
cut in salary. 

He then decided to go into busi- 
ness for himself, raising the cash 
by selling his second-hand car. His 
first “spectacular” was an “off- 
Broadway production” in the 
Bronx, which he leased to the St. 
Moritz Hotel. 

He incorporated his business on 
an ominous day back in 1933. The 
New Yorker some 15 years ago 
said: “Leigh is perhaps the only 
person in the U.S., besides Presi- 
dent Roosevelt, who is now in 
charge of a going business that of- 
ficially got under way on March 4, 
1933.” 


Tailor-d Plans Spring Push. 
Promotes Consumer Contest 

Day’s Tailor-d Clothing, Ta- 
coma, Wash., plans an expanded 
ad campaign to launch its spring 
1957 line of San Juan slacks and 
sport coats. The schedule calls for 
consumer advertising in Sports 
Illustrated, using two-color bleed 
pages, through spring. The 1957 
promotion theme is “Part of hav- 
ing fun is dressing for it.” Trade 
advertising starts in Men’s Wear, 
Oct. 19, with a four-page gatefold 
insert. 

A consumer contest will offer 
six Lambretta motor scooters as 
prizes. Dealers in the western 
states will promote the contest 
with newspaper ads, window and 
point of purchase materials fur- 
nished by Day’s. 


Moss Joins Colby as A.E. 

Seymour I. Moss, formerly ad- 
vertising manager of Finlay Straus 
Jewelers, has joined Colby Adver- 
tising Agency, New York, as vp 
and account executive. 


the station 
that made 


ROANOKE 


VIRGINIA’S 
NO. 1 
TV MARKET 
73.2% 


station share 
of sets... (ars) 


WSLS-TV 


CHANNEL 10 
ROANOKE, VA. 
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35,000 If it’s higher sales you’re after— 
hitch your schedule to the 


fastest-climbing journal in all 
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history . . . and is gaining steadily on the field! No matter how you measure it, 


Ad Age ranks first with advertisers and agencies. 


ABC average total paid circulation— period ending June 30, 1956: 
Advertising Age. ............. 934,902 
el os Se 
See. wk ce Ri eee ee a ey . 22,680 
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‘Collier's,’ ‘Companion’ Add 

Geographical Split Runs 
Two-way and three-way geo- 

graphical split runs are now avail- 


able to advertisers in Collier’s and} 


and subscription copies to be split| 


Woman’s Home Companion. The! ® 
two-way split allows newsstand| 


“ae 


NEW! FREE for 
Direct Mail Users 


77. 1957 Catalog of 
Mailing Lists — 
covering United 

bal State and all for- 

mi eign countries. 


PLUS 


| Hundreds of 
IDEAS for in. 
creasing igen 
direct mail re- 
sults. “Handy 
Check List” for 


mailers also in- 
cluded 


Berliner Mailing Lists. Inc., 


684 Broadway, Dept. 4, N. Y. 12 


into two groups of states (nine in 
the South), plus the remaining 39; 
or the 11 far western states and 
|the other 37; or the 20 in the 
|\South and far western combined 
into one group, and the other 28 
in the second group. 


second, the 11 far western states, 
and the third, 
states. 


ASAE Elect Martin 

Lawrence S. Martin, secretary- 
manager of the National Assn. of 
Frozen Food Packers, has been 
elected president of the American 
Society of Assn. Executives. 


Brossman Joins Monogram 

M. Philip Brossman, formerly 
with the sales staff of the Wash- 
|ington Post, has joined Monogram 
| Art Studio as its Washington rep- 
resentative. 
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new digblay caimensions 


get selfing action... 
at coynter-card cost! 


... bring to life the saleable features of 
every product you promote. No cardboard 
mounting is needed—greater economy! No limitation 
on design—infinite new shapes! No moving parts 
—-sets up in seconds anywhere! 
Display specialists at Chicago Show 
are ready now, to create a 
sales-stimulating Squee-zel for you! 


EXCLUSIVE WITH 


CHICAGO SHOW PRINTING COMPANY + 2640 N. Kildere Ave. + Chicege 39 
U. 8. Patent Noa 2555086 ¢>4 2654970, other patents granted and peading. Trademark Squee-sel Registered 


all the other 28) 


|% 


The three-way split divides like| 
this: The nine southern states; the| 


Anderman 


| REPS’ REPS—Shown here are officers and directors 


for the 1956-57 fiscal year of the 


of the American Assn. of Newspaper Representa- 
| tives. They are Robert Erickson, Moloney, Regan & 
Schmitt, president; Edwin Charney, Branham Co., 
| 1st vp; W. E. Anderman Jr., Hearst Advertising 


ee . 


aa, _ = 


Service, 2nd vp; E. S. Stagg, Kelly-Smith Co., sec- 
cretary; A. W. Farrell, Detroit News, treasurer, and 
directors; James B. Jones, Scripps-Howard news- 
papers; Joseph R. Scolaro, Scolaro, Meeker & Scott; 
John D. Burke, Hearst Advertising Service, and 
John H. Baker Jr., Chicago Daily News. 


Detroit chapter 


W. R. Baker Marks | 
30th Year as Head of | 
Canadian Agency 


Toronto, Oct. 2—W. R. (Bill) 
Baker is now celebrating his 30th 
year as president and general man- 
ager of Baker Advertising Agency 
Ltd. In 1926, he took over as chief 
executive of the company his fa- 
ther founded in 1911. 

Although in its 44th year, Baker 
has had its greatest growth during 
the past six years. The agency 
currently is selling its two-story 


was expected to be adequate for 
years. However, some 23 people 
in the tv and radio department are 
now located in a second building 
a block away. 

“We expect to build a new build- 
ing and move in about a year’s 
time,” said Mr. Baker. “In 1949 
we had 47 people. Now we have 
128.” 


s Mr. Baker believes that in ad- 
vertising food products in Canada 
iclients will be using more r.o.p. 
color in newspapers as this medi- 
um extends into Canadian mar- 
kets. 

A recent report by the Canadian 
Daily Newspapers Assn. stated 
that some 70 Canadian dailies now 
offer color facilities. 

“Self service stores are indirect- 
ly placing more pressure on ad- 
vertising because of the lack of 
sales people doing direct selling at 
point-of-sale,” said Mr. Baker. 


Two Join Lewin, Williams 

Lee Adler, formerly director of 
‘the manufacturer’s counsel divi- 
|sion of Amos Parrish & Co., has 
| joined Lewin, Williams & Saylor, 
|New York, as an account execu- | 
| tive and assistant to the president. 
|Robert A. Fox, previously with 
| Williams & London, has joined the 
| Newark office of Lewin, Williams 
as an account executive. 


Two Join Calkins & Holden 

Frank F. Caspers, formerly with | 
N. W. Ayer & Son, and Leslie W. | 
Meyers, formerly with William | 
Hart Adler Inc., have joined Cal- | 
kins & Holden, Seattle. Calkins & 
Holden recently opened a Seattle 
branch, in association with Fred- 
erick E. Baker Associates to hand- 
le Northwest accounts. 


building headquarters—one that} 


‘milk divisions and Los Angeles 
|Soap Co., manufacturer of White 
|King soap. The companies will 
F - ‘ |sponsor the tv series, starting in 
Potato Chip Month in Washing mid-October n different combina 
west Potato Chip Industry. The |"°"5'” each market. 


October promotion is the result of . . 

the formation of the association Look’ Adds Lamberson 

representing the major potato chip| George Lamberson, formerly 
with Everywoman’s Magazine, has 


manufacturers in the two states. | W! 
The association hopes to increase joined the New York sales staff of 
Look. 


per capita consumption in the two 
states from the current 2 Ibs. to 
3.8 lbs. annually, the national av- 
erage, by 1957. An ad campaign 
is planned. Ruthrauff & Ryan, 
Seattle, is the agency. 


Clients Sponsor ‘Sheriff’ 

The Los Angeles office or Erwin, 
Wasey & Co. has arranged for 
three of its clients to team up and 
sponsor “Sheriff of Cochise” in 34 
markets. Participants are Arizona 
Brewing Co., Carnation Co.’s fresh 
milk, ice cream and evaporated 


October Is Named Potato 
Chip Month in Northwest 
October has been designated as 


masonry building 
singularly different... 


Masonry Building's over 20,000 
paid subscribers are among a 
specialized high buying power 
segment of the building industry 
who read MB because MB alone 
covers their needs editorially. 


5 So. Wabash, Chicago 3 


before, provided your engravings meet the 

exacting requirements of modern printing 

equipment and techniques. 

At DOT, you get that quality. We are 

making outstanding line and halftone, 

coler and black and white engravings for 
customers from coast to coast. 


DOT Capracers, Suc 


600 W VAN BUREN ST+ CHICAGO 7 
TELEPHONE STATE 2-5367 
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/ the power of \ 
bg H the world’s largest magazine } 
ee Ahead in circulation...averagenow stan for women! / 
over 5,200,000. An all-time high! bie ER ad 
, Ahead in advertising ... steady gains 
for 24 consecutive months. (This year’s 3 ; 
Journal revenue is more than “ 
$2,000,000 higher than last year’s... a 
another all-time high!) 


Above figures based on publisher's estimates for fret 9 monthe of 1966 


A CURTIS PUBLICATION 


No. 1 in circulation...No.1in newsstand sales...No.1in advertising revenue among all magazines edited for women. 
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Caine Named VP, Copy Head 


Monroe Caine, copy chief of 
Product Services, New York, has 
been named vp and copy director 
of the agency. 


PLANE WRITING— : 
One of the pro- | 
motion gimmicks 
used by Park & | 
Tilford Distillers | 
Corp. to boost 
its newest vod- 
ka, Golden Yar 
and Silver Yar, 
is skywriting. 
Here’s how “Yar” 
shows up in the 
air over Chica- 
go’s Michigan 
Avenue. Yar ads 
are keyed to the 
theme, “It’s writ- 
ten in the sky.” 
Burton Browne e 
Advertising is 
the agency. 


PR Company Names Mapes 


"We Don’t Belong in 


Conventions 


Oct. 7-10. American Assn. of Advertis- 
ing Agencies, Western Region, Hotel Del 
Coronado, Coronado, Cal. 

Oct. 8-10. American Photoengravers 
Assn., 60th annual convention and ex- 
hibit, Hotel Statler, Detroit. 

Oct. 11-13. Pennsylvania Newspaper 
Publishers Assn., 1 con ti 
Bellevue-Stratford Hotel, Philadelphia. 

Oct. 12-13. National Advertising Agen- 
cy Network, midwestern regional meet- 
ing, Hotel Dinkler-Andrew Jackson, Nash- 
ville, Tenn. 

Oct. 12-14. Intercity Conference of 
Women’s Advertising Clubs, Minneapolis. 

Oct. 12-14. 3rd District, Advertising Fed- 
eration of America, Charlotte, N.C. 

Oct. 15-16. Inland Daily Press Assn., 
annual meeting, Drake Hotel, Chicago. 

15-16. Agricultural Publishers 
tion, Chicago Ath- 


conv 


Chicago. 

Oct. 15-19. 53rd annual National Busi- 
ness Show, New York Coliseum. 

Oct. 17-18. National Business Publica- 
tions, Chicago regional conference, Sher- 
aton-Blackstone Hotel. 

Oct. 18-19. Audit Bureau of Circula- 
tions, 42nd annual meeting, Drake Hotel, 
Chicago. 


Advertising Age, October 8, 1956 


tion of America, Ninth District, Hotel 
Mayfair, Sioux City, Ia. 

June 8, 1957, Advertising Federation of 
America, Fourth District, Hotel Fontaine- 
bleau, Miami Beach. 

June 9-12, 1957. National Industrial 
Advertisers Assn., 35th annual conference, 
Waldorf-Astoria, New York. 

June 9-13, 1957. Advertising Federation 
of America, 53rd annual convention, Ho- 
tel Fontainebleau, Miami Beach. 


Cory Plans Gift Promotion 

Cory Corp., Chicago, plans to 
feature its| automatic percolator, 
electric knife and scissors sharp- 
ener, and knife sharpener, in a 
Christmas gift advertising cam- 
paign in a number of national 
consumer magazines. First in the 
schedule will be a color, half page 
in the November issue of Esquire. . 
Other publications to be used are 
Newsweek, The New Yorker and 
U. S. News & World Report. 


Group Attitudes Corp. becomes 
a wholly-owned affiliate of Hill &! 
Knowlton, New York, on Nov. 1, 
and the founder of Group Atti- 
tudes, John G. Mapes, has been) 
named chairman of the executive 


Oct. 19-20. American Assn. of Adver- 
tising Agencies, East Central Region, 
Aurora Inn, Aurora, O. 

Oct. 20-22. Screen Process Printing 
Assn. International, Hotel Sherman, Chi- 
cago. 

Oct. 22-23. Boston Conference on Dis- 


NARTB Meetings,’ 
RAB’s Sweeney Says 


New York, Oct. 2—In the Sept. 


| committee of Hill & Knowlton. The 24 


issue AA reported that the 


affiliate’s office will be at 150 E.| NARTB regional meeting in Min- 


4 


OM Great 


THE HUB OF AKRON’S FAST GROWING 


iis papi a 


| neapolis looked askance at the ab- 


| sence of the Radio Advertising Bu- 
|reau from its program and meet- 
| ings. Commenting on the AA story, 
RAB President Kevin Sweeney had 
this to say, in part: 

“We didn’t participate’ in 
NARTB’s regional meetings be- 
cause we didn’t belong in them. 
These meetings are almost ex- 
|clusively a service to broadcasters 
iwho are members of NARTB... 
| Designed to talk intramurally.. . 
Since NARTB’s membership and 
RAB’s are far from identical, RAB 
participating would be in the posi- 
tion of serving many stations who 


tribution, Hotel Statler, Boston. 

Oct. 22-23. New England Newspaper 
Advertising Executives Assn., Parker 
House, Boston. 

Oct. 22-24. Assn. of National Advertis- 
ers, annual meeting, Drake Hotel, Chi- 


cago. 

Nov. 11-15. Outdoor Advertising Assn. 
of America, Hotel Ambassador, Los An- 
geles. 

Nov. 13-14. National Business Publica- 
tions, New York regional conference, 
Plaza Hotel. 

Nov. 15-17. Southern Newspaper Pub- 
lishers Assn., annual convention, Boca 
Raton Hotel and Club, Boca Raton, Fia. 

Nov. 19-21. Fifth annual Advertising 
Essentials Show, Statler Hotel, New York. 

Nov. 27-28. American Assn. of Adver- 
tising Agencies, Eastern Region, Hote! 
Roosevelt, New York. 

Nov. 29. Advertising Research Founda- 
tion, 2nd annual conference, Hotel Am- 
bassador, New York. 


* Easy to Ship, Shape, Hang ond Drape 


ONE BILLION EIGHTY MILLION DOLLAR MARKET ‘are not members of RAB while 
Ohio's most concentrated area of great industrial names. The biggest one-newspaper 'stations who are members of RAB 
city in the United States. 98% coverage of the Akron Metropolitan Area, 85.8% ‘and not NARTB would be ex- 
coverage of the Akron Retail Trading Area. cluded...” a. .3 i - a no ong Gun 
TOTAL Sees | Baltimore. 
BEACON JOURNAL ® He pointed out that RAB’s 800| March 22-31, 1957. International Pho- 
CIRCULATION member stations get two sales clin- ee tun th _ Guard 
Be tll ies a year, and regional manage-| April 25-27, 1957. Advertising Federa-| 
’ |ment conferences, and said RAB a of ——— Fifth District, —= 
|has had no resignations from sta-| “#¥"*: 
©] QUAKER OATS | tions in the area covered by ony See Sens See 
. NARTB regional meetings. 

| AMERICAN HARD | “We suspect that those hollering. 
q RUBBER ithe loudest are stations which 
[wore very much like to have our 
executives come and amaze them 
| but who are unwilling to put their | 
/money where their mouth is. They 
‘are the ones who aren’t putting 
|anything in the kitty to solve ra- 
dio’s only real problems—those in 

AIRCRAFT the sales area.” 
. | He pointed to regional sales cov- 
erie ‘erage of 1,400 advertisers in indi- 
vidual meetings, and said national 
i “ROBINSON CLAY advertisers are being called at a 
4 PRODUCTS rate of more than 100 a week by 

3-DIAMOND MATCH 


Jan. 20-23, 1957. Newspaper Advertis- 
ing Executives Assn., Edgewater Beach 
Hotel, Chicago. | 


FREE! Colored idea Booklet Show- 
ing 10 New Ways Te Use Lege 
Drapes. 


HOLLYWOOD BANNERS 
logo Drape Dept 
Creotors & Monutacturers of Notronolly 
Famous Color-Spectacular Ad Banners 
112 EAST 32ND STREET + NEW YORK 16.6 Y 
TELEPHONF OR 9.3790 


PEE CHRYSLER $85 MILLION 
3 Stamping Plant 


P] GENERAL MOTORS 
Euclid Division 


TOA 


CHICAGO 
ADVERTISING AGENCY 


Looking for a New York affiliation 


“TRUCKING CAPIT 
OF THE WORLD [im 


“ENTERPRISE MFG. 
*B. F. GOODRICH. fie 
*ALSCO me 
*McNEIL MACH. & fi 
“FIRESTONE : 
“FIRESTONE STEEL 
*SEIBERLING 
*WEATHER-SEAL fas 
*BABCOCK & WILCOX” 


COLUMBIA-SOUTHERN 
CHEMICAL 


a *GOODYEAR 


An expanding, financially strong New York 
agency, billing in the $25,000,000 to $35,000,000 
area, is considering opening a Chicago office and 
would like to discuss the matter with a Chicago 
agency which might be interested in a New York 
affiliation. 

This agency’s account list is well diversified 
and its activities in print, TV and radio follow 
closely the average in those respects for agencies 
of its size. It is particularly well staffed in the 
fields of merchandising, marketing and research. 

Any response to this advertisement will be con- 
sidered confidential and discussions will be with 
principals only. 

I will be glad to arrange a mutually convenient 
appointment for detailed discussion and negotia- 
tion. 

JOHN ORR YOUNG, Advertising Consultant 
113 West 57th Street, New York 19, N. Y. 


RAB’s eight-man sales staff, and 

he called attention to the national 

radio advertising clinic for “600 

© ihe lof the top executives in advertis- 
Ofes Main | ” 

a ee -) In summary, resolutions or no 


_— , ennai resolutions, “it’s unlikely that we 
MEDIA COVERAGE OF SUMMIT COUNTY 


will participate in NARTB’s re- 
Media Circulation % Coverage pea vp oye + reg 
AKRON BEACON JOURNAL daily 135,131 98 % a 

ames Irby 
AKRON BEACON JOURNAL Sunday 127,978 92.9% ace, Fred Inby has been appointed 
Cleveland Plain Dealer daily 13,760 10% | ising Federation of America, For- 
Cleveland Plain Dealer Sunday 8,342 6% | 'merly advertising manager of the 
Cleveland Press daily 1,366 1% Sears, Roebuck & Co. store in Mo- 
Cleveland News daily 548 less than 1% | 


Nee 
bd 
eae 


| bile, Ala., Mr. Irby in his new post) 
| will visit AFA’s 117 clubs and will | 
counsel their officers and leaders, 
on local adclub problems. 


‘Chain Store Age’ Moves 

Chain Store Age has moved od 
| Pacific Coast editorial and adver- 
| tising sales offices to larger quar-| 
‘ters at 3440 Wilshire Blvd., Los @ 
| Angeles. 


STORY, BROOKS & FINLEY, Representatives | IIL ORIEL ON IR RET S  OER 


JOHN §. KNIGHT, Publisher 
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DANNY THOMAS 
SHOW 


Starring 
DANNY THOMAS 
A Marterto Prod. 
FILMED BY DESILU 
ABC-TV—Monday 8:00 p.m. 
Dial Soap & Shampoo 
and Kleenex 


| LOVE LUCY 


Starring 
LUCILLE BALL & DES! ARNAZ 


A DESILU PRODUCTION 


CBS-TV—Monday 9:00 p.m. 


General Foods and 
Procter & Gamble 


THE 
RED SKELTON SHOW 


FILMED BY DESILU 
CBS-TV—Tuesday 9:30 p.m. 
Johnson's Wax & Pet Milk 


The Life & Legend of 


DECEMBER BRIDE THE LINE-UP 


Starring WYATT EARP 
SPRING BYINGTON | Starring FILMED BY DESILU 
HUGH O'BRIEN CBS-TV—Friday 10:00 p.m. 


A DESILU PRODUCTION 
CBS-TV—Monday 9:30 p.m. 
General Foods 


A 616 Production 
FILMED BY DESiLU 
ABC-TV—Tuesday 8:30 p.m. 
Procter & Gamble and 

General Mills 


Viceroy Cigarettes and 
Procter & Gamble 


THE ADVENTURES THE BROTHERS 


SHERIFF OF 

: : OF JIM BOWIE Production 

COCHISE Starring . begs DESILU 
tarring SCOTT FORBES 


Starring 
GALE GORDON-BOB SWEENEY 
CBS-TV—Tuesday 8:30 p.m. 
Sheaffer Pens and 
Procter & Gamble 


JOHN BROMFIELD 
A DESILU PRODUCTION 


In Association with National 
Telefilm Associates 


National Syndication 


A Jim Bowie Ent., Inc. Prod. 
FILMED BY DESILU 
ABC-TV—Friday 8:00 p.m. 


American Chicle Gum Co. 
& Vaseline 
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Buys Milwaukee WRIT 

H. & E. Balaban Corp. and Har- 
old and Leo Lederer of Chicago 
have bought WRIT, Milwaukee 
radio station, from Mcl.endon In- 
vestment Corp., a Texas radio 
chain operator, subject to Federal 
Communications Commission ap- 
proval. The price was not dis- 
closed, 


Attention! 


MAGAZINE PUBLISHERS 


We offer you full facilities plus 
centralized location for printing, 
binding and mailing your peri- 
odical publication, either sheet- 
fed multicolor letterpress, offset 
or web-fed offset. Ample paper 
supplies available. 

For detailed information, write 
M.F.A. Publishing Department, 


200 South 7th, Columbia, Mo. 


Novels of Past Decade 


Paint Lurid 


(Continued from Page 2) 


the depraved, a few who are weak 
/enough to have a feeling for de- 


‘cency. But this type, poor soul, is/ = Sloan Wilson’s “The Man in the | 


|generally shown to be trapped in 
the Madison Ave. jungle of deceit. 
Thus, while there may be like- 
able admen in novels, there is nev- 
/er any question about the adver- 
\tising business itself being any- 
\thing but a debasing and basically 
‘dishonest way to make a living. 
The allied fields—publishing, 
broadcasting and public relations 
'—have fared no better at the hands 
of the novelists. “The Big Noise,” 
“Giveaway,” “The Great Man,” 
“The Rat Race” and “The God of 


REMEMBER .. . 
When You're Placing 
Grocery Advertising 


SOUTH BEND, DES MOINES, 
OMAHA, NASHVILLE 


SELL THIS 


$86,243,000 


MARKET WITH 


A 
BRUSH-MOORE 
NEWSPAPER 


| 


represented nationally 
by Story, Brooks & Finley 
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Ad World 


, Channel 1” are examples of recent 


|mercial broadcasting. 


| 


Grey Flannel Suit” is notable for 
| being a rare exception to the wide- 
ly observed rule of fiction that pr 
|men are as phony as Confederate 
|eurrency. Charles Yale Harrison’s 
| “Nobody's Fool” (1948) and Jer- 
jemy Kirk’s “The Build-Up Boys” 
| (1951) are in line with this older 
| tradition, as is “The Woman with 
Claws,” a pocket book just issued 
by Gold Medal. 
| (“Woman with Claws” tells the 
|sordid story of Eve Rogers, who 
| “used the weapons of the boudoir” 
| to advance in the “brutally com- 
| petitive world of public relations— 
;the money-lined hell of Madison 
Ave.”) 
| Also in keeping with this tradi- 
|tion is Edmond O’Brien’s Oscar- 
winning performance in “The 
| Barefoot Contessa.” 
Science-fiction is becoming a 
| favorite vehicle of the ad novelist. 
Working in this medium, the au- 
thors have wider latitude to indict 
current ills, since they are pre- 
sumably writing about the future. 
In “The Space Merchants,” pub- 


Advertising Age, October 8, 1956 


‘Quotable Quotes from the Ad Novels’ 


I was to find out in the weeks 
that followed that you always have 
at least one drink on expense-ac- 
count meals, and almost always at 
‘other meals on Madison Avenue. 
Advertising men think they have 


trayed in novels are devoid of hu-|excursions by novelists into thet, apologize if they don’t drink, 
man qualities. There are, among|slimy, unpalatable world of com- | like uncertain freshmen dates at a 


house party. 
—The Joys She Chose 


There was the time when one of 


| college 


our smooth new account executives | 


| walked out with the account he 


|/was handling, the classic Horatio) 


|Alger method of pickpocketing 
your way to success in the agency 
world. Sari’ put up no objections 
but shook hands like a sportsman, 
}and even gave the departing em- 
|ploye a lulling farewell party. I 
was amazed at her good nature. 
Although it was only a small ac- 
‘count, I had not expected her to 
jtake its loss cheerfully. At the 
'farewell party she even had the 


file of all the research material on | 


the account dumped into the Glad- 
stone bag we bought the departing 


exec. “No good to us any more, I) 


guess,” she grinned. Later, when 
he made the mistake of using some 
material developed for the account 
while we had it (Sari had kept a 
‘file of photostatic copies of that 
| Gladstone-full), she slapped an in- 
junction on him, and before she 
was through she had bankrupted 
his private enterprise as an exam- 
| ple to us all. 

—The Joys She Chose 


lished in 1953, Frederik Pohl and /' 


|C. M. Kornbluth draw a frighten- | 


ing picture of the 2lIst century, 
when the advertising agencies 


It’s probably due to the fact 
| that we deal in time, and space, 
/and talent—all intangibles—rather 


| beer bottles; a place where every- 
'thing cleans cleaner, smokes mild- 
er, tastes lighter (and nobody yet 
knows “than what”); where any 
day one of the thousand flesh- 
peddlers will waltz into the office 
and announce, “Honey Boy, I’ve 
just signed up Herman Melville to 
do an afternoon series on whale 
oil for the housewife, entitled, 
' Jaunts into the Kitchen with Moby 
Dick.” 
—Deep Is My Desire 


Now, believe me, I know that 
this is a dog-eat-dog world. I’m 
not so naive that I believe that the 
meek inherit the world. Especially 
the advertising world. Of course, 
in fifteen years that I have been 
in advertising, I've met many fine 
and decent people. Writers, con- 
tact men, artists and radio people 
who went far, and made a heap of 
money, without knifing someone 
on the way up. 

But I know, too, that there is 
| hardly a man or woman in adver- 
| tising who isn’t thinking about the 
next job, making advantageous 
contacts outside the office, and 
arming himself with a list of like- 
|ly prospects for the time when, 
jand if, the axe falls. For adver- 
tising, a profession where whim 
and opinion so often take the 
| Place of judgment and logic, is 
| perhaps the most insecure profes- 
| sion in the world. 

—Death of An Ad Man 


In this business, you've got to 
|“get” everything instantly, even 
|before it happens. You never ad- 
| mit to a client that anything is un- 


have seemingly taken over the, than in solid merchandise. I really |clear. Otherwise he asks you to 


| world. 


|@ In a similar vein, though some- | 
what more restrained, is Shepherd | 


Mead’s “The Big Ball of Wax,” a 
story of 1992. “The Golden Kazoo,” 
by John Schneider, published ear- 
lier this year, takes us forward 
only four years, but already by 
1960 the ad agencies have taken 


}over the running of political cam-| 


paigns because of their superior 


| think that any dealer in intangi- 
bles sooner or later becomes some- 
'thing of a charlatan. It’s so easy 
for us to lose touch with our mer- 
chandise that in time we no longer 
believe it exists at all and we un- 
consciously see ourselves as super- 
clever salesmen of unbottled gas. 
“Sign here,” we say, “and take 
| home all you can carry.” 

—Deep Is My Desire 


| What in God’s own dear name 


| turn in your typewriter ribbon and 
he hires another advertising agen- 
| CY. And then maybe you have to 
get into some dull business—like 
making money. 

—One Touch of Blood 


The advertising industry regards 
clients as a kind of expensive and 
‘fragile glassware, to be handled 
with sandpapered fingers, washed 
in the blood of account executives, 
‘and polished with the flayed skins 


knowledge of how to sell ideas to| am I doing in this crazy world of of department chiefs. 


the “slob consumer” (AA, Feb. 6).| soap chips and cigaret butts and | 


Advertising industry leaders 
who are dismayed at this repre- 
sentation of their trade have a 


further sobering thought to pon-| 


der. It is not correct to assume that 
| these novels are written by out- 
siders with an axe to grind. In 


—The Thin Air 


many instances, they are, as in the 
cases of “The Hucksters,” “The Big 
Ball of Wax,” “The Space Mer- 
chants” and “The Golden Kazoo,” 
penned by former tillers of the 
Madison Ave. soil—or even by cur- 


e new low cost 
@ new easy application 


Here is exactly what window sign advertisers 
have been waiting for—a durable, economical 
decal sign applied in seconds without water. 
The new American Presto Cal “G” is a perma- 


nent type sign that does 


not interfere with 


window washing and can’t be easily “pulled 
down” by children, competitive routemen, or 
storekeepers . . . not affected by temperature 


or weather conditions. 


The new Presto Cal “G” is so quick and 
easy to apply your people will get up more 
than ever before. They'll stick to the “selling 
job” for months or even years. See the new 
American Presto Cal “’G” for yourself. Write for 
FREE samples or request a salesman to call. 


Complete art service without obligation 


‘NO WONDER SALESMEN | 


LOVE THE NEW 


| A merican | 


kD ecal a 


This is all 


4334 W. Fifth Ave., Chicago 24, til. 


Mfg. plants: Chicago * Cleveland - New York - Windsor, Ont., Con. 


Offices in all principal cities 


2. Place into position 
and squeegee 


there is to it 


1. Remove brown 
liner peper 


, 
3. Remove facing paper. 


rent members of the industry. 

The advent of the pocket book 
has put this literature on advertis- 
ing at the easy disposal of the 
drugstore masses. 


® Ad novels always stand a good 
chance of being reissued in pocket 
_book form. After all, they are a 
godsend to publishers, who are 
often berated for advertising clas- 
|sics under the guise of sexy covers 
and erotic-promising jacket blurbs. 
With the ad novel, the text gen- 
erally can be counted on to live 
|up to the sordid joys heralded on 
| the cover, 

At least a dozen advertising nov- 
els have appeared in pocket book 
form since 1954 alone. New ones 
|are being issued all the time. Some 
are books rescued from hard cover 
oblivion. Others are original nov- 
els, obviously put together hurried- 
ly for quick newsstand selling on 
the basis of their covers. 

Following are summaries of nine 
of these novels: 

1, “The Joys She Chose” by Mat- 
thew Peters. A Dell pocket book 
(1954). 

Sari Sartor comes from the slums 
of Flatbush. As a child, what she 
wanted most—but never got—was 
a pair of skates. She was raped in 
a neighborhood candy store at age 
14. These experiences shaped her 
into an aggressive social climber 
whose ambition was to get into 
'“the top half of the world.” Her 
route was Madison Ave. 

Attractive and ruthless, Sari 
knifes her way upwards at Tanner, 
| James & Giesen. She has an affair 
with young, impecunious Denis 
| Henderson and when he asks her 
‘to marry him, she refuses, explain- 


oe Neer eho ae “4 e 3 a ‘ ty Teaceg At pe ae eae ae te ae - cVesanet Pee Se Sete es ee i 70, US Say a Se at perin! Pre Bananas i es ee. : aml 
fees ine 
a ; 
nn 
Ee 
Bey 96 ee 
os 
are" 
a 
Ries,’ 
oar: 
ae 
Pa Po Po 
ae 
a ia Pd 
b, , | a 
ms, he Nee 
Be 
ur *i; eee 
poet ' 
aie ee 
ee 
eee 
— 
~ oe , ‘ 
Pet 
ete ' 
ee 
re 
fe —* 
, 
ia 

aay 
Soa 
ee : ; 7 ; 
Toa ‘, 
Pee. Pha b : i ae A etey ; Oe i 
biaisies* 73 ar. ~s e ’ a 
Bas if f Cs. = . i. 
> a ie a -—- . - 
mm > he | ue SS oS 
re : ce CO eh Sere a SOS oii 
fos Weed e eS ee ao tll fs 
ag ; ’ . iw? 5 ap " “eee RZ : 
Ree Ts * ry tag ae es in: 
| a at aef Pi Bong 
i oe oe 
ee Sethe Fn ite Nee i 
fafa i, ah —«<\ ra " a 
i? Bigg 1S A BIGGER MARKET © fees 
ae BS ped a. LOR. EOGR 1 
7") ae a Sa C3 e aa F * 
- oa : ; ; Roar te” a 
nee ‘aed: THAN — < = 
J ee ‘i | esas F ae j 
oe ae a avy ES 
ss ea oo (YF mone. 
Pa tial} Roh cs . i [5 aa 
at yee | ee : ee Se 
Wks Wea q 7 
ieee Ki A : tea f 
vt ones bITANS, , 

Le eae Fd q “4 
Ae SA 
a ee bi ‘os. Oe % im aaa i, 
ia + ake? imo, ON ZS 
‘S uN es fi MW f =. a y a: Co 
: oe . » Be, (P, - : '} ‘ he. ie Ss ae ; 
brea.” ee Ns oh om he ee A 
ioe io £¥Ee ‘Fit. nl 
ess See eri 4 
. Apt ics, ~ s aw hi ee @ x 7% i x 
ae Cc : . a es He S as | 4) E= 2 a 
Bey). * orn ee 
My F 4 
eS eae SS! SR Str, A Pierro a 
4 er Ds a “ae Y iar — | . my ; ap 6 TNX f ee I 
a Hea , 4 a . oe es " s? 
ap , 
fa / . ndow 8 oe 
uO ee cee ‘ \ wi | 
a \ deca 
a a2 pitch ’ lorfu ae 
oa h, ce nds--: i‘. ey 
tee A toug™ | ed in seco wart “se 
alae ol appli P ee ‘: | 
oats Tk, a. j 
mai si9 AM 
ae a 
al re ’ “te | 
te 4 
oa ae. mY 
ray - +3 
ee ’ ‘Canesmaaaes Meee ? 
Ue a — i= a Pape 
Ne SAM SEN. REST i... 
nat SS SS SON 7 
eee Ko 
“at 
2 fe a 2 ' 
ea \ Pe ct 
- ai . \ 
Te | 4 eon 
ae Mite 
|. eas . (7 
eee ee 4 
ine we < LD 
0 ae \ 
ioe American Decalcomania Co. | 
le . | 


“Not only advertising, 


but sales and 


marketing foo...” 
FRANK N. CARPENTER | | | 


Joining Shulton in 1939, Mr. Carpenter has 1 Says FRANK N. CARPENTER, JR. 

served as assistant to the president, sales man- os Vice President: Shutnen: the. GF i 
ager and general sales manager. He was made a : ’ “4 
vice president of the company in 1952, and was ages Me Beers cst youd! eds. te wee ee re) eee er. 
elected to the board of directors in May of this = ——— a epee a 
year. 

Prior to joining Shulton, Mr. Carpenter was as- 
sociated with the Western Union Telegraph " as 

Company. During World War II he served as a Not only our advertising depa rtment, 
line officer in the Army’s 2nd Infantry Division. 


He attended Williams College and is a graduate but also our sa les and ma rketing 


of the University of Virginia. 
Shulton products enjoy an annual multi-million . [en 

ee executives read Advertising Age 
broadcast media. Shulton toiletries are sold in 


muse than Sh enienies ‘tiangiieedo-ansld regularly. We are kept well informed 


They include Old Spice grooming aids for men, 

i four women’s fragrance lines—Early American > £ : 

| Old Spice, Friendship’s Garden, Desert Flower, th rough Its thorough reporting i ob, . 
Escapade—and Bronztan sun tan lotion. " ‘3 ‘ 
A new Shulton division was formed this year to and many qa clipping iS saved 
manufacture Thylox skin care products and 
other pharmaceuticals. Shulton credits a large . . . el 
et ee ee from its sound editorial columns. 
year-’round promotion and advertising. 


+ 200 EAST ILLINOIS STREET CHICAGO 11, ILLINOIS 1 Year (52 issues) $3 
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ing bluntly that her aim is to mar- 
ry Lou Giesen “because he’s got a 
partnership in the firm, and that’s 
what I want for Christmas.” 

Lou Giesen is married and has 
three children, but these mundane 
facts don’t concern Sari. She breaks 
up the marriage. As Giesen’s wife, 
she takes over the agency and be- 
gins to maneuver it into the big 
time. 


® His usefulness ended, Giesen is 
tossed on the rubbish heap. Sari 
wants to land the Cornish account, 
Frank Cornish being a millionaire 
publisher. She lands it by sleeping 
with Cornish. Then, Sari encoun- 
ters a temporary roadblock. She 
would like to marry into the Corn- 
ish wealth, but he looks somewhat 
askance at her lowly origins. 

For spite, Sari marries one of 
Cornish’s competitors, publisher 
Pitt Pine, acquiring at the same 
time a one-haif interest in his en- 
terprises. She revamps the Pine 
magazine, Pose, into a big money- 
maker. When she has no more use 
for Pine, she sends him off to Ko- 
rea to cover the war, where he 
conveniently kills himself in de- 
spair. Before this, however, he 
sells his half interest to Frank 
Cornish as an act of revenge on 
Sari. 

At this point, Lou Giesen reap- 
pears on the scene, looking to shoot 
Sari. Instead, he shoots Cornish, 
paralyzing him. 


® But nothing phases Sari. A con- 
niver to the bitter end, she finally 
does marry Cornish to become 
exec vp of all the Cornish busi- 
nesses. “The new title is a wedding 
present. It is still the Cornish 
Corp., and he is still on the throne, 
but the throne is now a wheel 
chair, and Sari is pushing it.” - 

2. “Tina” by Rebert Bruce. A 
Lion original (1954). 

Tina Marsh is “a tigress. Not 
worth taming. Anyone at the office 
could tell you that. Anyone who’s 
ever known her would say as 
much. Only there’s a reason, don’t 
you see? She lost her husband and 
her child, and the only way she 
knows of fighting back is—to fight 
like a tigress.” 

A hard-driving account execu- 
tive at Pierce, Finley & Spence, 
Madison Ave. agency, Tina rides 
roughshod over everyone in sight. 
To soothe her jangled nerves, she 
has a wild affair with the elevator 
boy in her apartment building. 

Tina makes a big hit on the 
Gardenia Cosmetics account— 
“kiss-sweet, smear-proof Garden- 
ia”—and graduates to the Paul 
Szell watch account. She works on 
this account with Wayne Reynolds, 
whom she nervously suspects of 
trying to undermine her. 


s Reynolds is an agency man with 
personal problems of his own. His 
wife, Vivian, goes around with a 
fast crowd, neglecting their son. 
“It wouldn’t be so bad,” philoso- 
phizes Reynolds, “if she weren't 
sleeping with every man in West- 
chester.” 

The conflicts erupt while the 
agency is whipping up a campaign 
for Szell. Tina’s affair with the 
elevator boy comes to a violent 
end. She starts to lose her grip. 
Reynolds realizes Tina is fouling 
up the works with the client and 
gently maneuvers her off the ac- 
count. 

Tina is crushed but—never fear 
—she is rescued in the end by 
Reynolds, who has shed his erring 
wife. 

“It seems to me,” says Reynolds 
to Tina, “that you and I are very 
much alike, lonely, empty inside. 
There’s only one difference. I’ve 
learned that the rest of the world 
doesn’t care. I’ve accepted that, 
worked out a philosophy, stopped 
fighting myself. Can't you?” 

P.S.: She can. 


3. “Death of an Ad Man” by 
Alfred Eichler. A Berkley pocket 


book. (1954). Originally published 
by Abelard-Schuman Inc. 

This is a mystery story set 
against the background of double- 
dealing intrigue in a Madison Ave. 
agency. It is venal from the open- 
ing sentence: “A man lay dying 
as a group of ‘friends’ conspired 
to obtain possession of his busi- 
ness.” 

The man supposedly dying is 
James Malcolm, a brilliant adman 
who had built Malcolm & Reynolds 
into “one of the top ten agencies.” 
He is reported to be dying in the 
hospital of a heart attack. His 
“friends” are his agency associates, 
who are already plotting, one 
against another, to pirate away the 
juicy accounts. 

But Malcolm does not die na- 
turally. He is stabbed to death with 
a scissors. Given a “business that 
was born with a knife in its back,” 
suspicion points to many people. 


# With the exception of radio-tv 
director Martin Ames, who nar- 
rates the story, all the agency ex- 
ecutives are schemers and prime 
suspects. 

In the course of the story, anoth- 
er man is murdered—Jason Wen- 
dell, exec vp of the agency. 

It turns out that Malcolm never 


that he could be admitted to the 
hospital and be near Ralph Bishop, 
president of Family Foods Co., the 
agency’s biggest account. Bishop, a 
hypochondriac, entered the hospit- 
al because he thought he had a bad 
heart. 

Bishop had decided to move his 
account out of the agency because 
he was one of the few who real- 
ized that Malcolm was literally 
cracking up. 


years, Malcolm had become an 
egomaniac with a distorted view 
of reality. He had actually pro- 
posed to Bishop that Family Foods 
run a cold cereal campaign pitched 
around an anti-hot cereal theme: 
Consumers would be told not to 
eat hot cereals because they caused 
cancer of the stomach! 

In the unraveling of the plot, 


least motive turns out to be the 
murderer. This is Gil Slade, copy 
man and Malcolm’s closest friend. 
Slade convinces himself that he 
must kill Malcolm as an “act of 
mercy”; he didn’t “want to see this 
once great personality reduced to 
a groveling, strait-jacketed patient 


in an asylum.” 


BARE FACTS ABOUT ADVERTISING—Exposed bosoms and 
legs aren’t lacking on covers of novels purporting 


had a heart attack. He faked it so | 


® A top creative man for many | 


the man who apparently had the | 
wheels into giving him a free hand 


Underneath, however, Slade was 
really afraid that Malcolm was 
ruining the agency. Approaching 
60, with no interest in the busi- 
ness, he feared that this would 
leave him high and dry. And this 
is why he killed Wendell. The exec 
vp, with the greatest power in the 
agency, said he had no use for 
Slade. And Slade realized that “in 
a profession where 40 is considered 
old, a man approaching 60 is 
through, kaput!” 

In the end, Slade jumps out a 
window to his death. 

(The author, Mr. Eichler, was 
formerly a copy supervisor at the 
Biow Co.) 


4. “The Thin Air” by Howard 
Browne. A Dell pocket book. Origi- 
nally published by Simon & Schu- 
ster (1954). 

The next time the police or the 
FBI become stymied, they might 
turn to “The Thin Air” and see 
how the skills of an advertising 
agency can be utilized to track 
down criminals. Of course, after 
being introduced to the vultures 
and phonies who inhabit the Madi- 
son Ave. of this book, they might 
decide to leave well enough alone. 

Ames Coryell, the hero of this 
book, is the $20,000-a-year exec 
vp of Freebolt & Frome, “a long 
jump from being the biggest ad- 
vertising agency in New York, but 
anyone in the business will tell 
you it’s one of the best and grow- 
ing all the time.” Located at 49th 
and Madison, F&F employs 163 
people and boasts “paneled offices 
and a reception room right out of 
a high-budget musical.” 


s Ames has a problem. His wife 
has disappeared right before his 
eyes. Mystified at first and then 
somewhat irritated because the 
police suspect he may have some- 
thing to do with her disappearance, 
Ames does some frantic thinking. 
At the office, as he is explaining 
the philosophy of advertising to an 
underling, it comes to him: Free- 
bolt & Frome’s business is telling 
consumers what to buy, so why not 
use the same resources to tell con- 
sumers to look for his wife? 
After browbeating the agency 


(“All you needed was a loud voice, 
a sense of complete conviction, and 
no fear—and the boys in the 
Brooks Bros. suits and the Coun- 
tess Mara ties would give in to 
you.”), Ames sets into motion a 
saturation “Have You Seen This 
Woman?” campaign, using televi- 
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to expose the advertising “racket.” The texts gen- 
erally justify the covers. 


sion, radio, newspapers and post- 
ers, plus the services of a topflight 
market research company. 


# “You think for a minute that 
Joe Consumer is going to let us 
down if we appeal to him our 
way?” Ames had asked his col- 
leagues rhetorically. 

Of course, he doesn’t. The cam- 
paign works, turning up the clues 
that had eluded the police. Ames 
narrowly escapes getting killed 
himself, but all turns out well in 
the end. 

The story is none too convincing, 
but on the way to solving the mys- 
tery, the author gives us an au- 
thentic picture of the stereotyped 
Madison Ave. world. 

There is Granger Guilfoyle, a 
typical client. He runs Glacier Soap 
Co., a $1,500,000 account, and 
“what he didn’t know about adver- 
tising would have filled ten years 
of the ‘Congressional Record.’” 
Leland Stoll, the Glacier sales 
manager, is “a round-faced, bald- 
ing little cipher.” 


= The agency’s vp in charge of 
merchandising is Malcolm Hewitt, 
“a big, beefy, red-faced number” 
who “was married to Freebolt’s 
sister, which was what got him in 
in the first place.” What “he knew 
about the agency game would have 
fitted loosely under a hangnail.” 

To sell his plan to turn the agen- 
cy into a Sherlock Holmes, Ames 
has to overcome the formidable op- 
position of Alex Case, the company 
comptroller, “a small, prissy man 
who used lifts in his pointed black 
shoes and wore blue serge summer 
and winter.” 

Case is inflexible, but Ames 
proves to be the resourceful ad- 
man. He checks his secretary for 
“any powder-room gossip about 
Case” and joyfully discovers that 
old Mr. Case has been having an 
affair with a girl in accounting 
(she has since been promoted to 
media). The rest is easy. 


5. “Deep Is My Desire” by Ian 
Gordon (“who worked among the 
hucksters”). Popular Library 
pocket book (1954). Originally 
published by Crown in 1954 under 
title, “The Whip Hand.” 

Dealing with life in the adver- 
tising agency business, this is a 
caustic novel dedicated to “Chapel 
Hill, N.C., where living and the 
people are somehow nicer.” 

Cully Fuller is top dog at Fuller 
& Co. (300 Madison Ave.), an 
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sourceful and charming and strong 
enough not to cringe before clients, 
he is nevertheless little more than 
a pawn of his wife, Sylvie, a beau- 
tiful and ruthless adwoman, whose 
main object in living, apparently, 
is to build an agency larger than 
any other. 
Good-intentioned Cutly hates 
advertising. He feels “like a cor- 
}mered pig with all the butchers 
carrying long knives heading in to 
cut me to pieces.” 


® Sylvie glories in advertising and 
is not averse to using her body to 
advance her career. Cully is teach- 
ing school when he meets Sylvie. 
Following a well thought out plan, 
|} she seduces him, forces him to 
| marry her by getting herself preg- 
nant and then drags him into the 
ad business by starting Fuller & 
Co. with two accounts she had been 
handling at an agency. She had 
become an account executive at 
this previous agency by sleeping 
with the boss. 
Sylvie feels she needs Cully as 
a front. She reasons that a woman 
cannot get to the top in advertising 
on her own steam, sex notwith- 


standing. 


® Despite his loathing for the 
business, Cully can be a good sales- 
man when he applies himself. And 
Sylvie sees to it that he does apply 
himself. She continually goads him 
into seeking new business. 

A turning point is reached when 
the agency takes on a big pharma- 
ceutical house. To do so, it has to 
resign a competing account, worth 
only $1,000,000 in billings; this 
business had been in the shop for 
15 years and was owned by a per- 
sonal friend of Cully’s, a friend 
who had bailed out the agency 
during the depression with a loan 
of $500,000. Cully was conscience- 
stricken; Sylvie thought only of the 
increased billings. 


® Cully and Sylvie finally break 
up after he finds out that she has 
been sleeping with one of the men 
at the agency. He divorces her, 
quits the ad business and eventual- 
ly marries Francie, Sylvie’s daugh- 
ter by a previous marriage. 

As the story closes, we see Syl- 
vie sleeping with a young, hot-shot 
account executive whom she is. 
grooming as a replacement for 
Cully. 


6. “One Touch of Blood” by 
Samm Sinclair Baker. A Graphic 
pocket book (1955). 

Mr. Baker, a creative vp at Don- 
ahue & Coe, writes mystery stories 
with an advertising background. 
Written in the monosyllabic, hard- 
boiled manner, they feature as 
amateur sleuths Clark C. Clark 
(the C stands for Clark), head of 
an advertising agency bearing his 
name, and his “gorgeous” wife, 
Helen. Mr. Baker’s stories are 
strewn with wisecracks about the 
ad business and with beautiful 
damsels whose bosoms seem al- 
ways to be in danger of rupturing 
their sweaters. 

In “One Touch of Blood,” there 
are two murders. The victims are 
J. D. Plupe and J. C. Plupe, two of 
the partners in Pluperfect Liquors 
Inc., maker of Old Rankler bour- 
bon and the Clark agency’s most 
important account. (Clark figures 
that maybe he got the account “be- 
cause the amount of Old Rankler 
I drank was alone enough to cover 
half the appropriation.” ) 


= After numerous escapades, the 
killer is unearthed as “amorous” 
Rose Witson, whose chief attribute 
is a size-40 bosom (“If they could 
photograph her heaving sweater in 
slow motion and reproduce it as 
the picture-of-the-week in Life, 
they’d sell 25 million copies.”). 
Miss Witson was private secretary 
and mistress to J. D. Plupe and 
killed him after he told her he 


agency billing $65,000,000 a year.|never intended to marry her. She 
He’s far from happy, though. Re-| kills J. C. because he was a witness 
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to the crime. 

Confronted with her misdeeds, 
Rose is backed against a window 
and finally falls out. “My last 
glimpse,” says adman Clark, was 
of “her beautiful slim nyloned legs 
disappearing.” 

7. “Murder—Very Dry” by 
Samm Sinclair Baker. A Graphic 
pocket book (1956). 

This is a takeoff on the “The 
$64,000 Question.” Clark C. Clark 
devises a $100,000 giveaway pro- 
gram, “The Quiztery,” for his 
client, Cola-Rola Corp., maker of 
the nation's favorite soft drink. 
Contestants have to guess the 
names of mystery tunes. 

On the night the program is 
scheduled to debut, emcee Hal Lar- 


* kin is shot to death in the client’s 


room at the studio. Many Martinis 
later, Clark tracks down the cul- 
prit—announcer Paul Cranston, 
who wanted the quizmaster’s job 
himself. 

This story is a little thinner than 
“One Touch of Blood.” There is 
more drinking, but less sex play. 
The bosom interest is supplied by 
“The Three Terrific Redheads,” 
a girl trio composed of Molli, Pol- 
li and Dolli Humminvogel. For 
comic interest, there is contestant 
Horace Twootles, a file clerk from 
Bracketsville, N.J., whose eyes are 
more rectangular than oval from 
watching so much television 
(“They’re sort of 24-inch-screen 
shaped.”’). 

8. “Good-Time Girl” by Conrad 
Maine. Popular Library (1955). 

This purports to be a “biting, 
realistic tale of a young huckster’s 
struggle for fame in the viciously 
competitive world of department 
store advertising.” Actually, it has 
little to do with advertising and 
more with the troubles of Jerry 
Lang with two well-proportioned 
gals. 

The locale is the ad department 
of an old-line respectable depart- 
ment store in San Francisco. Lang, 
the ad manager, runs afoul of the 
conservative management by dar- 
ing to use such new-fangled tech- 
niques as television to promote the 
store. The dowager owner is more 
interested in the staid, stuffy rep- 
utation of the store than in in- 
creasing sales. 

Mr. Lang eventually is double- 
crossed by an assistant and gets 
fired, but he gets his girl after 
having an affair with the wife 
of his best friend. 


9. “So Sweet, So Cruel” by Ju- 
lian Farren. Crest pocket book 
(1956). Originally published as 
“The Train From Pittsburgh,” Al- 
fred Knopf (1948). 

A bleak, devastating book, this 
is the story of the disintegration of 
a man. Tom Bridges works for a 
big ad agency, Franklin Beals Inc. 
He is a vp on the strength of hav- 
ing brought into the house what is 
now the agency’s biggest account. 

Tom has affairs on the side. So 
does his wife. “They have known 
about each other’s affairs for years. 
That’s part of their tacit agreement 
for living together.” 

Tom is essentially a bundle of 
guilt feelings. He is a frustrated 
liberal, “bowed by the weight of 
all the injustice in the world.” He 
feels his life is an empty shell and 
he lives it that way until a com- 
bination of circumstances brings 
his frustrations to a boiling point, 
leaving him seemingly spent and 
useless for all human purposes. 

Immediately after he has suc- 
ceeded in bringing a major ac- 
count into the shop, Tom tries to 
do a favor for a friend in need, 
“Mike Myers, a wartime buddy who 
needs a job. Tom tells Myers, who 
is in Pittsburgh, to come to New 
York, assuring him that there will 
be a place for him at Beals. 


s But Myers is Jewish and Frank 
Beals tells Tom that it’s out of the 
question. “You know it’s a matter 
of policy,” he says, adding that no 


important agency would consider 
/hiring a Jew. “Here we're on dis- 
| play, just like an ad. We’ve got to 
| be perfect, we’ve got to have what 
people want. We've got to play 
up to their likes and dislikes. We 
can’t afford to do anything else.” 

Bridges cowardly fails to face 
up to Beals. He denies even know- 
ing Myers personally. He is fur- 
ther consumed by guilt after his 
mistress demands that he get a 
divorce. And, at home, following a 
wild drinking party and an abor- 
|tive attempt at suicide, he is 
smashed completely. His wife has 
him sleep with her because she is 
pregnant by someone else. 

The story ends with Bridges 
paralyzed and floundering in this 
vast wilderness, shot-full of the 
emptiness of his life. “He was in a 
vacuum, vast and timeless. And as 
he lay there half conscious, unsee- 
ing and afraid to think, the clock, 
on the table, ticked away louder 
and louder the long and endless 
minutes.” 
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"WE SOLD OVER 40 KROEHLER LIVING ROOM SUITES 
from a 4-Color, Full Page Advertisement in 
THE HERALD’S SUNDAY COLOR COMIC SECTION.” 


-. says Robert Duchene, Promotion Manager, Winegar 
Furn. Co., Grand Rapids’ Oldest Furniture Dealer 


"We've found that color ads generally pull longer than reqular black & 
white. For example, 3 months after our Kroehler ad was published a customer 
from a nearby town sent in a tearsheet of the ad with her order. 


“We've used The Herald's Color Comic Section for several years on low- 
cost promotional merchandise, but this was our first attempt at a big-ticket 
item. Needless to say . . we were more than pleased with the results .. . as 
we have been from our regular weekly Herald advertising for over half a 


The Grand Rapids WH 


‘ 6. 2 a 
Member of Federated Publications® 


REPRESENTED NATIONALLY BY 
SAW YER-FERGUSON-WALKER COMPANY 


REG. U. S. PAT. OFF. 


the trade. 


REG. U. S. PAT. OFF 


As this rose distinguishes Carmen, our trademarks dis- 
tinguish the unique qualities and characteristics of our 
two modern-living fibers. “Orlon” distinguishes our acrylic 
fiber; ““Dacron”’, our polyester fiber. 

As we use and protect these trademarks, they become 
more meaningful and valuable to both consumers and to 


Because we know you share our belief in the value of 
trademarks, here is how to use ours correctly in your 
advertising and promotional material. 


Distinguish ‘‘Orlon”’ and ‘‘Dacron’’ —Capitalize and 


use quotes or italics or otherwise distinguish by color, 
lettering, art work, etc. 

Describe them— Use the phrase “Or/on” acrylic fiber or 
“Dacron” polyester fiber at least once in any text. 
Designate them—In a footnote or otherwise, as ‘* ‘Orlon’ 


ORLON and DACRON are trademarks, too 


—Du Pont’s trademark for its acrylic fiber,” and 
*“*Dacron’—Du Pont's trademark for its polyester fiber.” 

For handy folders on proper use of the trademarks 
“Orlon” and “Dacron”, or.an entertaining slide film that 
covers trademarks in general and the use of “Orlon” and 
“Dacron”, write Textile Fibers Department, Section T-3, 
E. I. du Pont deNemours & Co. (Inc.), Wilmington 98, Del. 


TEXTILE FIBERS DEPARTMENT 


REG. U. 5. Pat. OFF. 
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Mennen Adds ‘Queen’ Show 
Starting Oct. 2, Mennen Co., 
New York, is using the 4:15 to 
4:30 p.m. segment of “Queen for! 
a Day” (NBC-TV) to sell Mennen| 
Skin Magic. Featured is a 


combination offer of a regular size| 


four-ounce bottle plus a _ free 
purse-size sample, a $1.29 value 
for $1. Tying in with the promo- 
tion is Jama Handbag Co., New 
York, which will include the purse- 
size bottle in its clutch bags. The 
Jana bags will be shown in the 
tv spots and Jana dealers will re- 
ceive mats and other merchandis- 
ing aids. Grey Advertising, New 
York, is the agency. 


Shifts to WROC-TV 

William Fay, formerly president | 
of Stromberg-Carlson Broadcast-| 
ing Corp. and general manager of 
WHAM and WHAM-TYV, has been 
elected a vp of Transcontinent 
Television Corp. and appointed 
general manager of WROC-TY,! 
Rochester, N.Y. 


| 
| 
| 
| 
| 


““ BLOOMINGTON- 
NORMAL, ILL. 


city ZONE 


NOW! 


} 


@ BIGGEST pop. a TE last 5 yrs. 


Million in new construction in ‘55. 


@ OVER 100 INDUSTRIAL PLANTS. Valve 
of manvfoctured products in ‘55 over 
$150 Million (est.) 


@ AVERAGE FAMILY INCOME $6,120 
(National av. only $5,274) 
ILLINOIS FIFTH LARGEST 

NEWSPAPER RETAIL MARKET 


(Excluding Chicago) 


we $147 MILLION SUBSCRIBER RETAN PURCHASES 
w $30 BILLION SUBSCRIBER FOR PURCHASES 


Daily Pantagraph 


BLOOMINGTON NORMAL, iLL 


Represented by Gilmon, Nicoll & Ruthmon | 


Shafto 


CONFEREES—These ATFP and NARTB people met to 
discuss tv codes at the San Francisco convention. 
They are G. Richard Shafto, WIS-TV, Columbia, 


S. C., chairman of the NARTB Cod 
Mrs. Hugh McClung, KHSL-TV, C 


| ber; Maurice Morton, chairman, code committee, Al- 


St. Johns 
McClung 


son, general 
ATFP; Richard 
e Review Board; L. Heald, chief 


hico, Cal., mem- 


& Television Broadcasters; 
director of code affairs, NARTB. 


Bronson 
Morton 


and executive secretary, | 
R. St. Johns, ATFP counsel; Robert | 
attorney, National Assn. of Radio 
Edward H. Bronson, 


FTC Re-Enters Gas 


Price Arena; Hits 
Sun Oil, Pure Oil 


/eral Trade Commission last week 
|joined in the legal battle against (Indiana) case, where Standard 
|“gasoline wars” by charging that) 
@ BIGGEST home building boom. Over $7 | 


two major oil companies entered) 


outlets a price advantage in Bir-| 
mingham, Ala., and Jacksonville, 
Fla. 

Under prodding of the House 
and Senate small business com- 
mittees the Department of Justice 
previously had issued anti-trust 
complaints aimed at gasoline pric- 
ing arrangements in the New Eng- | 
land and Middle Atlantic areas. 
| The new FTC complaints a 
jaimed at Pure Oil Co. in the Bir-| 
|mingham area and Sun Oil Co. in 


the two companies violated the 
|Robinson-Patman Act by entering 


jinto arrangements giving favored|and other neighboring states. 
|dealers a fixed price advantage 
over other Pure Oil and Sun out- fied that Pure Oil would give the 


lets. 


| 
| 


Court in the Standard Oil Co. 
successfully argued that price ad- 


vantages which it gave three big 


into agreements giving favored outlets in the Detroit area were 


justified because it had to meet 
the equally low price offered by a 
competitor. 


® More recently a federal al 


in Connecticut ruled that the 
equally low offer of a competitor | 
cannot be used as a defense where | 
/a gasoline supplier gives a lower | 
price to some of the outlets han-| 


dling his own brand than he gives | 


to others. 


In the Pure Oil case, FTC said | 
| Jacksonville. The commission says| Pure Oil gave 60 Birmingham 


dealers a better price than it gave 
other Pure Oil stations in Alabama 


objectives” 


It pays in many ways to have the marketing 
executives of your company keep posted with 
Industrial Marketing on all of the latest tech- 
niques, methods and developments of selling and 
advertising to business and industry. 


LLB LE IEDR EL BLEEP LLL ELLER. E LLL ALL 
“INDUSTRIAL MARKETING is a reliable 


aid in the formulation of marketing 


“As a source of factual information on industrial 
selling, we have always found Industrial Marketing a 
reliable aid in the formulation of marketing 
objectives. We definitely regard it as ‘must reading’ 
for executives of a progressive company.” 


says HOWARD W. JAMES, Manager-Marketing 


Flexible Tubing Corp. 


Number. Special 


> MAIL TODAY FOR TRIAL—MONEY BACK IF NOT SATISFIED ¢ em een mm mmr 
To: INDUSTRIAL MARKETING, 200 E. Illinois St., Chicago 11, INlinois 


Title. 


Start a year’s trial now (only $3) at our risk. In- 
cludes monthly copy of Industrial Marketing plus 
the 576-page Annual Market Data & Directory 


rate for group subscriptions. 


My Name. 


Nature of 


f | 


z 


State. i | 


C) $3 enclosed Bill firm 


IM 1S A 


SISTER PUBLICATION OF 


C Bill me 


ADVERTISING AGE AND 


No extra postage Canada or Pan America; Add $2 a year foreign. i 


ADVERTISING REQUIREMENTS 


The cases represent FTC’s first|exceed by more than l¢ the price 
return to the gasoline price arena 
WASHINGTON, Oct. 2—The Fed-' since its upset by the Supreme 


FTC noted the agreement speci- 
| 60 dealers a price which would not 


|of gasoline charged by independent 
Stations selling unbranded gas in 
the area. 

The complaint against Sun said 
one dealer, Gilbert V. McLean, was 
given a price 1.7¢ per gal. lower 
than other customers. 


BOURJOIS IS CHARGED 

_ON AD DISCRIMINATION 
WASHINGTON, Oct. 2—The Feder- 
al Trade Commission charged last | 
| week that Bourjois Inc., New York, 
gives discriminatory promotion al- 
|lowances to favored retailers han- 
dling the Bourjois and Barbara 
Gould lines of cosmetics, perfumes 
and beauty preparations. 

The complaint is the latest in a 
series issued in the past year asa 
result of the commission’s investi- | 
| gation of compliance with trade 
\practice rules which it issued for 
the drug and cosmetics industry. 
Half a dozen similar complaints 
have ended in consent settlements. 

The complaint against Bourjois 
said the company’s favored cus- 
tomers received more than the 
maximum 25% discount which is 
allowed under the company’s 
standard promotional program for 
| Cooperative advertising, demon- 
strator and push money service 
rendered by the retailer. 

In Chicago, FTC said 14 of the 
23 Barbara Gould outlets received 
the standard allowance, while nine 
received allowances ranging from 
|25% to 210% in excess of the 
standard amount, and as much as 
100% reimbursement for local ad- 
vertising. 

Similar discriminatory practices 
were cited in other major cities in 
1955, including Baltimore, Cleve- 
land, Philadelphia, Atlanta and 
Washington. 


Nielsen Appoints Three 

A. C. Nielsen Co. has appointed 
Leonard F. Ostrom, Philip Von 
_Ladau and David A. Traylor ac- 
/count executives. Mr. Ostrom and 
Mr. Von Ladau were both former- 
|ly client services executives. Mr. 
Ostrom will handle Nielsen Ra- 
| dio- Tv Index clients in the Chica- 
et headquarters; Mr. Von Ladau 
will handle work in the radio-tv 
' division in Menlo Park, Cal. Mr. 
| Traylor will continue to work in 
the New York office. 
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| Pine Advances Johnston 

Joseph Johnston, formerly as- 
|sistant circulation manager of 
Pine Publications, New York, has 
been promoted to circulation di- 
rector. Before joining Pine Publi- 
|eations in July, Mr. Johnston was 
with Macfadden Publications. 


| Allen Joins Lewis & Martin 

| Spencer M. Allen has resigned as 
radio and television news director 
|\of WGN and WGN-TV, Chicago, to 
join Lewis & Martin Films, Chi- 
cago, as a vp. Mr. Allen will head 
the public relations and sales pro- 
|motion departments of the film 
producer. 


|Galioto Bros. Plans Campaign 

Galioto Bros. Co., Schiller Park, 
| Ill., has set a newspaper and radio 
campaign for its new Pagliacci 
spaghetti. The campaign opens in 
Racine, Wis., and will move from 
there into Chicago and other mid- 
| west cities. Riverside Advertising 
jis the agency. 


liance of Television Film Producers; Deane F. John- | 
counsel 


RESULTS 


Powerful 50,000 watt 
KEX reaches a market 
that spends over three 
billion dollars a year. 
This market is influenced 
by the populor KEX D.J., 
Bob Blackburn. 


4:00-7:00 p.m. 
Monday thru Saturday 


Popular Deejays and big 
50,000 watt KEX will assure 
your sales message reaching 
more radio listeners in this 
fast-growing northwest 
market. 


LET POWERFUL 
50,000 WATT KEX 
SELL FOR YOU! 


Call Bob Rudolph, KEX Soles Man- 
oger, CApito! 2-1881; A. W. *‘Bink’* 
Donnenboum, WBC Genera! Soles 
Manoger, MUrray Hill 7-0808, New 
York; or your neorest Peters, Griffin, 
Woodward, inc., office. 


PORTLAND, OREGON 


WESTINGHOUSE 
Oe BROADCASTING 
COMPANY, INC 
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Cominos 


HARD AT WORK—Making last-minut 
of the central region of the Ameri 


Holmberg 


e plans for the meeting in Chicago 
can Assn. of Advertising Agencies 


are James G. Cominos, vp and director of tv and radio of Needham, 


Louis & Brorby, chairman of the 
Holmberg, Compton Advertising, 
two-day meeting, and Joseph M. 

ing of Leo Burnett Co., chairm 


creative workshop; Lawrence O. 
region chairman in charge of the 
Greeley, vp in charge of market- 
an of the marketing workshop. 


Artwork, Not Copy, Puts Impact in 
Ads, Burnett's Armstrong Tells 4A’s 


(Continued from Page 1) 
would like and dislike. 

Mr. Armstrong admitted that the 
Burnett “taste test” was long on ad 
“personality,” short on sales po- 
tential. The interviewers, he said, 
went after exactly the answers 
that “show the interviewees are 
‘experting the ads’—the answers 
that usually go right into the 
wastebasket.” 

On that basis, here are some of 
Mr. Armstrong’s findings: 


e Advertising people agreed with 
the housewives on only three of 
the ten groups, when expressing 
their own tastes. When asked to 
guess the housewives’ choices they 
were right on five groups out of 
ten. 


e However, if the art directors 
hac stuck to their own instinctive 
choices when trying to guess the 
housewives’ choices, the whole ad 
group would have scored more hits. 
“Housewives seem to vote the way 
art directors vote when the art 
directors are caught off guard— 
when they don’t feel compelled to 
talk like advertising men.” 


e The writers, on the other hand, 
“couldn't resist looking for a moti- 
vational appeal to the housewife, 
for competitive claims, for strong 
appeals to the housewife’s self- 
interest.” 


e In what they esthetically feel 
is a good ad, housewives want lots 
of picture and little copy. The pic- 
tures triggered whatever reactions 
they had to the survey, in at least 
28 out of the 40 ads, and “ran away 
with the discussion” in all but 
three, said Mr. Armstrong. 


e Behind this, said Mr. Armstrong, | 
was the finding that housewives | 
turned to advertising much more} 
for amusement than for “helpful | 
hints for happy living.” Except} 
when actually shopping for some- | 
thing, he declared, “they admit | 
they don’t want to work—they | 
don’t want to ‘dig through’ an ad." 


e Finally, “with one exception, | 
nowhere in the survey did women | 
react to copy strongly enough to} 
use it as a reason for voting for | 


tising than consumers do—just as 
a dentist wants bridgework to have 
craftsmanship, although the patient 
will settle for its looks.” 

“They may think she comes to 
ad-reading full of problems and 
looking for solutions . . . Of course 
she has all these problems—but 
the advertising people seem to be 
saying, ‘She has them all in the 
front of her head at any given 
moment, so let us dramatize more 
‘of them than we have, and she 
|will be fascinated with our quick 
| solutions.’ ” 
| However, he said, the stereotype 
|breaks down, “because she is not 
| steadily employed as a buyer in an 
| industrial supply house.” 


Mutual Will Get 
Talent and Sales 
Support from RKO 


Cuicaco, Oct. 2—Mutual Broad- 
casting System station affiliates 
met here yesterday and heard 
about a new shot in the program- 
|/ming and sales arms of the net- 
| work—both doses to be adminis- 
‘tered by the net’s new companion 
organization, RKO Radio Pictures. 

An affiliates committee heard 
John B. Poor, MBS president, pre- 
sent the new plan for close co- 
ordination of the activities of RKO 
and Mutual. Both companies are 
now units of RKO Teleradio Pic- 
tures Inc., which in turn is a sub- 
sidiary of General Tire & Rubber 
Co., Akron. 

Generally, the plan will: (1) 
Make RKO stars and contract per- 


|sonnel available for MBS program- 


ming appearances; (2) permit 
MBS broadcast adaptations of 
“vast amounts” of RKO story ma- 
terial; (3) make RKO’s 32 branch 
office managers and its overseas 
facilities available to Mutual for 
station relations work, sales duty, 
news and program liaison, and (4) 


| permit closer promotional tie-ins 


between the two companies. 


® The new arrangement is ex- 
pected to be a big help in the 
sales and station relations end— 


or against an ad.” Mutual presently has only four 
Station relations men dealing with 
= “It seems clear,” Mr. Armstrong | 540 stations. On the programming 
summed up, “that the housewife’s | side, it means that RKO stars, es- 
taste in advertising—not what sells| pecially those in soon-to-be-re- 
her something, but what she likes | leased movies, will be worked into 
to look at—doesn’t have to contain | Mutual’s bloc of drama shows, 
a competitive advantage or even |and into music and variety shows. 
an important idea of any kind. A| On his side, Daniel O’Shea, head 
cute, friendly or amusing presen- | of the motion picture company, 
tation of the product can be expected “incalculable” promotion 
enough to get a positive esthetic and publicity benefits. 
response from her—especially, The affiliates committee was 
when she’s under 35. | impressed enough to ask that the 
“Contrariwise, advertising peo- deadline for signing the newest 
ple demand much more of adver- network contract be postponed. 


Chrysler Plans Massive Ad Drives to | Bosh Ete Countey Pies 


Get Greater Share 


(Continued from Page 1) 
proach 1955 as the biggest sales 


of ‘57 Car Market 


count. 
Dodge’s theme will be “Won-| 


year and has taken the wrapper derful World of Automotive Dy-| 


off the corporation's bankroll and) 
gone all out in introducing its new 
line of cars. 

It will use twelve-page, four- 
color ads in The Saturday Eve-| 
ning Post of Oct. 30 and Life of! 
Nov. 1. 

e Six-page, four-color ads _ will! 
appear in Collier's, Look and) 
Time. 


e The cars will be shown on the! and Time. 


“Shower of Stars” television show 


Nov. 1 over 172 CBS stations. |2,200 newspapers 


Page ads in newspapers will be} 


bought by the corporation in 250 kets. 


markets. 
Mr. Forbes said the close inte- 
gration of television, radio, news- | 


paper and magazine advertising is!and with a combination torsion 
designed to give Chrysler the) bar and leaf spring ride. 


greatest mass impact in its his- 
tory. 

He said Chrysler will also be 
exploiting its product in a month 
long pre-selling promotional drive 
during October in teaser ads. 


s The various divisions also have 
mapped vigorous campaigns to in- 
troduce their new products, and 
generally are switching heavily to 
television, by either adding new 
shows or extending those already 
used. 

One unique move is that 
planned by the DeSoto division, 
whose advertising is handled by 
BBDO. 

James L. Wichert, DeSoto direc- 
tor of advertising, and the agency 
last week called in radio repre- 
sentatives and explained that De- 
Soto would not use radio spots in 
the pre-showing of its 1957 mod- 
els. 

Mr. Wichert explained that De- 
Soto felt that during October and 
the first week of November the air 
waves would be filled with politi- 
cal spots, as well as spots promot- 
ing all other car models. 

“We will not follow like sheep,” 
said Mr. Wichert. “We will give 
both the station and listeners a 
break, and wait until Nov. 25. 
Then we will spend $175,000 on an 
intensive radio spot promotion.” 


s It is the Plymouth division that 
will get the biggest boost, because 
Chrysler is depending upon its 
lowest-priced car to put it back 
into the 20%-or-better bracket of 
the industry sales. 

Plymouth advertising, handled 
by N. W. Ayer & Son (except for 
television, which is now handled 
by Grant Advertising), will feature 
the theme “Suddenly it’s 1960,” 
and copy will stress that Plymouth 
has broken the time barrier by 
bringing out its 1960 models in 
1957. 

The cars will be advertised first 
on the company’s new Ray An- 
thony television show (ABC) 
Nov. 2. 

Two-page, four-color ads will 
appear in The Saturday Evening 
Post and Life and page color ads 
in Look and Collier’s. Radio teas- 
ers over 500 stations will run from 
Oct. 10 to 26, and about 3,000 
newspapers will carry page an- 
nouncement ads Oct. 30. 

In addition to the Ray Anthony 
show, Plymouth will share with 
Dodge a new Monday night half- 
hour Lawrence Welk tv show over 
ABC. It also will use outdoor 
posters in selected markets, prin- 
cipally in the South. 


® Dodge division will invest $2,- 
000,000 to introduce its 1957 mod- 
els, according to Wendell D. 
(Pete) Moore, assistant sales 
manager in charge of advertising. 
Grant Advertising handles the ac- 


namics.” 

This division will use 4,000 
newspapers on Oct. 30, magazines, 
radio and television spots and out- 
door posters in introductory ads. 


® DeSoto’s theme will be “Most 
Exciting Car in the World Today.” 

Introductory DeSoto ads will be 
four-color spreads in Collier’s, 
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Life, The Saturday Evening Post z= 


Page ads will appear Oct. 30 in 
and outdoor 
posters will be used in 400 mar- 


The new line of Chrysler Corp. 
cars will be longer, lower, more 
powerful, with more glass space 


® Oldsmobile will follow its Nov. 
6 election night results on tv with 
ads in the afternoon editions of 
Nov. 8 and the morning editions 
of Nov. 9. More than 4,400 news- 
papers will be used, according to 
L. F. Carlson, advertising director 
of the Oldsmobile division. 

In addition to the tv kickoff and 
newspapers, the promotion will 
include tv spots on 500 stations 
and 3,500 outdoor posters in 1,000 
cities. D. P. Brother & Co. is the 
agency. 

Four-color spreads are sched- 
uled in Collier’s, Harper’s Maga- 
zine, Holiday, Life, Look, News- 
week, The New Yorker, The Sat- 
urday Evening Post, Time, Town 
& Country, U.S. News & World 
Report and Vogue. 

Also on the schedule are Fam- 
ily Weekly, Metropolitan Group, 
Parade, The American Weekly, 
This Week Magazine and a group 
of farm magazines. 

Oldsmobile will invest about the 
same amount introducing the new 
models as it did in bringing out 
the '56 models, but the heavy ex- 
penditures on television spectac- 
ulars last year will be shifted 
principally into print media, with 
newspapers benefitting most. 


s Automobile companies, gener- 
ally, governed largely by unit 
sales, will spend no more—and 
frequently less—this year in in- 
troducing new models than they 
did a year ago. 

“Of course we might ‘borrow’ 
a little from the latter part of the 
year,” said Herbert D. Daniels, 
sales manager of the Lincoln divi- 
sion of Ford Motor Co. This is not 
uncommon. 

Heads of each-of the companies 
which have introduced their 1957 
models—Ford, Lincoln, Buick, 
Chevrolet, Studebaker-Packard 
and Oldsmobile—predict an up- 
turn in new car sales for 1957 
models. But they don’t sound too 


ORCHARD-FRESH—Pet Milk Co. is 
running a newspaper campaign on 
a market-by-market basis for its 
new Pet-Ritz frozen fruit pies. 
This color page appeared in the 
Chicago Tribune, Oct. 4. Gardner 
Advertising Co., St. Louis, is the 
agency. 


convincing. 

All of the companies have ac- 
complished quite a bit in restyl- 
ing their cars for the 1957 race. 


s George Romney, president of 
American Motors Corp., told a 
press conference that his company 
will be in the black if it sells 


25,000 more cars in 1957 than it 


did this year. 

American Motors expects to sell 
25% more cars next year than it 
did in 1956, he said. The sales tar- 
get for 1957 is 150,000 domestic 
and 10,000 export sales, compared 
with a total of about 125,000 this 
year, he said. 

Nash will make only the Am- 
bassador series this year, having 
discontinued the Statesman line. 
Hudson will manufaciure only the 
Hornet, having dropped the Wasp 
line. There will be a line of Ram- 
blers. 


s Mr. Romney predicted that the 
bigger size of more 1957 cars 
would be a definite sales stimu- 
lus for the Rambler, which will 
have a V-8 as well as a six- 
cylinder engine. He said the Ram- 
bler will not be any larger out- 
side and has passenger space 
equal to that of the highest priced 
cars. 

Although the company’s 1957 
distribution program wil empha- 
size the Rambler, Mr. Romney 
said, American Motors already is 
tooling for the 1958 Nash and 
Hudson models. 


‘Fisherman’ Names Krentzlin 

John N. Krentzlin, formerly an 
advertising salesman on True, and 
before that on the Philadelphia 
Bulletin, has been named vp and 
advertising director of Fisherman, 
Oxford ©., monthly devoted to the 
sport of fishing. 


SPECTACULAR—The Ford Dealers’ Advertising Assn. cf Southern Cal~ 

ifornia is using 18 bulletins in Los Angeles to feature three 1957 

Ford models—the convertible, hard top and station wagon. By 

painting the copy sections over the bulletin molding and placing 

the 5%’ neon letters F-O-R-D in a vertical position, 32% more copy 

area is gained. Pacific Outdoor Advertising Co. erected the bulle- 
tins. 
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REPRESENTATIVES WANTED 


Chicago headquartered trade publication 
in engineering field desirous of retaining 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap (enterprising space salesman or group to 


lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 per 


represent them in New England area and 
Western Pennsylvania. Tough, competi- 


line. Add two lines for box number. Copy deadline, Chica 

number. ° go office, Wednesday * - , ‘ ‘ 
noon 5 days Preceding publicetion date. Display classified takes card rate of ig 3 _ Fa ~— — ae | 
$16.50 per column inch, and card discounts, size and frequency apply. books currently represented. Reply to: 


NE IN 8, NOE NT CES AT CITE CAE TT Box 9019, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


POSITIONS WANTED BUSINESS OPPORTUNITIES 


HELP WANTED | 


Adv. Agency account executive to handle 
established accounts is offered opportun- | 
ity to grow and prosper with one of | 
Texas’ oldest and strongest agencies doing | 
diversified consumer and industrial busi- 
ness. This job has a present and a future 
for a solid guy under 40 who has a min- 
imum of 5 years agency experience and a 
flair for imaginative, selling copy. Owner-:| 
ship participation is a possibility for the | 
right man. Please write fully and send 
resume. Our staff knows of this ad. 
Box 8986, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois | 
WONDERFUL OPPORTUNITY | 
Young man to work in advertising depart- 
ment of old, reliable, established firm. 
Must know co-operative advertising. Sal- | 
ary commensurate with experience. All 
replies confidential. Write: 
Box 8988, ADVERTISING AGE | 
200 E. Illinois St., Chicago 11, Illinois 
ADVERTISING & PUBLISHING } 
FOR ALL TYPES OF PLACEMENTS | 
GEORGE WILLIAMS - PLACEMENTS | 
209 S. State St. Ha 7-1991 Chicago | 
ARTIST for largest litho art department | 
on West Coast. Must be experienced in 
full-color comp. design and lettering of 
packages, labels and p.o.p. advertising 
material, some rendering in chalks. Sal- 
ary open. 
Box 8958, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
ACCOUNT EXECUTIVE 
We want a man with kitchen and major 
appliance experience to work on estab- 
lished account. Must be creative and sales 
minded. Excellent salary with exceptional 
opportunity for advancement in fast-grow- 
ing, well-rated agency. Pleasant living 
and working conditions in small town 100 
miles from Chicago, Send complete resume 
and salary requirements. 
Box 9004, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
JOB MARKET 
for 
CREATIVE TALENT 
ADMINISTRATIVE PERSONNEL 
MOLENE An 3-44%4 
Bankers Bidg. Chicago 3. 
ADVERTISING SPACE SALESMAN 
For old established trade publication. One 
who is willing to relocate in the South 
and travel extensively. Reasonable salary 
and travelling expenses until capability 
proved. Give full details in first letter. 
Box 9005, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ARTIST — LAYOUT 
Immediate opening for layout artist. Must 
have agency ability in design, chalk tech- 
nique and ideas. Excellent opportunity to 
work on top national accounts, mostly in 
full color. Send resume. Write 
Box 9006, ADVERTISING AGE 
200 E. Illinois St., Chicago 1i, Illinois 
DUE TO EXPANDED BUSINESS AND 
GROWTH IN THE MIAMI FLORIDA 
AREA WE ARE DESIROUS OF OBTAIN- | 
ING ONE OR TWO HIGH CLASS SALES- 
MEN 
ENCE. 
STATING FULL INFOR 
YOUR QUALIFICATIONS. 
Box 9007, ADVERTISING AGE 
480 Lexington Ave., New York 17. N.Y. 
MEDICAL COPY WRITER 
Pharmaceutical Manufacturer in West- 
chester County, New York, has opening 
for experienced writer of medical adver- 
tising copy. Position requires mature per- 
son with educational background in 
pharmacy or medicine. Please send resume 
and state salary requirement. 
x . ADVERTISING AGE 
200 E. lilinois St., Chicago 11, Illinois 


UNUSUALLY ATTRACTIVE 
NEAR NORTH STUDIO APARTMENT 


1 large, unfurnished, high-ceilinged 
room with shutter windows, parquet 
floors. $116.50 including gas. Suitable 
for bachelor, bachelorette, or couple. 
Available November 3 on lease. 
Box 274 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Tl. 


SPACE SALESMAN 
28-35, for leading specialized 
consumer magazine, New York 
City. Solid newspaper or maga- 
zine experience necessary. 
Mechanical orientation helpful. 
State experience, salary require- 
ments. All replies confidential. 
Box #264. Advertising Age, 480 
Lexington Ave., New York 12, 
New York. 


TOP CREATIVE ART DIRECTOR I'll Trade Public Relations-Publicit 

- y serv- 
Seeks challenging spot. Talented, hard- | ices for office space with reputable Chi- 
driving, versatile. Exp’d. all phases adv. | cago advertising agency. I'm an able and 
art. Will take less for Real opportunity. | experienced PR man. I have my own ac- 

00 nae ety ty — i | counts and do some magazine “writing. 

- Illinois St., Chicago 11, Illinois | Box 9020, ADVERTISING AGE 
Seven Years TOP LEVEL Experience! 200 E. Illinois St., Chicago 11, Illinois 


MDSE-MARKET RESEARCH-RETAILING | Milline rate is for the pigeons. Get cardi- | 


Age 29, will travel — B.S. | > > a 
Box 9010, ADVERTISING AGE co Say be Ge inch me Senders ABC 
200 E. Illinois St., Chicago 11, Miinois - eS - 
- Ideal space for artist in 4A agency on 
-Directors of Advertising & Marketing for Michigan Ave. North light, artist table, 


nationally known concern available for | jamp, plenty of shelf space. Work avail-| 


free lance or consultation service in Chi-| apie Rent reaspnable, Send name, address 


cago area. Consumer or industrial. and phone number. Will contact immedi- | 


Box 9011, ADVERTISING AGE ately 
200 E. Illinois St., Chicago 11, Illinois Box 9021, ADVERTISING AGE 
FREE LANCE LAYOUT, ART DIRECTION 200 E. Illinois St., Chicago 11, Illinois 
of top quality available at reasonable ———~ i" = =_——==—= 


prices in return for volume of work. 
Box 8995, ADVERTISING AGE PERSONAL NOTICE 


200 E. Illinois St., Chicago 11, Illinois | BOB: If your agency has a client that 


SENIOR ACCOUNT EXECUTIVE packs a free flowing. dry solid, 


contact me at once. We have just) 


20 yrs. exp. Responsible. Operating own 
“s = s perfected an automatic measur-/| 


shop. Seek ition with m Agency. 
P — ater Agency. | ing device that dispenses pre- 


Fully qualified manage or assist on im- . , - | 
portant accounts. Available in 30 days. determined quantities with each 
Box 9012, ADVERTISING AGE | pour. It's a simple gadget that) 
costs a fraction of a cent. Adds| 


200 E. Illinois St., Chicago 11, Illinois \ | 
up to a gal. pouring the right 


INDUSTRIAL MARKETING — 
amount of cereal, soap, etc., au- 
ADV-SALES PROM. EXECUTIVE tomatically. Might make you fel- 
Dept. Mgr. on Mkting team of leading lows a hero with the account ‘or 
Manufacturer selling all industries. Cre- prospective accounts) if you pre- 
ates, controls, integrates adver-sales prom. | sent it first. Call, write or wire me 
with mkting plan. Seeking position as ac- at United States Metered Container 
count executive; or as Mgr or Asst. with Corp., 527 Madison Ave., New York 
large company. Age 35. Resume. 22 NY PLaza 1-0642 ™ 
Box 9013, ADVERTISING —e. 68 et ; * Stan 
Vv » + 

480 Lexingtor Ave., New York 17, N.Y DONT WANDER OFF INTO 
KELINE AND RETOUCHING | UNKNOWN SPACE WHEN... 
pe Cred wees give top service on | 1549 feet are NOW available on Sub-lease 

“ , }at this distinctive Michigan Avenue ad- 
Box 9014, ADVERTISING AGE | dress! PROMINENTLY located in the cen- 
200 E. Illinois St., Chicago 11, Illinois | ter of Chicago's advertising activity, this 
EDITOR - MANAGER space is ideal for small advertising agency 
Experienced business publication editor or representative. Immediately available 
seeks responsible post with well estab-/| (air-conditioned of course) 
lished magazine in growing industry. Ex-| Suite 1920, London Guarantee Building 
cellent background publication manage- | 360 North Michigan Avenue 
ment, editorial direction and production, | Chicago 1, Illinois 
advertising sales, promotions, etc. Self WRITERS OR EXECS FOR RADIO AND 
starter, — See. = TV 
Box 9015, A SING AG | . ' 

200 E. Illinois St., Chicago 11, Illinois _| C3" You use an Actual! Buy this and you 
SALES PROMOTION - ADVERTISING. | Mr X is caught in his own Web. Wouldn't 
15 years responsible experience, all phas-| you like to know what the straightman 
es, also public relations, publicity. Work-| observed that may rewrite an 8 yr old 
able ideas, aggressive campaigns. Effec-| headline. Or it could make just a great 
tive writer, speaker, organizer. Seeks/ suspense story. 
career situation utilizing full potential, | Box 9022, ADVERTISING AGE 
os. Energetic, 39, married, 2 sons. 200 E. Illinois St., Chicago 11, Illinois 

esume, samples. Write = . 

Box 9016, ADVERTISING AGE ae ee 


| BUSINESS MAGAZINE | 


ADVERTISING SALESMAN 
WANTED 


Within a week FOOD PROCESSING 
will have a sales opening for a man 
who is interested in advertising sales 
epee - and hard work) and who 
has suitable adeag Ser this respon- 
sibility. oe > i may be in an 
agency, advertising management. 
sales outside of publishing, or a 
publisher's representative. If inter- 
ested, send resume first, then contact 
Richard H. Putman, 111 E. Delaware 
Place, Chicago 11 (WHitehall 4-6141) 


after October 15. 


Advertising Age, October 8, 1956 


“Our 45th Year” 


COPY—FARM, MISC.....to $12,000. 
SENIOR A. E., dog food exper. OPEN 
2 JUNIOR COPY MEN, agcy. Unusu- 
al training; account variety. to $6M. 
ADV. MGR., in 30's $10,000 


GLADER CORPORATION 
“The Agency’s Agency” 
Don Harris, Dir. Adv. Div. 
110 S. Dearborn CE 6-5353 Chicago 


Wonderful Opportunity 
for Account Executive 
With Feed Experience. 


Must know feeds and feed merchandising. 
We want an experienced, sales-minded, 


Are you looking for a CREATIVE 
ART DIRECTOR? 


14 years on top nat’l consumer accounts. 
Comb merchandisi sense with mod- 
ern flair in visuals—semi-comps. Ability 
te direct, organize. Knows type, produc- 
tion. Chicago only. 

Box 275 ADVERTISING AGE 
200 E. Illinois St.. Chicago 11, Illinois 


creative advertising man. Work includ 
advertising plans. writing keynote copy, 
client contact on national accounts. Un- 
usual future as key member of client 
service team with increasing earnings in 
profit sharing incentive plan. This is « 
real opportunity for a man to progress, 
and to live in a delightful home type city, 
free of big city tensions. Send samples, 
picture and complete personal data. 


N. A. WINTER ADVERTISING AGCY. 
12th Floor, Par t Buildi 
Des Moines, lowa 


|" SEASONED COPY MAN ses 


wants Chicago agency connection. Years 
of successful experience: copy. copy chief, 
account supervision—consumer lines (foods, 
durables) and industrials. Some knowledge 
média, production, general J 

tice. Excellent references; 

requirement. A find for an organization 
where experience and ability count more 
than calendar years. Now connected: 
available October 


Box 271 ADVERTISING AGE 
200 E. Illinois St.. Chicago 11, Til. 


ADVERTISING ASSISTANT 
We need an energetic copywriter 
with enthusiasm and imagina- 
tion to work as an advertising 
assistant. He should be able to 
organize and develop campaigns, 
handle his own budget and work 
with outside contacts. This posi- 
tion is in the Agricultural Ad- 
vertising department of a world- 
wide manufacturer located in 
Metropolitan New York. Please 
write us about yourself and in- 
dicate salary desired. Box 265, 
Advertising Age, 480 Lexington 
Ave., New York 17, New York. 


SALES 
PROMOTION 
ASSISTANT 
Assist Sales Promotion Manager 
in developing and organizing 
sales promotion programs. Han- 
dle sales contests, collateral lit- 
erature, dealer displays and 

premium programs. 
Should have 1 to 2 years adver- 
tising experience. Age 24 to 30. 
Please call Mr. M. Nadis at 
KEystone 9-8210 for an appoint- 
ment. 

VICTOR 

Adding Machine Co. 


3900 N. Rockwell 


200 E. Illinois St., Chicago 11, Illinois | sinai) Chicago art studio offering com-| 


ADVERTISING-MERCHANDISING MGR. | plete art and production service. Reason- 
Fifteen years all-round experience with | able rates. No Agences Please! Call WH 4- 
top food company. Have the imagination, | 2452. 
initiative to do real job for aggressive co. | 
where ability pays off in greater opportu- 
nity. Exp. in all media, point of sale, | 
promotion. Married, 43, will relocate. | 
| 


WE WANT 
A GUY WHO WRITES 
GOOD COPY 


Box 9017, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
FREELANCE COPYWRITER 
Welcomes any & all assignments, indus- | 
trial or consumer. Top writing-that gets 
your product “Off the Ground’’—guar- 


anteed! 
Box 9018, ADVERTISING AGE | 
200 E. Illinois St., Chicago 11, Illinois 


CHICAGO OFFICE SPACE 


wat ome. sterner uo < One Entire Fleor 
1,000 sq. ft. 
with 5 private offices. 
Completely 
air conditioned 
Receptionist 
Automatic elevator 


National Sporting 
Goods Association 
716 WN. Rush St., 


1 
| 

| 

| 

I 

| 

! 
man, we have a better-than-av- 
erage opportunity. Pay, future, | 
calibre of associates and living | 
conditions (in Ohio city) are | 
commensurate with what an | 
agency-experienced print writer, | 
blessed with talent and versatil- | 
ity is worth. Write us in confi- | 
dence. Our staff knows of this ad. | 
| 

| 

4 


Box 263, ADVERTISING AGE 


; 200 E. Illinois St., Chicago 11, Ill. 


r 
| 
| 
| 
| 
| 
| 
For a better-than-average copy 
! 
| 
| 
| 
| 
| 
| 
| 
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MARKET RESEARCH 
ASSISTANT 

For a large nationally prominent 
food processing organization well 
known tad its —— in the 
pre-packaging field. Duties to || 
include the collecting, summar- | SALES PROMOTION 
izing and analyzing 4 sales and | 
market statistics. Also project 
work on consumer preference || and ADMANAGER 
surveys and advertising and 
sales promotion effectiveness rare 5 
studies Man 23-35 with college One of America's leading 
legree in marketing. Box 268, oe . 
Advertising Age, 200 E. Illinois || manufacturers of lighting fix- 
St., Chicago 11, Illinois. tures is seeking the services of 


a topflight sales promotion 


Are YOU 


this Art Director? industry. Fine starting salary 


ART DIRECTOR who uses his head, as well as his hands. Who 
knows the “tried-and-true” ways, but never stops trying some- 
thing new. Whose own layouts will inspire the department he Tell us all about yourself— 
directs. If you're this art director, you'll be happy in this d les Bo 

34-year-old midwestern agency. (Not Chicago.) You'll work senc complete resume to Box 
with top copywriters, in all media (including TV)—on big 262, Advertising Age, 480 
packaged goods accounts. Please tell us all about yourself, in- Lexington Avenue, New York 
cluding salary requirements, in first letter. Box 270, Advertising 

Age, 200 E. Mlinois St., Chicago 11, Illinois. 17, New York. 


and admanager, preferably 
with experience in the lighting 


and plenty of room for growth 
if you're the man for the job. 


} 
| 
| 


WANTED 
CIRCULATION MANAGER 
We need a man 27-40 years of age 
with circulation sales experience. 
Must be able to write sales letters 
and assume responsibilities of su- 
rvising salesmen in field from our 


ause 
all men under him are salesmen and 
‘ood ones. Experience in selling to 
armers of value. ABC knowledge 
thie ts. t opportunit: 
s a rmanen y 
and will be filed in the near future 
ou would 
ive com- 
plete details about yourself. 
. D. Hoard, Jr. 
HOARD'S DAIRYMAN 
Fort Atkinson, Wisconsin 


B I R CH The Midwest's 
* 


eutstonding placement 
sa ce service for Adv.- Art & 
Executive allied fields. 
Placement By oppointment only 


Counselors (jdeimurmanaetibreiiiad 


ART STUDIO 
SALESMAN 
Experienced art salesman to sell and 
service agency and direct accounts. 
Call SU 7-8540 for appointment 
PACE STUDIOS 155 E. OHIO ST. 
CHICAGO, ILLINOIS 


DO YOU READ ME? 


Flat on my back at 16,000 (dollars). Ad- 
vertising AE & PR Director, with NY 
agency, holding course despite low ceiling. 
Potential, stability more important than 
inflated salary, titles, seeking more op- 
portunity. Client-side or agency ... 
Successful Executive experience both sides. 
U. S. & Internationa! markets. All phases. 
All Media. Contact, Copy. Research. 
AM. TV, & Film Production, Promotion. 
Selling. Sales & Contact Type. Creative 
& resultful ideas. Excellent writer—valid 
concepts. Early thirties. Full throttle. 
vision & fuel unlimited. No restive stunt 
soloist, will consider readily capacity as 
trusted, valued assistant. Can you bring 
me in?-Over, 


Box 273 ADVERTISING AGE 
480 Lexington Ave.. New York 17, N. Y. 


FOR RENT 
NEAR NORTH 


5 Offices and studio—2nd. & 3rd. 
Floor. Excellent for adv. agy., 
photog., service bus. Will remodel, 
parking available. Reas. Rental. 
Call HERBERT N. LUSTIG CO. 
RAndolph 6-4952 


MARKET RESEARCH PROJECT 
MANAGER—College graduate with 
2-5 years experience in consumer 
market research work. He will work 
closely with brand managers and 
advertising agency personnel. Will 
have responsibility for planning, su- 
pervision, analysis and report writ- 
ing of consumer surveys, test mar- 
kets, new products surveys and sales 
operations studies. Company growth 
promotion opportunities and remu- 
neration policy make this an out 
standing opportunity for the right 
man. Please send complete résumé 
to W. H. O'Shaughnessy, Johnson's 
Wax, Racine, Wisconsin. 


HAVE YOU GOT IT? 


We've been trying to fill an adver- 
tising manager's job. We are a com- 
pany doing almost $200 million dol- 
lars a year. The job is exciting, 
imaginative, interesting — and it's 
one with a solid future. We've been 
seeing people with a couple of years 
experience who want $10,000 and 
people who are making 8 and want 
$15,000. All we're asking for is a guy 
around 30 who has had several years 
creative experience in writing and 
planning, who is personable and gets 
along real well with people. If you 
think you fill the bill and want to 
work in the N.Y. metropolitan area 
with a company that is the leader 
in its field, whose budget is in the 
millions and which recognizes a hard 
worker and creative thinker, then 
drop your resume in the mail. I 
don’t care if you're employed or not. 
The only requirement for this job 
is talent. Have you got it? Box 266, 
Advertising Age, 480 Lexington Ave., 
New York 17, New York. 


MR. ARTIST! WHERE WILL YOU BE 2 OR 3 YEARS FROM NOW? 


Still struggling up the ladder . . - still on the big city merry go round... 
still waiting for that art directorship opening? 

YOU NEEDN'T BE .. . If you make this your year of decision and join 
the growing ranks of Western Wisconsin’s only fully accredited Advertising 
Agency. If you're young, ambitious and can carry the art from layout to 
comp. to finish on a wide variety of accounts this is your chance to build 
a bright future as our Art Director. We're looking for wide awake, aggressive, 
creative thinking . . . will pay commensurate with your ability .. . and 
count you in on our pension & profit sharing plan. 

The door’s wide open for the right man . . . you'll work long and hard 
- - . but you and your family will enjoy every minute of it in this beautiful, 
friendly city of 55.000, in the scenic heart of vacationland. Call er write 
giving full resume. JEFFERSON ADVERTISING AGENCY, 316 EXCHANGE 


BLDG. LA CROSSE, WISCONSIN. 
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Advertising Age, October 8, 1956 


PYWRITE 
$6,000—$20,000 


The Fall market has generated into 


° 
goodly demand for copywriters in various 


product categories and income ranges. 
Qualified men are invited to contact me 
in confidence 

GEORGE E. PYLKAS 
Executive Advertising Consultant 


a 
202 S. State St. Chicago 4 
WaAbash 2- 


ACCOUNT EXECUTIVE 


Exceptional opportunity for account 
man who is able to secure immediate 
billing. Liberal compensation and 
chance to participate in our future 
growth. We're a 4-A agency with 
national and regional accounts. 

Box 256, ADVERTISING AGE, 480 
Lexington Ave., New York 17, N. Y. 


TOP COPY MAN 

with 18 years of proved achieve- 
ment on a big variety of national 
accounts in leading agencies 
wants a position in a fast-mov- 
ing Chicago agency where he 
can write, plan campaigns, su- 
pervise copy. Job must offer 
ample opportunity for fresh, 
sparkling ideas firmly rooted in 
sound merchandising. 

Box 272, Advertising Age, 200 
E. Illinois St., Chicago 11, III. 


Fine, Fast, Fairly Priced Photography 


pics 


photographers 


DEARBORN 2-1062 


187 N. LASALLE, CHICAGO = ILLINOIS 
PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 


WELL FINANCED PUBLISHER'S 
REP AVAILABLE 


This New York organization, es- 
tablished 20 years and now ex- 
panding its facilities, will accept 
publications of merit for repre- 
sentation on a commission basis. 
For past 15 years, we have rep- 
resented exclusively one of 
America’s leading labor trade 
journals. All replies strictly con- 
fidential. Reply Box 267, Adver- 
tising Age, 480 Lexington Ave., 
New York 17, New York. 


SPACE SALESMAN 


to join the Buttenheim organiza- 
tion, Publishers of THE AMER- 
ICAN CITY, CONTRACTORS 
AND ENGINEERS, THE 
SCHOOL EXECUTIVE and 
MART MAGAZINE. Must be 
free to travel. Salary. Call CEn- 
tral 6-2853 for appointment or 
write to Edward George Allen, 
Jr., 2111 Daily News Bldg., 
Chicago 6, Illinois. 


ee 
| Douc SMITH, INC. | 


A complete placement service 
of Ad men, for Ad men... by an Ad mat 
who has worked in all the jobs himself 
for over 20 years 


333 NORTH MICHIGAN AVENUE - CHICAGO 
FRonklia 2-3280 
| 7 hospitals 
need your products 
you need 
for 100% coverage of this 
ever-increasing MARKET. 
Rate Card on Request. 


osteopathic 
“The Osteopathic HOSPITAL” 
Published by the 


AMERICAN OSTEOPATHIC 
HOSPITAL ASSOCIATION 


Davenport, lowa 


604 Kah! Bldg 


CBC Is Bulwark Against U.S. Video | 
“Tdeas,’ Fowler Commission Is Told 


(Continued from Page 3) 
day that the CBC operate two na- 
tional television networks and pro- 


| tv. 


| ® It said private broadcasters can- 


not finance ty on a national net-| 
|work scale but that the federal, 
| treasury can do this—on a double) 
| basis—provided the CBC is kept! 
| coverage to the nation. 

The Congress suggested parlia-| 
mentary grants up to $120,000,000 
a year for the financing of CBC-| 


in the dominant position. 


TV, depending on the extent of, 
expansion in tv viewing. These 
might start at $60,000,000 now. 

The CBC now spends at the rate 
of some $30,000,000 a year on tele- 
vision and is going into the red) 
ink. Its main financing is produced | 
from the 15% special excise tax| 
on radio and tv receivers. 

While the Congress said it does | 
not believe national private tv. 
networks can be financed by pri-| 
vate operators, it also declared) 
that—even if this were possible— 
it would oppose the idea. 


® Commission Counsel Coyne 
questioned this concept. 

“If national tv could be financed 
privately,” he asked Mr. Wismer, 
“why should the CBC continue to 
be financed on the same scale by 
the federal government?” 

Mr. Wismer said the CBC is 
necessary to protect Canadian 
ideas. Private stations might be 
forced to draw heavily on pro- 
grams from the U.S., he said. 

“What we are afraid of,” he 
said, “is that, with the best of 
good will on the part of private 
operators, there should be this 
North-South economic pressure.” 


® His organization’s brief said 
Canada, through the federal treas- 
ury, can afford two national tv 
networks and the development of 
color tv. This, it said, could be done 
at a cost of about $30 per tv set in 
the country, though not charged 
directly against the individual 
owner. 

The Congress felt such monies 
should come out of the consoli- 
dated revenue fund rather than 
from the separate viewer. 

In advocating grants from parlia- 
ment on a long-term basis, founded 
on some such factor as population, 
the Congress said this would en- 
sure keeping the CBC clear of poli- 
tical influence, since the govern- 
ment of the day itself would not 
have day-to-day control. 


® Meanwhile, the Canadian Assn. 
of Radio & Television Broadcasters 
took the Labor Congress to task on 
several points of a CLC brief de- 
livered when the commission 
opened its public hearings here 
last spring. 

The CARTB said the brief’s rec- 
ommendations against private 
broadcasters’ proposals, for such 
things as an independent regula- 
tory board for radio and tv and for 
more private-station freedom to 
form networks, are not in the best 
interests of union members. The 
association also challenged the 
right of the CLC leadership to 
speak for the Congress member- 
ship generally on the points at is- 
sue. 

The CARTB asked for an ex- 
panded role for private radio and 
tv in Canada. The voice of the pri- 
vate broadcasters recommends that 
the regulatory powers and operat- 
ing functions of the state-owned 
CBC be curbed. 

“Under present circumstances, 
the state broadcasting agency is 
coursing towards a concentration 
of size, wealth and power signifi- 


'ceed with the development of color. 


governments,” the association de-| 
clared in a 12,000-word brief made | 
public today. 


® Of private broadcasters’ ability 
to meet the country’s needs, the 
CARTB said: 

“This association believes that 
private broadcasting facilities are 
capable of providing a compre- 
hensive broadcasting service and 


“But because of the commis- 
sion’s terms of reference, our sub- 
mission is based on the assump- 
tion that a state broadcasting 
agency will continue to operate in 
some form.” U. S. “cultural imper- 
ialism” has become a bogey to 
some Canadians, said Dr. Marcus 
Long, associate professor of philo- 
sophy at the University of To- 
ronto. 


® In a brief prepared for final 
hearings of the Fowler commis- 
sion, he poked fun at the idea 
that Canadians will lose their Ca- 
nadian viewpoint unless guarded 
against U. S. programs, particu- 
larly on television. 

The brief, supporting the 
CARTB, attacks one delivered 
earlier by the Canadian Radio & 
Television League. 

The League bore down hard on 
the idea that American interests 
could take over Canadian thought 
on the air-waves unless there was 
stiff regulation from Ottawa. 

Dr. Long scoffed at the League’s 
suggestion that finances of the 
publicly-owned CBC should be put | 
on a permanent footing “for the | 
same national purposes as appro-| 


priations are made for the —— 


services.” 


| Long added. “Radio and tv were) 


103 


“Surely, there is nothing more fate that is national death.” 
ludicrous than the suggestion that} “Their main concern,” the pro- 
we should look to Jackie Rae and) fessor added, “seems to be to in- 
Billy O’Connor (two Canadian| crease the power of the federal 
performers) to save us from the| government. This is the real rea- 
savage attacks of Jackfe Gleason|son for stressing the impact of 
and Perry Como,” he said. | American culture.” 

“Unfortunately for the League’s 
case, it did not go far enough,” Mr. | Drug Books Elect Officers 


J. Leo McMahon, publisher of 


alae : the Midwestern Druggist, has been 
vasion, The brief had stated that! -ieted president of Affiliated 


nothing brought Canada closer t0| brug Publications for the year 
being a reflection of the US. than | 1957. J. Robert: Bruce, business 
Hollywood-produced movies. Yet! manager of the North Western 
there was no suggestion of a fed-| Druggist 


‘ was named vp, and 
eral authority to protect Canada| : 
from this ‘nefarious influence.’ | Verne N. Seeley, publisher of the 


“Perhaps they have such action Rocky Mountain Druggist, secre- 
tary. 


in the back of their minds,” Prof. 
Long said. “At least they argue, 
that the only guarantee of contin-| 
ued national existence is the con-| 
tinued nationalization of the key 
sectors of our national life, of| 
which broadcasting is one. 


not the only means of cultural in- 


masonry building 
singularly different... 


Masonry Building's over 20,000 
paid suliscribers are among a 
specialized high buying power 
segment of the building industry 
who read MB because MB alone 
covers their needs editorially. 


5 So. Wabash, Chicago 3 


s “They do not define ‘key sec- 
tors’. Nevertheless, the assertion 
that broadcasting is one of them 
makes it clear that the movies and 
the press fall under this category. | 

“If their thesis is correct, then 
these two industries should also 
be nationalized to save us from a 


Lowest Cost 


PER THOUSAND READERS 
IN THE MOTEL FIELD 


~ American Motel Magazine 


cant enough to weaken the safe- 
guards represented by elective 


Network Station B 
WGN-TV 

Network Station C 
Network Station D 


and programs. 


FOR THE THIRD STRAIGHT MONTH— 


WGN-TV 
UMBER 2 in CHICAGO ! 


For the third straight month, the Nielsen Station Index shows WGN-TV 
Number 2 in Chicago: 


This number 2 position is based on WGN-TV's local programming compared with 
three network stations. And remember, WGN-TV's top rated availabilities are yours 
at the lowest published rate card in Chicago television. 


Check your WGN-TV representative for latest information on preemption-free periods 


Chicage Office—441 N. Michigan Ave., Chicage 
Eastern Advertising Solicitation Office—220 E. 42nd St., New York, 17 


West Coast Only—tdward Petry & Company, Inc. 


Share of Audience 
Sunday thru Saturday 
6:00 A.M. - Midnight 


July August September 
29.4% Down 29.2% Down. 29.0% 
25.4 UP 26.2 UP 26.7 
25.2 Down 24.8 Down 24.6 
20.8 Down 19.4. Down 19.3 
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Mail Users Cheer ‘AA’ for Efforts to 
Obtain Improved U.S. Postal Service 


(Continued from Page 1) 
a profit producing corporation, but 
not both. — 

Those who declined to comment 
took the attitude that, while the 
service is poor, whatever they said 
would be held against them— 
they’d be hauled up before a gov- 
ernment committee, or at the least 
they'd run into day-to-day trouble 
with their local postmaster. 

Here are the comments of those 
who answered the question from 
AA: 


e Lester Suhler, subscription di- 


rector, Cowles Magazines—‘“First 


class long distance mail should al- 


ways go airmail at no extra charge. | 


What disturbs me is the two-or 
three-day delivery now required 


for long distances. I believe the | 


post office should be using elec- 
tronic sorting of first class mail. 
‘They are making some steps in 
that direction now, but they'll 
really have to jump into it if bet- 
ter service is to be obtained. 


e B. R. Bruns, circulation director, 
Billboard Publishing Co.—*‘There’s 
a big difference between delivery 
of first class and air mail. I can’t 
see why they don’t use more air- 
planes for first class mail—why 
use trains when planes are empty.” 


eH. V. Hoffman, advertising 
manager, Kimberly-Clark Corp.— 
“Often it takes two days for a first 
ciass letter to get from Chicago to 
Neenah, Wis.—only 200 miles 
away. I don’t know what happens. 
We'll mail a letter from Chicago 
on Friday and it arrives on Tues- 
day. Whatever could te done to 
better it should be done. I lived 
in Paris for a year, and mail there 
is delivered anywhere within an 
hour or so.” 


e Robert Stone, vp in charge of 
activities, National Research Bu- 
reau—‘“First class is the premium 
grade 
United States we should certainly 
be getting as good service as in 


other countries that are away be-| 


hind us in mechanization and dis- 
tribution methods. I don’t honestly 
know if it will cost more to get 
good service here, but if it does, 
the people should have a chance to 
vote on it.” 


e Harry Volk Jr., Harry Volk Jr. 
Art Studio, Pleasantville, N.J.— 
“Mail delivery is actually worse 
than it was 20 years ago. Seems 
like the postal department is the 
only department in the govern- 
ment that has gone backwards. In 
our own case, sometimes a first 
class letter mailed on a Tuesday 
arrives seven miles away on a 
Thursday. What we need is a more 
realistic attitude on what the Post 
Office Department is and what its 
service should consist of.” 


e Irving Silverman, director of 
special projects, Esquire Inc.—“I 
feel that the personnel of the post 
office must be permeated with the 
feeling to improve all aspects of 
the postal service rather than sim- 
ply perpetuate an antiquated sys- 
tem. Third class mail in New Yor 
often takes six to ten days for de- 
livery within the city. First class 
delivery is two days on an aver- 
age, rather than one day. The basic 
problem, it seems to me, is whether 
the post office should be regarded 
as a public service or a profit-pro- 
ducing corporation. If it’s a public 
service, the government should 
subsidize it properly.” 


of mail and here in the! 


af 
v 


; 
nN 

2K 

until the afternoon mail the next|§ 

Monday. We certainly need more} 

deliveries and pickups, perhaps) 4 

constant pickups every half hour. 

Post office employes are not as aa 

dedicated as they used to be. The 

slogan, ‘The Mail Must Go 

Through,’ no longer applies. Per- 

haps the President of the United 

States should stress the importance 

of getting the mail through—and 


focus the attention of the nation| 
on it.” 


|e Lawrence Brettner, circulation 
director, American Aviation Pub- 
lications—“There’s a wide gulf 
between business and post office. 
Post offices should hold open 
houses, and seek the respect of 
business men, and work much 
more closely with them to get bet- 
ter service.” 


e T. C. Anderson, advertising di- 
rector, Grosset & Dunlap—‘Pro- 
ducing everything in business is 
on a deadline. We should be able 


Stewart 


| SPEAKERS’ TABLE—Robert E. Kenyon, now publisher of 
| Printers’ Ink, tells guests at the fall meeting of the 
| Magazine Publishers Assn. of his plans for his ten- 


Fuller 


ure as fulltime MPA president, beginning Jan. 1. 
Listening are Ford Stewart, Christian Herald pub- 
lisher, and Walter Fuller, Curtis Publishing Co. 


to rely on first class mail to main- 


too much leeway to the post office 
on first-class premium delivery, 
general laxness will occur, similar 


to what has already occurred on| New York, Oct. 3—The Direct 
third class.” | Mail Advertising Assn. closed its 


; ’ : 3 | three-day convention here today 
e Lewis Kleid, Lewis Kleid Co.— after one session which saw a floor 
“I mailed a large first class enve-/ tight over the election of the man 
| lope from my office in New York | who is now DMAA’s chairman and 
City to nearby Rye, and it took another session in which a group 
seven days to get there. I think | o¢ advertising agency men con- 
service could be considerably im-| ceded that direct mai] is now an 
proved.” agency function. 
|e William H. Schram, assistant} There was also a good deal of 
advertising production manager, | growling from mail users over in- 
Abbott Laboratories, North Chica- | different postal services (see sepa- 
go—“Registered mail for which| rate story on this page). 
we pay quite a bit more, often| The new chairman of DMAA, 
takes two or three days longer than | William R. Merriam, public rela- 
| first class. It should go at least as/tions vp for the Federation of 
fast.” | Railway Progress, Washington, was 
|e Oscar Palmquist,; vp, Buckley aan Se Des a Leena 


, ; ress | board Tuesday morning. But he 
Dement Direct Mail Advertising— | barely got on the board the 
“It hasn t been pe arent 72% | preceding day, when a floor fight 
However, it is quite erratic and We | developed over his nomination.*He 
can’t depend on an exact sched- | squeaked in, 82 votes to 76, over 


ule.” | Orville E. (Bus) Reed, of Howell, 


|Mich., who was the candidate of a 

s rebel group opposing Mr. Merriam, 

Cunningham & Walsh the choice of the nominating com- 
and Mann Tieup Ups 

Billings $3,500,000 


mittee. 
(A biographical sketch of Mr. 
Merriam appears on Page 72.) 
(Continued from Page 1) ® David Margolies of the Around- 
Jr., who had been president of the | the-World Shoppers’ Club led the 
Mann agency, died last July 7. | fight against Mr. Merriam, arguing 
|that the Federation for Railway 
® John P. Cunningham, president | Progress had for years propagan- 
of Cunningham & Walsh, said the|4ized against parcel post. He 
move brought to the agency ex-|charged Mr. Merriam would be 
perienced people in the farm field, | 2¢Utral in postal matters in Wash- 
which will be of help on Texas| imgton if he became DMAA chair- 
Co.’s national consumer account, a|™an. Mr. Merriam said he would 
heavy user of farm magazines.|VOte (he didn’t say how) in case 
Cunningham & Walsh got the en-|/°f 4a show-down between parcel 
tire Texaco consumer business last | POSt and the railroad industry, and 
week (AA, Oct. 1). he denied that the federation is a 
In fact, Mr. Cunningham said | !obbying organization—“it dissem- 
that the acquisition of the re- | inates information only,” he said. 
| mainder of the Texaco account and| He was elected to the board for 
\the Conklin Mann volume has|@ year. Other directors elected for 
more than replaced—in both bill-| three-year terms were Albert Bu- 
ing and manpower—the loss of the |Chanan, manager of direct sales, 
\Chesterfield cigaret business on|Crowell-Collier Publishing Co.; 
‘July 31. |Colin Campbell, vp of Campbell- 
Ewald Co., Detroit; Robert Clark, 
| manager of Strathmore Paper Co., 
West Springfield, Mass; 
Lewis, manager of the direct mail 
, division, E. I. du Pont de Nemours 
& Co., Wilmington; Virginia Par- 
|sons, Parsons Associates (Direct 
Mail Fulfillment), Dallas, and 
|Robert Stone, National Research 
| Bureau, Chicago. 


He entered the agency business. 


# Conklin Mann has spent nearly 
50 years in the advertising and 
publishing fields, starting as 

New York Sun reporter. He was an 
advertising salesman for Collier’s 
and advertising manager of Cos- 
mopolitan, and managing editor of 
_Leslie’s Weekly during World War 
|I. 


tain definite standards. If we give| DMAA Elects Merriam Head Despite Claim 
That His Employer Opposed Parcel Post 


William | 


| 
| 
| 


of creating direct mail campaigns 
on the agency shoulders. 

Mr. Byfield said that three 
weeks ago he mailed a question- 
naire to agencies to find out what 
they’re doing in direct mail. The 
survey—still being compiled, he 
said—shows that agencies which 
answered indicated an average of | 
12 clients placing direct mail 
through the agency. 

He said the survey also shows 
| these agencies’ annual direct mail 
billing has increased 64% in the! 
years from 1952 to 1955. In ei 
there was a 23% increase over ’52, 
in 1954 a 10% increase over ’53, 
in 1955 a 31% increase over ‘54. 


# Colin Campbell of Campbell-| 
|Ewald said that direct mail ad-| 
vertising is considered a_ full-| 
fledged member of “our media 
family.” | 

“Direct mail has shown quite 
simply that it is most productive 
when it is integrated with the oth- 


er media in over-all advertising | 


planning,” he said. 

He attributed this growth to the 
publisher concept of direct mail. 

Under this concept, direct mail or- 
| ganizations establish themselves as 
publishers offering the circulation, 
production and distribution facil- 
ities provided by other national 
media. 

“Quite frankly, this put direct 
mail on a sound business basis for 
agencies,” he said, “and gave us 
the opportunities to earn a fair and 
|reasonable commission of 15% on 
| the use of this medium.” 

Mr. Campbell showed samples of 
ad campaigns in which direct mail 
played a major role: Burroughs 
Corp., Stran-Steel Corp.,. Delco, 
United Motor Service, Chevrolet 
autos and trucks. 


« H. J. Deines, J. Walter Thomp- 
son Co., New York, disclosed that 
the agency has conducted a num- 
ber of studies of direct mail ad- 
vertising during the past six years, 
asking such questions as: Was it 
read? Could it be recalled? Was its 
porary remembered? Was it re- 


ceived favorably or resented? What | 


was the cost per impression com- 
|pared with other media? 

He said the answers, generalized, 
are: Remarkably high readership; 
‘recalled many days after; retained 
| for considerable periods of time for 


e Whitt N. Schultz, public rela-| 
tions, Illinois Bell Telephone Co.— in 1919, on the copy and plans staff 
“I mailed a letter from Glencoe to| of George Batten Co., and has 
Chicago, a distance of 18 miles, and | been in the agency field ever since, 
it took three days for it to get|except for a three-year stretch in 
there. I mailed a letter from New the ’30s as general manager and 
York City on Wednesday noon and assistant to the president of Sta- 
it was not delivered to Chicago tion WLS, Chicago. 


® In a Tuesday afternoon panel on |further study and possibly buying 


ing prospects through other media. 

“But we are puzzled to find a 
medium as effective and econom- 
ical, an association as vigorous 
without some industry voice as to 
what the facts are about your 
medium and by what standards of 
research are they obtained,” he 
concluded. 

Forty-six winners of awards for 
outstanding direct mail advertising 
in the DMAA’s annual competition 
were headed by Hoffmann-La- 
Roche Inc., Nutley, N.J., which re- 
ceived the Gold Mail Box award. 
(Complete list of winners is on 
Page 60.) 


Three Publishers 
Leave MPA Because 


of ‘Dues Duplication’ 


New York, Oct. 4—Three busi- 
ness paper publishers have re- 
signed from the Magazine Publish- 
ers Assn. because of “duplication of 
membership dues” paid to MPA, 
and Associated Business Publica- 
tions or National Business Publica- 
tions. 

The three publishing organiza- 


| tions that have left MPA are Chil- 


ton Co., Philadelphia, Haire Pub- 
lishing Co., and Simmons-Board- 
man Publishing Corp., both New 
York. 

Chilton and Simmons-Boardman 
have been members of MPA since 
about 1919. Haire has been a mem- 
ber since the early 1940s. 

The only reason for the resigna- 
tions, AA was told, was because 
of duplication of membership dues. 
No basic policy matter is involved, 
spokesmen of the companies said. 
A spokesman for one of the com- 
panies, who refused to be quoted 
directly, said that ABP costs more 
than MPA, but that ABP is tailor- 
made for a business paper organ- 
ization and that his company gets 
much more service from ABP than 
it does from MPA. 


Town Buys ‘Montrealer’ 

The Montrealer, Canadian 
monthly, has been purchased by 
Town Publishers Ltd. Passing 
Show Publishing Co. Ltd. had pub- 
lished the magazine since 1926. Di- 
rectors of Town Publishing are 
Andrew Powell, Lorne Webster, 
Dan Wolvin, Roger Beaulieu and 
David Hackett, who is also man- 
aging editor. 


John Shaw Names Smith 
James G. Smith has joined the 


the role of the advertising agency 
in creating direct mail, Ernest L. 
Byfield Jr., account executive, El- 
lington & Co., said that the grow- 
ing interest by ad agencies in di- 
rect mail places the responsibility 


|action. He added that direct mail |copy staff of John W. Shaw Ad- 
| succeeds to a remarkable degree in| vertising, Chicago. Mr. Smith for- 
identifying the local dealer with’ merly was creative director of 
the product advertised, reaches a Hoffman & York, Milwaukee, and 
selective market, and compares) before that was with Carr Liggett 
favorably with the costs of reach- Advertising, Cleveland. 
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Last Minute News Flashes CBS, NBC TV Discounts Submitted to 
Gil Mickels, Ed Faison Will Join Leo Burnett 
House Reveal Crazy-Quilt Pattern 


Cuicaco, Oct. 5—Gil Mickels will join Leo Burneti Co. Monday 
(Oct. 8) as an account executive on the Pillsbury iccount and Ed 
Faison will join Burnett about Oct. 15 as research supervisor on Pills- 
Leo Burnett Co.—4.53%, 
Gross Time 
fell year "55 disc. 


Advertising Age, October 8, 1956 


Helene Curtis 
Buys Mathieson’s 
Lentheric Unit 


bury. Mr. Mickels has been brand manager of canned meats and as- (Continued from Page 1) 
sistant advertising manager of food products of Armour & Co. Mr.|vary not necessarily because one 
Faison has been a member of the research department of Needham, | buyer was a smarter shopper than | 


. . N 
watt 100, Gn, a tee tyes cas ee go poop spe = glo) aad dla 
zealously guarded its reputation as Lester Will to Join ]. Walter Thompson Jan. 1 which the sponsor qualifies, the Kelloge Co. 

a high-quality “class” house; on CHIcaco, Oct. 5—Lester J. Will, general manager of the American annual discount, station hour dis-| “L*ss!* # =inire SORES BS 
the other hand it began to compete Dairy Assn., will join the Chicago office of J. Walter Thompson Co. count, when the show started and Pcie Sed 7 vakcaee 
in the mass market. Trade observ- | Jan. 1. He submitted his resignation as general manager of the ADA’ whether the show is every week or) Navy Log (UD) occ coun 519,600 & 
ers say it failed at both ends. in August because of reported “internal dissension” within the asso- alternate weeks. In the case of “al- 
It was not until recently that ciation (AA, Aug. 24). His assignment at JWT has not yet been de- lowances” offered by NBC, the BBDO—4.94"%, 
NBC 


Lentheric switched from direct 


brought the Lentheric line into the 
drug store and dime store outlets, | 
where they were out of their ele- 
ment. 


Hudnut organization. 
Lentheric spent a total of $1,- 
500,000 on all forms of advertising | 


1956, it moved its account from 
Cunningham & Walsh to Grant 
Advertising. 


acle, Shanghai, Dark Brilliance, 
Adam's Rib, Tweed Hair Spray 
and Tweed Soft Fragrance sham-| 


October. 


termined. Mr. Will plans to remain with the association until the end 
selling to wholesalers. This move Of the year, and his successor is expected_to be named by the end of | 


Noxzema Denies Warner-Lambert Merger Reports 


BALTIMORE, Oct. 5—Noxzema Chemical Co. has denied reports that 
' |it is being sold or merged with Warner-Lambert Pharmaceutical Co. 
® Top management of the division, Norbert A. Witt, vp in charge of sales, said the rumors may stem from 
prior to the purchase by Curtis, the fact that Noxzema recently completed an arrangement for Nox- 
has rested in the hands of a group Zema in Cuba: He said that Noxzema is also considering entry into 
of former members of the Warner- | 24ditional foreign markets with the aid of a distributing agent. 


‘Neal Hathaway Leaves MAB, Joins Raymond Loewy 


New York, Oct. 5—Neal Hathaway, promotion director of the 
in 1955; its 1956 budget is reported Magazine Advertising Bureau, joins Raymond Loewy Associates as 
to be $1,200,000. At the start of Sales promotion director on Oct. 15. 


Flowers Named Ad Head of U. S. Air Conditioning 


| PHILADELPHIA, Oct. 5—U. S. Air Conditioning Corp. has named 
Lentheric currently markets the James H. Flowers advertising manager. He was formerly with Gen- 
following toiletries: Tweed, Mir-| eral Outdoor Advertising, Landau Advertising and Hoedt Studios of! Percentage of total network tv 


Philadelphia. 


Christiansen Drops Universal; Other Late News 


poo. The Tweed shampoo is a new! ® Christiansen Advertising Agency, Chicago, has resigned the account 
of Cribben & Sexton Co., Chicago, maker of Universal gas ranges. The 

Lentheric became part of the) company has not as yet named a new agency. Neither the agency nor 
Olin Mathieson empire as a result | the client would comment on the reason for the split. 


product. 


of the 1952 purchase of E. R.| 


Squibb & Sons 
Chemical Corp., which later 
merged with Olin Industries. Len- 
theric and Squibb were united for 
many years via family ties between 
the principals of both companies.. 

Squibb, which is remaining with 
Olin Mathieson, has also seen de- 


: | ® A report that the Lambert-Hudnut division of Warner-Lambert 
by Mathieson pharmaceutical Co. will move from Kenyon & Eckhardt to Sullivan, 
| Stauffer, Colwell & Bayles (AA, Oct. 1) was confirmed this week by 
'the announcement that SSC&B will handle the advertising, effective 
| Jan. 1. Included is the Hudnut hair line and other new products cur- 
| rently being developed. 
e Family Circle, which earlier had decided to cease soliciting adver- | 
| tising in western Canada, while continuing to seek paid space in east- 
clining fortunes of late. Once a| ern Canada, has now decided to discontinue accepting any Canadian | 


leading consumer advertiser, the | sectional advertising, effective with the January, 1957, issue. The 
company has not kept pace with! move is an outgrowth of the imposition of a 20% tax on U. S. mag- 
advances in the pharmaceutical azines carrying Canadian-sponsored advertising. 


® Edward T. Tait will be sworn in Nov. 2 as successor to Federal 
Trade Commissioner Lowell Mason. Legal disputes over Mr. Tait’s 


industry. 


® Olin Mathieson’s disposal 


of | appointment dissolved Friday when Commissioner Mason agreed to 


Lentheric raises the question as to | resign (see earlier story on Page 36). 
® Jack-Foran has resigned as director of marketing of the toiletries 


whether the giant corporation is | 
slowly bowing out of the consumer 


field. Outside of the Lentheric and division of Helene Curtis and will join Lever Bros., 


Squibb lines, the corporation has | 
only Winchester rifles as a product | 


an executive capacity. 


New York, in 


which can be sold widely on the | pecause of the dangerous possibili- | theric’s hair fixative is on a higher 


consumer market. 

The Olin electrical 
which has made batteries and | 
flashlights, was recently put into 


division while the corporation | 
makes up its mind about continu- | 
ing this operation. 

As an industrial power, however, | 
Olin Mathieson is showing no hes- | 
itation. It recently went into part- | 
nership with Revere Copper & 
Brass to form a company that will | 
be a primary producer of sien | 
num, with all production for many | 
years to come already contracted | 
for by Olin and Revere. 
| 
= Lentheric and Helene Curtis are 
not exactly unknown to one an-| 
other. In 1954, the two pe 
teamed up for a joint promotion 
involving Curtis’ Spray Hair Net | 
and Lentheric’s Tweed perfume. 
Tweed has been the mainstay of 
the Lentheric business, its one con- 
sistent performer. 

Lentheric followed up this co- 
operative effort by coming out with 
its own hair spray as a competitor 
to Curtis. In the past year, accord- 
ing to trade reports, Lentheric has 
been doing very well with its hair 
spray, cutting deeply into a market | 
where Curtis formerly held a dom- 
inant position. 

Lentheric’s spray is marketed | 
in a plastic-coated bottle, as against 
Curtis’ can, and is perfumed with | 
Tweed. Other companies reported- 
ly have shied away from bottles! 


have solved this problem. 


_.._ |ties of explosion of the freon gas. | level. “Ours is in a beautiful plas- 
division, | tiowever, Lentheric appears to tic-coated glass bottle and is per- 


fumed with the world’s most 


: Curtis retaliated by charging | famous and widest used fragrance, 
cold storage under the Winchester Lentheric with infringing on its| Tweed. We have lifted the product 


trademark. Lentheric had been 
marketing its product under the 
name, “Tweed Perfumed Spray 
Hair Net.” An out-of-court settle- 


| 
| 


out of the beer can status into a 
truly boudoir status where it be- 
longs.” 


ment was finally reached, with} ARTHUR C. CARRUTHERS 


word “Net” from its name. 

Commenting to AA on this set- 
tlement, Jack Mohr, general man- 
ager of Lentheric, declared that 
Lentheric has always “taken con- 
stant precaution to avoid being 
pegged in the same class with Cur- 
tis or other similar type products 
in cans.” 

Mr. Mohr explained that Len- 


FRANK B. POWERS (left), formerly 


_ advertising director, has been 


named business manager of the 

Knoxville News-Sentinel. Roger A. 

Daley, formerly manager of gen- 

eral advertising, takes over as ad 
director. 


|Lentheric agreeing to drop the| 


BRADENTON, F.a., Oct. 5—Arthur 


|C. Carruthers, 78, a founder of the 
| National Safety Council, a found- 
|er and former publisher and editor 


lof Safety Engineering, 


and the 


'man credited with being responsi- 


ble for the laws making the use of 
safety glass in all automobiles 
mandatory, died here Oct. 3. He 
had lived here since his retirement 
in 1948. 

Born in London, Mr. Carruthers 


|was graduated from St. George’s 


College there and came to the 
U. S. as a young man. He founded 
Safety Engineering 55 years ago 
and retired in ’48 after the sale of 
the magazine to Alfred M. Best Co. 


= |The name of the publication was 
iilater changed to Safety Mainten- 


ance & Production. 


@ Mr. Carruthers was a frequent 
speaker on accident prevention be- 
fore industrial groups and on the 
radio. He also gave expert testi- 
mony before committees of the 


House of Representatives and var- | 


ious state legislatures on indus- 
trial, highway and fire safety 
measures. 


network uses them as an incentive 
to interest advertisers in helping 
;to strengthen a time spot or to 
build a personality. 


# A staff report prepared for the 
congressional probers revealed that 
15 top agencies were booking 
three-fifths of the time on all three 
networks as of late 1955 and early 
1956 (AA, Sept. 24). This being 
the case, AA decided it would be 
interesting to see what kind of 
video buys the “big 15” are getting 
| for their various clients. 

| To illustrate the various types 
of buys revealed by the tables sub- 
mitted to the committee, AA se- 


shows placed by these agencies. 


|time filled by each agency follows 
| the agency name. 


lected representative samples from | 


| American Tobacco Co. 


Your Hit Parade 1.048.916 20 


Robert Montgomery 967,903 18 
Armstrong Cork—Circle 
Theater ....... 1,370,200 7 


DeSoto—You Bet Your Life 2,759,016 25 
General Electric—Medic .... 275,468 0 
CBS 
Campbell Soup—Lassie (60) 1,357,200 13.5 
U.S. Steel Hour (109) 960,700 5 
|} American Tobacco—Jack Benny— 
Private Secretary (152) 2,641,600 25 
B. F. Goodrich—Burn 
PROT CBOE) cccsrcsiesssesccscccreee 
GE Theater (126) ............. 


McCann-Erickson—3.89°;, 


s & 


NBC 

Chrysler—It's A Great 

ET ncieeinidhtitineuniann  MAORS8§ wD 
Coca-Cola (with D'Arcy)— 

SR GIIIE . ceassepecitrecicrtiscssnste 2,551,241 11 
j CBS 
Chrysier—Climax—Sheower of 

Stars (1S2.5) ...cccrrccsccecccerree 4,082,650 25 


| Westinghouse—S‘udio One— 
Summer Theater (95) .... 3,829,124 25 


Figures in parenthesis following | Dancer-F itzgerald-Sample— 
CBS shows indicate average num- | 1% 
ber of stations carrying the pro- NBC 
gram. American Chicle—Caesar's 
NE Wiieisatataitreecetistenenieeies cncees 985,959 The 
Lewis Howe Co.—imogene 
| Benton & Bowles—7.77%, TRI cin cnsccceecepesectserveses 289,125 F's 
Gross Time CBs 
full year '55 disc, | General Mills—Lone 
NBC | Ranger (47) nc... 74,000 25 
General Foods 
Caesar's Hour |... 78,357 0 Kenyon & Eckhardt—2.47°(, 
FEF ccceresersepessoees 2 | . NBC 
Roy Rogers 5 18 s ° Ow 
Today-Home-Tonight ... 288,237 17" Ford—Producers Showcase 763,664 3 
Radio Corp. ef America—Milton 
| Procter & Gamble Berle—Martha Ra 405,172. 6 
| Caesar's Hour 2.0.0.0... 118,195 0 Pesci Mewes cod —sbrrigase teh Brae 
It Pays to Be Married .... 720,075 46 | Hit Parade 1,013,400 6 
Loretta Young ............... 2,142,410 2% | Robert Mont asin os [Tee 393,740 30 
Tennessee Ernie Ford... 1,228,677 48 | se —. ~ . 
This Is Your a 1,178,080 25 | Lineoin Mercury—Ed 
Peecles 6. Genin ree tg dgabnardsienids 4,388,800 25 
Topper (115) accsecccsccnn see,c00 25 | Senieuc~ee _ - ‘ 
Genneel- Mibbiien. | eason (108) ..... GAM 7, 
Mama (70) occ 1,821,853 25 
Ted Bates & Co.—2.06%, 
| 
m—6 oO j NBC 
Young & Rubica 69 /0 | American Chicle—Zoo 
NBC eS So ae eee 374,691 0 
Borden—People's Choice 509,545 24 Colgate Comedy Hour ... 1,434,553 25 
General Electric— | CBS 
Dear Phoebe ..................-. 497,838 6 | Brown & Williamson—Line=p— 
General Foods— | Undercurrent (146) ........ 1,352,000 20 
Bob Hope Shew ................ 409,466 13 | Colgate-Palmolive—Sirike It 
Gulf Oll—Life of Riley ... 1,988,745 16 } Rich—Millionaire (128) 2,490,800 25 
Joh ads CBS-Columbia—Godfrey & 
Tennessee Ernie ............ 119,020 0 Friends (142) oo... 466,677 15 
Remington Rand— 
Caesar's Hour ............... 328,441 7% 
CBs — | Compton Advertising—1.8‘, 
Lever—Talent Scouts (72) 1,019,200 20 NBC 
Remington Rand— Procter & Gamble— 
What's My Line (81) ... 1,051,050 5 Fireside Theater ............ 1,882,856 25 
Bristol-Myers—Alfred CBS 
Hitchcock Show (87.5) 2,078,466 25 Procter & Gamble 
Joh & Joh Down You Go—It's Always 
Robin Hood (93) ............ 201,178 5 a a Ee 864,000 25 
Jackie Gleason (110) 673,764 15 
]. Walter Thompson Co.—6.15%, 
NBO 7 Lennen & Newell——1.79°, 
POG TROIS .ceccsrcseececsscees 2,621,434 16 NBC 
BEE NOE | rerincnsurn 3,655,710 19 P. Lorillard—Truth or 
Lever—Lux Video COMsSeQuences ......cce 2,267,423 16 
TRE calito dncerieedcn 3,881,050 20 CBS 
Johns Mansville— Meet P. Lorillard—Two for the 
ae | ES ee 576,293 «6 | a 1,974,000 24.5 
CBS Schlitz—Playhouse of 
Ford Star Jubilee (151) .... 540,400 15 BEE sechitidirsipnieptpansece 2,272,400 22 
William Esty Co.—5.9% Sullivan, Stauffer, Colwell & 
NBC Bayles—1.71 % 
Colgate Variety Hour ........ 1,956,295 20 NBC 
R. J. Reynolds American Tobacco—Big 
Camel News Caravan ... 4,534,000 25 Clee cad detain ies ciptises 1,101,091 20 
Sports Highlights 1955 .... 14,235 25 | Simoniz—Big Story ........... 965,433 6 
CBS Speidel—Big Surprise 258,500 6 
R. J. Reynolds CBS 
I've Got A Secret (130) ... 2,420,670 25 | Carter Products—Meect 
Topper-Crusader (116.5) = 845,138 22.5 | MEME (97) oeececccccsseennne 995,000 9.5 
Noxzema—Person to 
Person (66.B)  ooccccccccceun 376,252 56 
Biow (Biow, Beirn & Toigo)—| american Home Products— 
79% Name That Tune (95) ... 201,000 25 
NBC 
American Home Products— Foote, Cone & Belding—0.97% 
Midwestern Hayride ... 133,545 23 NBC 
| Procter & Gambie— Paper-Mate—People Are 
Ding Dong School .......... - 102,345 25 EET: | citnieteishediheeienitheernn 1,139,853 10 
CBS International Cellucotton—Mid- 
Procter & Gamble— western Hayride ............ 229,883 25 
I Leve Lucy—Those Halimark Halli of Fame ... 1,076,118 4 
| Whiting Girls (141)....... 1,431,000 25 CBS 
Philip Morris—I Love Frigidaire— Godfrey & 
Sane. ABER ockiristieinmne 903,501 22.51 Friemds (114) cocccccesenseee 821,083 15 
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leads in 
Baltimore 
Radio! 


1st—104 times! 
2nd—-42 times! 


Here is up-to-the minute proof of | 
WCBM'’s audience domination in _ 


the nation’s 6th largest market... 


in competition with 9 stations! © 
This outstanding record is just 


further proof of what we've been 
saying all along... WCBM defi- 


witely offers the lowest cost per 


thousand in the big Baltimore 
area! Want more facts? Just call 
or write us direct or ask our 
representative. 


*Hooper, June 1956 


ae Ha BE. lee 
Weprrsdptadsives ¥ oN 


Mathers McGrew lane 


STATIONS SOUTHWEST—Station people gathered in 
Oklahoma City for the Southwest regional conven- 
tion, National Assn. of Radio & Television Broad- 
casters, included, at left: Keith Mathers, WKY-TV, 
Oklahoma City; Montez Tjaden, KWTV, Oklahoma 


Tjaden Shapiro 


Rock. At right, 
Keese, WFAA, 
Clinton, WPAR, 


Advertising Age, October 8, 1956 


Jason Offers Tag Promotion 
Jason Corp., Hoboken, N. J., is 


‘conducting a national promotion 


| 


built around a new point of pur- 
chase tag, for consumer goods 
manufacturers who use Jason 
Sealtuft, a quilted vinyl. The 
schedule includes business paper 
advertising in the housewares, 
furniture, fashion accessories, ju- 
venile goods and notions and nov- 
elty fields. Jason advertises direct. 


| Hays Joins Newman, Stern 


Clinton 


Frank Lane, KRMG, Tulsa; Alex 
WFAA-TV, Dallas, and George 
Parkersburg, W. Va. 


,worth of merchandise from 135 
| manufacturers for use as trading 
istamp premiums. 

Mr. Rossi estimated that 30,000,- 
000 families in the U.S. ‘save trad- 
ing stamps and that 1,500,000 of 
'these are in New York State. 

Answering the allegation that 
trading stamps put small business 
lat a disadvantage, Mr. Rossi said, 
“It is enoygh to state that more 
|than 99% of the 60,000 merchants 
Rosenwasser, board | using the S & H service have found 
chairman, Gasoline Merchants|stamps an excellent means of at- 
Assn., Brooklyn, called trading |tracting and holding customers.” 
stamps “nothing but a racket and Stamps, like any form of advertis- 
a creeping cancer in retail busi-| ing, he said, stimulate competition. 
ness.” |Moreover, he added, “anything 

Nicholas S. Gesoalde, secretary | which increases the distribution of 
of the New York Pharmaceutical | goods serves to raise the American 
Assn., insisted that trading stamp | standard of living, and is, there- 
plans are “gouging the public,” fore, helpful to the total economic 
and that they threaten to create a/and social process.” 

“depression in retail selling prac- | 
tices.” Premiums offered in ex-|# William H. Preis, president of 
change for stamps, he said, cost| Stop & Save Trading Stamp Corp., 
ithe consumer from 5% to 20% said that stamps produce a nom- 
more than their normal retail jnal increase in sales sufficient to 
price. cover the cost to the merchant, so 
that the customer does not pay 
® Leading the defense of stamp|higher prices. “Trading stamps,” 
plans, Frank P. Rossi, executive|he said, “have replaced piggy 
ivp of Sperry & Hutchinson Co.,| banks and sugar bowls as symbols 
llargest stamp operator in the (of thrift.” 
lcountry, said that his company this| John H. Reed, president of Na- 
|year will purchase $9,000,000! tional Stamp System, maintained 
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Retailers, Stamp 
Planners Tangle 
in State Hearing 


(Continued from Page 2) 
gross sales. 
Samuel 


THE DENTSU SERVICE 


* Stands on a base of comprehensive research 


* Includes eye-catching art and design 


* Embraces all phases of advertising 


* Results in campaigns that sell 


DENTSU ADVERTISING LTD. 
HEAD OFFICE Nishi-Ginza, Tokyo 
Cable Address DENTSU TOKYO 


that stamp plans have _ helped 
small business to grow without 
raising consumer prices. 

William Golub, president of 
Central Markets Inc., Schenectady, 
said that stamps pay because they 
produce extra volume. Moreover, 
he said, “The popularity of trading 
stamps proves that housewives 
know value when they see it.” 


World Series Stanza 
Intects Madison Ave. 
with Acute Clientitis 


(Continued from Page 3) 
|man Wehmeier hadn't been quite | 
so effective last Friday night, 
|Madison Ave. would have had an | 
|easier time of it this week. True, 
| there would have been pasteboard | 
| pressure felt the length of Michi- | 
| gan Ave. and some of the Milwau- 
| kee agency boys might have been 
a little more aware of their ulcers 
ithan normally. But somehow, Mad- 
ison Ave. seems to think, clients 
would have well understood that 
with only half of the series set 
for any single city, failure to pro- 
vide anxiously awaited tickets 
would have been more easily ex- 
cused and more graciously under- 
stood. 


|@ “After all, Joe,” one can almost 
jhear the client thinking, “four 
| games at Ebbets Field and three 
scheduled for the Stadium 
that’s a total of, lemme see, about 
350,000 seats. Take another look 
at 15% of that budget, Joe... 
surely you can rustle up two tick- 
ets for me.” 

What makes it worse, of course, 
is that all too often the manufac- 
| turer’s representative's brother-in- 
‘law expects to be in New York 
jonly one day .. . Funny coinci- 
|dence, just the day of the third 
game, so it’s no use telling the 
client that you think maybe you 
can find a ticket or two for the 
opener or for the fifth encounter. 
Take another look at 15% of that 
budget, Joe. 

No wonder even die-hard Sten- 
geleers, if they happen to be agen- 
cy men, are pulling hard, and 
praying, for a Milwaukee Braves- 
Chicago White Sox series in ’57. 
Let the brethren along the lake 
front suffer a little next time. 


Ziff-Davis Will Offer 
Color Television Annual 
| The electronics group of Ziff- 
Davis Publishing Co., New York, 
| will publish a color television an- 
nual in December. Designed for set 
owners and technicians, the publi- | 
cation will be a guide to selection, 
operation and servicing of tint re-| 
ceivers. 
The color television annual will | 
be on sale at newsstands for $1. | 
Ziff-Davis indicated that the 
publication of the annual was| 
“prompted primarily by the facts | 
that color tv sets are selling faster | 
than anticipated and that more) 
than 250,000 of these sets will be 
in American homes by Jan. 1.” ' 


William.O. Hays has been ap- 
pointed art director of Newman, 
Stern & Mandell Advertising, Mi- 
ami Beach. Mr. Hays formerly 


City; Jack McGrew, KPRC, KPRC-1'V, Houston, |. art director of Roland-Bodee 
and Mike Shapiro, KTVX, Tulsa, and KATV, Little & Flint Advertising. 


Scott-Atwater Boosts Steffens 
Howard C. Steffens has been 
named general sales manager of 
Scott-Atwater Mfg. Co., Minneap- 
olis manufacturer of outboard 
motors. Since joining the company 
in 1947, Mr. Steffens has been sales 
manager. 
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If you want to saturate 
the mass market by 
direct mail, Lemarge has 
the men, machines, 


—_— 


methods and moxie. 
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Any questions? Just ask 
the right people. Ask 
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ART FOR STYLES SAKE | 


Garfinckel’s, Neiman-Marcus and |. Magnin are a few of the distinguished stores who have sponsored 
SPORTS ILLUSTRATED’s traveling Olympic exhibit, “Sport in Art,’ during the past nine months. The 
comment of Perry Rathbone, Director of the Boston Museum of Fine Arts (who presented the show with 
Filene’s)—‘“‘Couldn’t be happier about our experience with ‘Sport in Art’ and SPORTS ILLUSTRATED” — 
echoes the praise of the fine stores who found ‘Sport in Art” an ideal occasion for press parties, com- 
munity sponsorships, sport exhibitions, radio and TV publicity, attractive windows and displays—and © 
as piece de resistance, a style show. “Sport in Art’ is one more example among many of how SPORTS 
ILLUSTRATED, through the special excitement and timeliness of “selling with sport,” is able to add 
additional style and persuasiveness to the activities of some of the nation’s most artful retailers and 


7 SPORTS | 
ILLUSTRATED J 


SPORTS -=- 
ILLUSTRATED 


- 


Selling with sport is everybody’s business! 
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